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Abstract 
In the report of ‘research proposal, it will be highlighted that the CSR initiatives impact on the customer Perception significantly by fostering emotional connection, trust, and positive brand image to lead to the ‘increased brand loyalty.’ The CSR initiatives also transform the business by advocating the positive changes to build a strong brand loyalty and drive the repeat business. Customer perception is important for impacting brand loyalty and influencing the purchasing decisions of the customers. Likewise, the programs related to industrial welfare deliver socialisation, education, and Recreation programs for making and developing the concept related to CSR for demonstrating the contribution related to the general welfare of ensuring the standards of Living, security, economic growth, and freedom. The application of the ethics to review the ‘secondary qualitative research’ considered the proposed research participants with the original consent to deliver the assurance on managing the data sources. Hence, it will actually be performed for helping the researcher to consider the ways of collecting the data originally to allow the readers to make the original consent to reuse the different research purposes.
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Research rationale 
The ‘Corporate social responsibility’ CSR plays a key role to build brand loyalty by improving brand image, fostering trust, and enhancing the customer engagement to illustrate a ‘commitment to social responsibility’ (Safeer & Liu, 2023). The customers tend to perceive the CSR In the form of being aligned, credible and ethical sources to the values for supporting the brands to develop trust. CSR builds a loyal and strong brand by improving the brand image to increase the customer engagement for contributing to the ‘stronger brand loyalty.’ 
The customers are loyal to the brand for becoming aligned and socially responsible to the respective values in terms of demonstrating the commitment to ethical practices for the society genuinely by strengthening the relationship between the customers and the brand (Huo et al. 2022). The CSR initiatives also increase the repeat business significantly by building brand loyalty to increase emotional connections, improve the brand reputation and also Foster the customer trust.  creating a strong bond with the customers lead them to the repeat purchases and the increased loyalty. Customer retention establishes satisfaction and customer loyalty to maintain the corporate reputation of marketing where CSR is being regarded as beneficial for establishing the retention capacities and the customer relationships to create loyalty in the long run (Akbari et al. 2021). 
Depending upon the findings, it can be stated that the business can boost the image by making the consumers involved in making CSR as an effective strategy to contribute to the sustainable marketing. The organisations engage in the CSR initiatives actively for experiencing the positive outcomes related to customer loyalty and customer perception to indicate support and trust for becoming loyal to the organisation for demonstrating a ‘commitment to CSR’ (Ali et al. 2021). The CSR initiative impacts on the repeat business positively by increasing customer satisfaction, strengthening trust, and fostering brand loyalty through perceiving social and ethical responsibilities. Hence, aligning with the customer values, the organisation can build stronger relationships with the customers in terms of leading them to the enhanced brand recognition for making the repeat purchases more (Lacap et al. 2021). 
The CSR initiatives foster a sense of loyalty and connection for making the customers feel free to select the brand repeatedly by leading them also to the ‘higher level of satisfaction’ for showing a greater willingness to create the repeat purchases. Thus, The CSR initiatives showcase the commitment to the ethical Behaviour for demonstrating ‘trust’ as a significant factor of encouraging the repeated business and also building the customer relationships in the long run. In addition to this, the customers are mostly satisfied with the organisational CSR efforts to expand the customer base for driving the repeat business to differentiate the organisation from the competitors to attract the customers who are more conscious to make the effective purchasing choices (Karim & Rabiul, 2024). The customers are being regarded as a unit of socially responsible which changes the ‘transactional relationship’ for creating emotional and deeper connection to create and develop an emotional bond for impacting on the society possibly and genuinely by acquiring the profit-driven approach. Emphasizing the concerns of human rights to ensure the conditions of safe working, fair wages and the proper treatment of suppliers and employees to encourage accountability internally and externally both (Glaveli, 2021). 
[bookmark: _Toc196519478]Research questions, research aim and objectives 
The research objectives are as follow: 
· To assess the role of CSR initiatives to impact on the consumer perception in building brand loyalty 
· To highlight the role of CSR initiatives to impact on the repeat business in building brand loyalty 
· To analyse the CSR initiatives for focusing on ethical practices, and environmental sustainability to build the brand loyalty 
· To evaluate the CSR initiatives for emphasizing on economic responsibility and employee engagement to build the brand loyalty
· To organise the ways of resonating with the stakeholders to drive brand loyalty for fostering a brand image positively by the CSR initiatives  
The research questions are as follow: 
· What is the role of CSR initiatives to impact on the customer perception to build brand loyalty? 
· What is the role of the CSR initiatives to impact on the repeat business for building brand loyalty? 
· How can the CSR initiative focus on the environment of sustainability and the ethical business practices for building brand loyalty? 
· How does the CSR initiative emphasize employee engagement and economic responsibility to build and develop brand loyalty? 
· What are the ways of driving brand loyalty to resonate with the stakeholders for fostering a ‘positive brand image’ by the CSR initiatives? 
The research aim is as follows: 
The aim of the research is to demonstrate the role of the ‘corporate special responsibility’ to build and develop brand loyalty. 
[bookmark: _Toc196519479]Key literature (contextual issues)
Impacting upon the customer perception to build brand loyalty by the CSR initiatives 

