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[bookmark: _Toc131175861]Abstract
Facebook is one of the most widely used social media platforms that businesses use to interact with their customers, and social media has fundamentally changed how consumers interact with brands. With a focus on Zara UK in particular, this study intends to look into how Facebook has affected consumer behaviour in the fashion sector.
Data was gathered using a survey methodology by conducting survey with 50 consumers of Zara UK. The study used a thematic analysis method to examine the information.
According to the majority of participants, Facebook influences their purchase decisions, which supports the conclusion that Facebook has a considerable impact on consumer behaviour. The analysis also discovered that Facebook postings promoting new collections, sales, and client testimonials were the most significant elements. The survey also discovered that Facebook gives users a chance to communicate with the brand and other users, which has a beneficial impact on their decision-making.
Moreover, the study found some detrimental effects of Facebook on consumer behaviour, including the perceived need to fit in with society and the desire to overspend brought on by continual exposure to new goods. Yet, Facebook was determined to have a beneficial overall impact on customer behaviour.
This study advances our knowledge of how social media affects consumer behaviour in the fashion sector and offers marketers useful takeaways for enhancing their social media strategies. In order to positively affect consumer behaviour, businesses should concentrate on developing interesting material that showcases new collections, discounts, and user reviews.

[bookmark: _Toc131175862]Chapter 1: Introduction
[bookmark: _Toc131175863]1.1 Introduction 
The consumer behaviour has been changing over the time due to many reasons. The emergence of social media in 2000s has drastically changed the daily activities, consumer decision making, and purchase behaviour of the consumers around the world. The businesses need to understand the customer use of the social media while purchasing, to design effective marketing and campaign to reach to the consumers effectively. This research project focuses on the impact of Facebook, the most popular social media in terms of numbers of hours spent on it, on the consumer behaviour of the fashion brand Zara in the UK. 
[bookmark: _Toc131175864]1.2 Background of the study
The rise of social media in the last two decades has changed the demographics of the advertising, marketing, and approaches of the business organisations in pursuing the customer acquisition. The most effect has been on the fashion and cosmetic industry. According to the Statista (2020), Facebook currently has a 2.96 billion users base which makes the social media platform the largest in the world (Statista, 2022). On the other hand, Zara, one of the most popular fast fashion brands in the UK, has operations in nearly 26 countries around the world with more than 2,000 stores. According to another statistics, around 24% of the retailer’s shops in the UK is fond of Zara products (Zara, 2022). The purchase behaviour of the consumers needs to be assessed to find out the influence of social media on the fast fashion products purchase of Zara consumers in the UK. 
[bookmark: _Toc131175865]1.3 Problem statement 
Zara is the modern fast paced fashion company that focuses on the digital marketing on internet and social media platforms rather than on the TV, poster, and print medias. According to its reports, it spends only 0.3% of the annuals sales on promotion, mostly on the digital platforms. Zara focuses on digital and effective marketing to attract the right set of consumers, rather than running heavy campaigns on traditional platforms (Zara, 2022). Hence, Zara needs to find out the specific, research-based information regarding how much and how Facebook influences the Zara customers for product purchase decisions to effectively use its financial resources to pursue the digital marketing for the company. 
[bookmark: _Toc131175866]1.4 Aims, objectives and research questions
Aim
[bookmark: _Toc120921775]The purpose of this study is to close the knowledge gap by examining Facebook's influence on consumer purchase decisions from Zara's point of view. As a result, the firm (Zara) and platform (Facebook) unique nature of this research goal.
Research Objectives 
· To find out the impact of Facebook in information-gathering process of the Zara consumer before the purchase.
· To find out the influence of Facebook in the decision-making process of the Zara consumer.
· To compare the effectiveness of Facebook marketing with that of the traditional marketing process in Zara. 
Research questions
· How Facebook impact the information gathering process of Zara customers?
· What are the influences of Facebook in decision-making process of the Zara consumers?
· What are the differences of Facebook marketing with the traditional marketing process of Zara?
[bookmark: _Toc131175867]1.5 Rationale of the study
There are several aspects and reasons that rationalise the importance and purposes of this particular research study on the influence and impact of social media platform (Facebook) on the product choice and purchase decisions of the consumers of Zara in the UK. First, considering the number of active users, and spread of Facebook around the world, it has immense potential of driving the consumers towards a brand like Zara. Second, the traditional fashion purchase decisions have revolutionised due to the influence of social media platforms, like Facebook groups, stories, reactions in the forms of like, comments, and shares. Third, brand loyalty, engagement, and other purchase decisions of the Zara consumers can further be studied and found out. 


[bookmark: _Toc131175868]1.6 Methodology 
The research is a company and platform specific research project which requires primary data collection. Hence, a sample of 50 has been selected from the consumers of Zara to conduct the survey questionnaire. The primary data will be analysed using the charts, graphs, and other representations. 