According to Kataria et al. (2021), the CSR proposes an organisational tool to make the successful implementation of building brand loyalty to acquire the benefits to the society to a great extent for determining the customer attitude and also the impact of the CSR program on the brand image. Additionally, Determining the customer attitude towards the CSR program also determines the impact of the CSR on brand loyalty and brand image to determine the qualification of the customers who are socially responsible. The CSR concept is important for determining the knowledge of the CSR initiatives to increase brand loyalty and corporate image for taking a proactive approach. It is being performed to analyse environmental and social issues to be transparent about the CSR initiatives for the customers in terms of leading them to the stakeholder engagement increasingly. 
As argued by Khawaja et al. (2021), the CSR is defined for the sustainable level of making a commitment to ethical business practices and the economic development for developing the quality of life related to the workforce of the local community and the society. Thus, the societal Expectations regarding making positive contributions to a new phenomenon of CSR promotes the outcomes of interaction between globalisation and industrialisation of advocating the labour system for the workers. This, it is also being performed to reap the industrialisation benefits for emphasizing on the CSR and the corporate responsiveness. As stated by Agu et al. (2024), the Activism of the stakeholders has resulted among the customers to make them more ever to the business activities by making them feel to rely on the organisation for dealing with such social issues. 
Impacting upon the repeat business to build brand loyalty by the CSR initiatives
The major stakeholder engagement has become a shift in realising the significance of improving the customer relationship to develop the voluntary standards of CSR landscape to design the CSR programs better by analysing the ‘code of conduct’. The Transparency in CSR fulfilled the CSR activities within the organisations for taking the strategy initiative continuously to improve environmental and social performance. Alternatively, as addressed by Min et al. (2023), the reason behind influencing the services of the organisation to operate the business depends upon the leadership of the corporation to acquire the CSR approach strategically to increase the best corporate image for analysing the issues. Thus, the management of the superior reputation related to CSR promotes equity in building brand loyalty to analyse the principles related to quality, trust, consistency, reliability, and creativity for practicing the CSR initiative and the financial benefits. Henceforth, the development of social capital occupies the strategic belief About the society for promoting the right to operating the causative reputation for building brand loyalty to develop the corporate image positively with the help of the improved market sustainability. 
As illustrated by Sanchez & Miller (2024), improving the positioning of innovation and competitiveness of the CSR-based opportunities can gain the strategy outcomes from the stakeholders to implement the CSR initiatives for accepting the methods of producing goods for Increasing quality and productivity to improve the overall working conditions for the employees to decrease the environmental impacts. Hence, the organisation should be concerned with producing the products with high quality for accessing Capital increasingly to utilise the CSR compliance as the criteria of allocating the business capital to correlate a good approach to good management and CSR initiatives. Along with that, the competitive industry can also increase the overall operational efficiencies related to saving the cost of producing the goods using the outcomes of the strategies related to environmental sustainability. As argued by Osakwe & Yusuf (2021), making and developing good relationships with the regulatory bodies can promote the approval process of the CSR activities that are involved in the organisation for making them responsible to the related Business ethics for making compliance with the transparency of activities, rules, and regulations to the responsiveness of the Expectations. The business responsibility promotes a satisfactory platform to accomplish the task for fulfilling the circumstances of Sustainability that relates to the capabilities of operating business in the long run. The CSR also ensures the business operations profitably to promote the balance for addressing the requirement of maximising the profits. 
Role of the CSR initiatives to impact on the environmental sustainability and ethical practices to build brand loyalty 
As proposed by Irshad et al. (2024), the sustainable organisation can also acquire the trust from the customers in terms of leading them to better customer loyalty for building the brand reputation. The corporate image proposes the perception of the customers to analyse the brand association which can change the social construction depending upon references and interpretations of the customers. It is also being performed to Control and direct organisation with the specification of responsibilities and rights to address the relationship between the society and the business. The corporate governance also proposes a procedure of analysing the principles related to the performance orientation, ‘code of conduct,’ director responsibilities and the value creation for improving the CSR activities.
On the contrary, as analysed by Mehnaz et al. (2024), hindering the organisational abilities to use the CSR for building brand loyalty successfully, includes the concerns regarding the authenticity of the CSR initiatives for balancing purpose with profit. It can also be performed by navigating the backlash of the stakeholders and also the lack of transparency. The CSR initiatives impact on the customer perception significantly to drive for the brand loyalty where the challenges like the customer values and the perceived insincerity which can affect the impact negatively.  As evaluated by Shahzad et al. (2024), maximizing the positive impact, organisation can ensure the genuine CSR efforts to communicate and align with the consumer values transparently. 
Role of CSR initiatives to focus on employee engagement and economic responsibility to build the brand loyalty 