[bookmark: _Toc131175869]1.7 Scope of the study
The scope of the research is limited to a specific company Zara in the UK boundary. However, the findings also broaden to the other 26 countries where Zara operates in. Hence, it can be inferred that the scope of the study is wide. 
[bookmark: _Toc131175870]1.8 Structure of dissertation\
This research project is divided into five core chapters. They are introduction, literature review, research methodologies, data analysis and discussions, and conclusions. The conclusion chapter will also contain the suggestions and recommendations. 
[bookmark: _Toc131175871]1.9 Summary of introduction
The introduction chapters reflect the overall structure, contents, and intention of the researcher for the whole research. The structure of the research project is based on the primary research, and the rationale and objectives of the research project provide strong motivation of conducting this research project. 


[bookmark: _Toc131175872]Chapter 2: Literature Review
[bookmark: _Toc131175873] 2.1 Introduction 
With over 2.9 billion active members globally as of 2021, Facebook is one of the most prominent social media platforms. Social media has permeated every aspect of our life (Statista, 2021). Facebook has grown in popularity and is now a crucial tool for businesses to engage with their clients and advertise their goods and services.
For many studies in recent years, the influence of social media, notably Facebook, on consumer behaviour has been of interest. Some of the ways Facebook affects consumer behaviour include through the accessibility of information, the option to connect with friends and family, and the chance to interact with businesses.
The effect of Facebook on customer behaviour has been the subject of numerous researches. For instance, a 2009 study by Mangold and Faulds discovered that social media significantly influenced consumers' shopping decisions. According to the study, Facebook in particular had a big impact on customers' perceptions of a company, their propensity to buy, and their actual buying behaviour. In a similar vein, a study by Ali and Ahmad (2020) discovered that Facebook marketing and other social media marketing strategies had a favourable effect on customers' brand knowledge, brand loyalty, and purchase intent.
Examining Facebook's effects on consumer behaviour, particularly in terms of brand knowledge, brand loyalty, and purchase intention, is the aim of this study. Businesses may create efficient social media marketing strategies to communicate with their customers and boost sales by comprehending how Facebook affects consumer behaviour. 
[bookmark: _Toc131175874]2.2 Background aspects
The relationship between social media and consumer behaviour may not be as clear-cut as some studies have claimed. Some research has concluded that social media, particularly Facebook, has a major impact on consumer behaviour.
[bookmark: _Hlk131168802]For instance, a study conducted in 2012 by Kim and Ko discovered that while social media may have an impact on consumers' sentiments about a business, it may not always have an immediate effect on how they choose to spend their money. According to the study, rather than promoting sales, social media may be more useful for increasing brand awareness and engagement. Similar findings were made by Kabadayi and Price (2014), who showed that the sort of product or service being marketed can affect how social media affects consumer behaviour. According to the study, social media may be more successful at advertising hedonistic goods like clothing or entertainment than practical goods like furniture or equipment.
Other research has emphasized the possible negative effects of social media on consumer behaviour. For instance, a study conducted in 2011 by Wang, Chen, and Liang discovered that social media may cause information overload and choice fatigue, which may possibly have a detrimental effect on consumers' purchasing behaviour. A study by Smith, Fischer, and Yongjian (2012) also discovered that social media may enhance social comparison and envy, which may have a detrimental effect on customers' well-being and general happiness with their purchase selections.
While some research has identified a large effect of Facebook on customer behaviour, other studies raise the possibility that the relationship may be more complex and subtler, and that the influence may change based on the setting and the kind of product or service being pushed. 
[bookmark: _Toc131175875]2.3 Theoretical frameworks
Some of the theories and models have explained the impact of social media on the consumer behaviours, especially in the fast fashion decision-making. The Technology Acceptance Model (TAM), Social Exchange Theory, Consumer Decision-making Model, Brand Equity Model. 
[image: ]
Figure: Technology Acceptance Model (TAM) (Venkatesh & Bala, 2008)
The TAM suggests that perceived utility and perceived ease of use are the two main determinants of users' acceptance of a technology. Perceived utility in the context of Facebook relates to the extent to which users think the website may offer advantages including social connection, entertainment, and information. The degree to which users perceive the platform to be simple to use and comprehend is referred to as perceived ease of use. By including social influence as a crucial variable that can affect users' acceptance of technology, Venkatesh and Bala (2008) expanded the TAM. The term "social influence" describes how much a user's social network affects their choice to adopt a technology. This aspect is especially important when discussing Facebook, a social networking site that lets users interact with their friends and family.
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Figure: Social Exchange Theory (Toffel and Gao, 2014)
[bookmark: _Hlk130118454]According to the social exchange hypothesis, social interactions are built on the exchange of resources and advantages. Businesses can use social interactions to market their goods or services on Facebook by providing incentives, rewards, or other perks in return for users' involvement and loyalty. Social exchange theory was utilized by Toffel and Gao (2014) to describe how customer interaction with a brand's social media channels can result in reciprocal behaviour, which can boost brand loyalty and boost purchase intent. According to this notion, building trusting relationships with customers on social networking sites like Facebook is crucial.