The customers seek for the brand increasingly to reflect upon concerns and values regarding environmental and social issues to state a ‘commitment to CSR’ for creating the shared values with the customers. Fostering a likelihood of the customer loyalty and also a deeper connection aligns with the Customers to make them loyal to the business by creating a positive impact on society. On the other hand, as reflected by Khan & Fatma (2023), the CSR initiative impacts brand loyalty and repeat business significantly by implementing the efforts negatively due to a lack of transparency. Those all have already failed to deliver the environmental or social impact to undermine the customer trust and damage the brand credibility to impact on Brand loyalty and repeat business ultimately. The CSR initiatives can build and develop brand loyalty and trust to lead the customers to the repeat business ultimately damaging the brand reputation and eroding the trust in terms of leading them to decline the repeat purchases and the customer loyalty. 
As interpreted by Emmanuel & Priscilla (2022), the CSR activities are perceived in the form of public relations to provide genuine efforts for demanding business transparency in an increasing way to damage the brand reputation and raise the concerns about the impact on the lack of clear reporting. The CSR initiatives sometimes fail to interpret social issues which lead the customers to a major decline or a disappointment of the customer perception. Inconsistency in the CSR engagement creates a lack of commitment and the perception of instability to undermine loyalty and trust for emphasizing on the functions of core business to negate the positive impact on the brand loyalty of CSR. As argued by Ruschak et al. (2023), the CSR initiatives also can contradict the practices of ethical business by damaging and disconnecting the brand reputation to support the businesses for deflecting the values of the customers. The customers are aware of the corporate activities to demand for the business accountability actively for engaging in the ethical practices. The customers are drawn to the brands increasingly align with the values for creating a positive impact on the society for perceiving effective CSR efforts to analyse a significant segment in the respective market domain. 
Driving brand loyalty and resonating with the organizational stakeholders to foster the positive brand image by the CSR initiatives 
The customers are attractive to the brands for demonstrating a commitment to environmental sustainability, ethical practices, and social responsibility to execute the CSR initiatives well in terms of leading to the customer satisfaction, loyalty, and trust. The CSR efforts are being regarded as the effective marketing tactics for keeping them loyal to the organisations which are transparent and open about the CSR initiative for evaluating the impact and the effectiveness of the CSR programs. As approached by Nader et al. (2025), the customer values resonate with the concerns of the target audience for fostering a comparative wider connection to build the long-lasting loyalty for integrating with the practices of court business. Henceforth, communicating with the CSR efforts to include CSR activities, goals build the trust for demonstrating accountability to align with the customer values for ensuring the CSR initiatives (Wang et al. 2021). 
The CSR initiatives are accepted as the intensive profit to Erode the trust of the customers to impact on the brand loyalty negatively by making transparent programs regarding the CSR progress. Thus, the regular reporting on engaging the CSR activities with the stakeholders can demonstrate and build the trust with authenticity for balancing the resources between profit to increase the success of the long-term business. As argued by Nurhilalia & Saleh (2024), the organisation should be mindful of overcoming the negative impacts on the stakeholders to measure the challenging impacts of the CSR initiatives for demonstrating the effectiveness of developing the robust metrics to track the progress to CSR.
[bookmark: _Toc196519480]Proposed research paradigm and methodology 
The ‘research paradigm’ proposes a fundamental framework to guide the ways of conducting the research study to set values, beliefs, and assumptions to shape the research procedure from conducting the research questions to analysing the findings (Cheong et al. 2023). Research terrorism also is a method of contracting research if the set of understanding, ideas, and beliefs of the practices function effectively. 
Research philosophy: The ‘Research philosophy’ relates to underlying assumptions and beliefs for shopping the ways of conducting study with the help of the process of the reflection to inform the view, knowledge, reality, and the values of the research (Chong & Plonsky, 2024). The philosophy of the researcher helps in Interpreting the methodology, analysis techniques and data collection. The ‘interpretivism research philosophy’ will be selected for this study to understand social phenomena with the help of interpretations and subjective meanings to assign the experiences of the individuals. This philosophy will also propose a complete ‘qualitative approach’ to emphasise on understanding ‘why’ behind behaviours and actions rather than ‘what’ to derive the knowledge from the contextual understanding and the through interpretation which is socially constructed (Goldsmith, 2021). ‘Interpretivism’ philosophy is dependent upon the assumption where the reality is multiple, subjective, and socially constructed to understand the reality with the assistance of the individualistic experience. It is also being performed for shaping social perspectives of the individuals to address the role of CSR in building brand loyalty. 
Research approach: The ‘Research approach’ proposes a plan and procedure of conducting the study by encompassing specific methods and the comparatively broader assumptions to collect, interpret and analyse the data for outlining the intentions of the researcher to address the research questions (Braun & Clarke, 2024). It will actually be performed by encompassing the tools, reasoning and techniques utilized for collecting and analysing the data for addressing the research questions. The ‘Inductive research approach’ will be chosen for the study to begin the finding with specific moves and observations towards the broader theories or generalizations to specify a top-down approach to start data collection and develop extensions depending on the observed pattern (Lochmiller, 2021). Additionally, this approach also interprets the data with the broader generalizations to be utilized in the research for analysing the prior knowledge regarding a particular topic for identifying the patterns and trends to explain the pattern with tentative hypotheses. As the inductive approach identifies the patterns of forming the new hypothesis to develop theory, hence, it must be helpful for addressing the role of CSR to build brand loyalty. 
Research design: The Research Design is a plan for conducting the study or addressing the Research question effectively by involving the ways of making strategy decisions to analyse the method of data collection and the techniques of data analysis (Ralph & Baltes, 2022). Thus, this design proposes an approach to help the researcher ensure the collection of the element data and organize the research finding for answering the developed research questions. The ‘descriptive Research Design’ will be followed throughout the study for emphasizing on the characteristics and behaviours of the phenomenon to aim at providing accurate and detailed portrayal of building the casual relationships. Hence, this design must involve the ways of collecting and analysing the data systematically through thematic analysis following the ‘secondary qualitative approach’ (Braun & Clarke, 2023). This Design must describe the phenomena to make the researcher more concerned about the observation and the ways of gathering data and the research finding following the qualitative approach to interpret the role of CSR in building brand loyalty. 
The Research Methodology interprets the systematic approach for investigating the issue by ensuring reliable and valid outcomes following a detailed plan to explain collection and analysis of the methods used. It will also be performed to justify the choices of the researcher to enable the readers for evaluating the rigour of the study. The methodology also follows a way of solving the research issues systematically by starting the research finding scientifically to study several steps and logic behind those which are generally adopted by the researcher (Finlay, 2021). The Descriptive research also will investigate the topic by providing foundation for the research to assess the role of CSR in building brand loyalty. 
The ‘Qualitative research methodology’ will be followed in the study for emphasizing on understanding and exploring social reality with the help of non-numerical data to acquire the in-depth insights into attitudes, experiences, and beliefs (Braun & Clarke, 2024). It must be performed to analyse the reason behind, ‘why’ behind motivations and behaviours to deliver a rich understanding of social phenomena in a complex way. The ‘Qualitative research’ acquires experiences, behaviours and perception of the researcher to answer the questions related to why and how by structuring the finding to rely upon the qualitative data. Exploring and understanding the meaning of the experiences, behaviours, and perception of the individuals, utilises the techniques for analysing the document to collect detailed and rich sources of information by using the techniques related to ‘thematic analysis’ (Sharp et al. 2022). 
Qualitative research delivers detailed insights within the complex issues of allowing the methods and the adaptation of the research questions in the form of progressing the overall study to generate the hypothesis by developing the research questions. Henceforth, the interpretation of the data in qualitative research can successfully be influenced by the perspective of the researcher to generalize the research findings. It can also be performed by making the collection and the analysis of the data time-intensive for addressing the requirement of in-depth analysis and data collection. The Methodology related to the ‘qualitative research’ also delivers a powerful approach to understand the complexity of social phenomena and human behaviour through focusing on the qualitative source of data through the method of utilizing the ‘thematic analysis.’ 
[bookmark: _Toc196519481]Advantages and disadvantages of the methods 
Advantages: The Method of qualitative research offers various advantages to search for the flexibility, contextualized, rich and in-depth understanding to explore social phenomena by capturing the perspectives of uncovering trends (Sherif, 2021). Thus, the qualitative research allows for analysing experiences and behaviours of the researcher to deliver a comprehensive understanding regarding the phenomena under the strategic investigation. Henceforth, the qualitative methods deliver flexibility in analysis and collection of the data to enable the restructure for adapting to the approaches depending upon the unforeseen circumstances and emerging findings. Thus, qualitative research is likely to generate descriptive and rich data to capture opinions and experiences by emphasizing on understanding the behaviours of the researcher to deliver a Holistic picture about social phenomena (Corti, 2022). 
Likewise, the qualitative research will be well-suited for the study to explore the complete areas of existing knowledge to recognise the emergent patterns and trends for making the research cost effective relatively. Thus, Qualitative research also empowers the research participants to deliver a platform for analysing unique experiences and perspectives to refine the existing theories by generating the new theories depending upon the depth of understanding. Additionally, the ‘Qualitative research’ also helps in humanizing the data by emphasising on individualistic experiences to make the research more impactful and relatable (Rodriguez, 2021). The secondary research is also very easy to collect the data by providing the topic related information and also is easy to analyse the research findings.
Disadvantages: The ‘Method of qualitative research’ is valuable for promoting in-depth exploration including the potential biases for the researcher, analysis, and collection of the time-consuming data that are difficult in generalizing the research findings (Madden & Tarabochia, 2021).  The challenges associated with replicating the research proposes a subjective nature of the qualitative data that is very difficult to compare and major the finding along with showing Reliance on the experience of the researcher in terms of leading to the inconsistent outcomes. Likewise, the ‘Qualitative research’ depends upon the interpretation of the research finding heavily with the help of the researcher to introduce the personal biases within the procedure of collection and analysis of the data. 
Thus, Collecting and analysing the qualitative data can sometimes be labour intensive and time consuming to utilise non representative and small samples for making the research difficult to generalize the findings to the different settings (Fàbregues et al. 2021). Hence, Because of the Unique context and the subjective nature of the data related to the research, achieving similar outcomes and replicating the qualitative research can also be challenging due to the lack of performing numerical data in the qualitative research making it difficult to compare and measure the finding objectively. In addition to this, the qualitative data along with the quality of interpretation can heavily be influenced by the fields and experience of the researcher to lead them to the inconsistent outcomes for justifying and verifying the subjective nature of the research findings (Oranga & Matere, 2023). Thus, the time consumption and the incompetent data interpretation at the time of collecting and analysing the research data shows difficulty in the qualitative research for generalizing the findings. Thus, the secondary research is not specific to the research finding as it is out of that or can be inaccurate or biased. 
[bookmark: _Toc196519482]Methods for data collection 
The Method of ‘secondary data collection’ will be performed in this study to utilise the existing information and the data collected by the researcher rather than collecting the new data. Hence, this method also emphasizes on synthesizing, analysing, and summarizing the data from the sources related to academic studies, online databases and the published report through journals, books and articles relevant to the research topic (Saunders et al. 2019). Hence, this research proposes a time saving and cost-effective way to acquire the inside for building the finding of the research upon the existing knowledge of the researcher. The ‘Secondary research’ is also well-known as the ‘desk research’ for involving the ways of compiling the existing sources of data from several channels to include the internal sources and external sources of the data. 
This specific method also offers the significant advantages to the research by emphasizing on cost-effectiveness and the ways of leveraging the existing sources of data to allow the researcher saving time and resources and also accessing the available information readily (Leavy, 2020). This research also delivers comparatively brought her understanding to the topic for helping the research to recognise the areas for analysing in-depth information more. The secondary research also allows the researcher to draw conclusions without collecting the data for saving resources and time to build upon existing expertise. The secondary research also utilizers existing data by minimizing the requirement of the data collection which are readily available for allowing the researcher to move to the data analysis comparatively faster. Thus, the first amount of data sources including the government archives, online databases, and libraries are accessible for the secondary research readily to deliver an overall view about the topic to help the researcher to understand the existing knowledge (Gorman et al. 2005). 
Thus, revealing the general patterns and trends delivers the valuable insights for the research findings to highlight the gaps in the knowledge of research to guide the researcher in developing the research questions. Hence, providing the strategic Foundation about the research topic saves time on the collection of the initial data to validate the findings of the secondary research for providing the context or interpreting the findings. Hence, exploring the research topic in a timely and cost-effective manner gains a comparatively broader understanding to inform the researcher about the development of the secondary research to utilise the existing data sources for answering the research questions specifically (Fereday and Muir-Cochrane, 2006). Alongside this, the Application of ‘thematic analysis’ within the method of the ‘secondary research’ Allows the researcher to delve into the context and the meaning of the qualitative data to recognise themes and patterns of the original study to maximize the utility of the collected data through delivering the understanding about perspectives and experiences of the researcher. 
This strategic analysis also maximizes the data utility of the research that is already collected by the researcher to make the secondary data ethical, practical, and insightful to increase depth and breadth of the ‘qualitative research’ (Flyvbjerg, 2006). This Analysis facilitates the understanding of the researcher to influence the findings by providing detailed data interpretation for providing a lot of opportunity to recognise patterns or themes. The ‘thematic analysis’ also delivers the opportunities to the researcher for producing the themes to use the information by leveraging the analysis of the secondary data to attempt the answers of the research questions to examine the alternative perspective. The ‘Thematic analysis’ explores contexts and meanings of the data beyond the surface-level observations to forward the subtle patterns by Emphasizing on the recognising themes to preserve complexity and richness of the original data (O'Connor et al. 2023). 
This analysis Allows the researcher to capture the scope of experiences by simplifying the data to provide Meteorological and structured approach to analyse the qualitative data for interpreting and managing the large datasets. Henceforth, the analysis of the data with this effective pattern and technique Acquires a comprehensive understanding regarding the research questions to promote the sustainable approach by maximizing the data value. Thus, the ‘thematic analysis’ also is also adaptable to the research questions qualitatively to help the researcher for underlying values and beliefs to uncover the hidden meanings of the research to shape experiences and opinions of the researcher (Bryman & Cramer, 2011). Hence, the comparatively deeper understanding about the research study and the developed research topic also can lead the researcher and the readers to gain the valuable insights significantly.
[bookmark: _Toc196519483]Resource implications and requirements
The Implications of resources related to the ‘secondary qualitative research’ will be involved in analysing the existing data to offer the resource-efficient advantages (Lowing & Hartas, 2011). It is also being performed for reducing time and cost for presenting the challenges involving the ethical concerns and the data evaluation for analysing the possibility of the irrelevant information. 
Likewise, the research endeavour needs several resources in the ‘secondary qualitative research’ for involving time, access, and expertise to funding and their element materials potential (Urbanek, 2024). It should be performed to access and recognise the sources of the qualitative data to archive the documents by focusing on the achieved research findings which must be interpreted and analysed in detail.
[bookmark: _Toc196519484]Research time plan about the research process 
	Main activities
	Week 1
	Week 2
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	Week 8
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	Literature review focussing on the contextual issues
	 
	 
	 
	 
	 
	 
	 
	 

	Qualitative research methodology
	 
	 
	 
	 
	 
	 
	 
	 

	Secondary data collection
	 
	 
	 
	 
	 
	 
	 
	 

	Analysis of the ‘secondary qualitative data’
	 
	 
	 
	 
	 
	 
	 
	 

	Ethical considerations
	 
	 
	 
	 
	 
	 
	 
	 

	Requirements of the implications of resources
	 
	 
	 
	 
	 
	 
	 
	 

	Study summary
	 
	 
	 
	 
	 
	 
	 
	 


Table 1: Research time plan
(Source: Developed by the researcher)
[bookmark: _Toc196519485]Ethical considerations 
The ethical considerations regarding the ‘secondary qualitative research’ involved in protecting the confidentiality of the participants to maintain Data integrity and ensured the data anonymity. The researcher should ensure the participants cannot be recognised through the indirect of the Direct Data for involving the data and anonymisation to remove the recognising details about them. The researcher should determine the reasonable consent about the data for considering the ways of managing and collecting the data for Causing no harm to the individual. Thus, the researcher must respect the rights of the collectors of the original data to acknowledge the research findings for becoming aware of the potential biases which can impact the analysis of showing transparency to the methods of addressing ethical issues by analysing the willingness to the concerns raised from the research questions. 
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