According to the brand equity model, brand loyalty, perceived quality, brand awareness, and brand image are the main factors that contribute to brand equity, which in turn can affect how customers behave toward a brand. Businesses can utilize social media marketing techniques to strengthen their brand equity in the Facebook environment by raising brand awareness, enhancing brand image, and boosting brand loyalty. 
[image: ]
Figure: Brand Equity Model (Esmaeilpour et al., 2019)
The brand equity model was utilized by Esmaeilpour, Bakhshizadeh, and Azar (2019) to demonstrate how social media marketing may improve brand awareness, brand loyalty, and brand reputation, all of which have a beneficial effect on customers' purchase intentions and behaviour. This concept emphasizes how crucial it is to build a strong brand presence on social media sites like Facebook in order to successfully sway consumer behaviour.
[bookmark: _Toc131175876]2.4 Previous studies and lessons 
Past research has looked into how social media, like Facebook, affects customer behaviour. An important takeaway from this study is that customers' purchasing decisions can be influenced by social media since it gives them access to knowledge, social evidence, and social relationships. For instance, a 2011 study by Lin and Lu discovered that social media can boost consumers' perceptions of the usefulness and simplicity of using e-commerce platforms, which can in turn have a favourable impact on their buy intention.
Previous research has also shown that social media can increase brand knowledge and loyalty by giving them interesting and tailored content. According to a study by Kim and Ko (2012), social media marketing can boost customers' brand loyalty by giving them access to interesting and relevant material as well as chances to engage with the business and other customers.
Yet, earlier research has also emphasized the potential dangers of social media, such as the dissemination of false information and unfavourable brand connotations. According to a study by Chen and Xie (2014), even comments that have nothing to do with the brand itself can have a big impact on how consumers feel about a product or service.
Businesses must comprehend the intricate connections between social media use, consumer behaviour, and brand impression in order to use social media for marketing effectively. Future studies should continue to look into these connections and pinpoint the best ways for companies to use Facebook and other social media platforms to influence consumer behaviour and build brand equity.
[bookmark: _Toc131175877]2.5 Research gap identified
The previous studies, findings of the research projects and others have drawn conclusion regarding the impact of the social media platform, especially Facebook on the consumer purchase decision-making of products and services in general. The specific research on the retail industry and the impact on the fast fashion consumers is the unique value proposition of this research project. This research project also finds company-specific research project on Zara. 
[bookmark: _Toc131175878]2.6 Summary
Although the research project is on the long-known aspect of the impact of the social media platforms on the consumer behaviour. However, this research project also sheds light on the unique value propositions such as the company specific research outcomes on Zara. And the research outcomes also find out the impact of Facebook on consumer behaviour of fast fashion brand of UK.


[bookmark: _Toc131175879]Chapter 03: Methodology
This chapter of the research project illustrates the methods and methodological choices of the research project (Daniel & Sam, 2011). The research methodologies have been selected based on the research aims, objectives, and purposes following the structure of the Saunders’ Research Onion. The details methodology has been illustrated below:
Research philosophy: There are four philosophies that are mostly applied in conducting research. Those are pragmatism, realism, interpretivism, and positivism. This research project has followed the interpretivism research philosophy which gathered the primary data for the research that can be interpreted and interpreted them accordingly to find out the research outcomes (Sahay, 2016). 
Interpretivism is more suitable compared to other philosophies. Because, the this is a causal research project which finds out the impact of Facebook on consumer behaviour of Zara. Hence, interpretivism can better explain the primary data regarding different aspects of consumer behaviour, Facebook, and its impact on the Zara (Sahay, 2016). 
Research approach: There are two research approaches widely used. Those are deductive approach which does not produce any new knowledge rather testing the existing notions, models, and theories of the existing researches with the collected data for the research. On the other hand, inductive research approach crates new knowledge, theory, and model with the collected data for the research. 
Deductive research approach has been chosen for this research approach to test the overall approach of the research project. The primary data collected from the Zara will be tested against the existing literature of how social media or Facebook impact the consumer behaviour of Zara. 
Research strategies: The research project’s overall direction is illustrated in the research strategy section. This research project has used and applied survey method to collect the required primary data for the research project (Orth & Maçada, 2021). The collected primary data afterwards have been proceeded for further analysis and investigation of the research project. 
Survey questionnaire is better suited for this research project because the primary data is more suitable for the research project. The primary data can be better collected from the survey questionnaire rather than other methods of data collection such as archival research, case study, experiment, ethnography, grounded research, and action plan which are better suited for other research studies. 
Research choices: Mono method of research methodology has been chosen and applied for this research project where only one method of data collection (survey) has been applied to collect the necessary research data and analyse them to find out the research outcomes (Oswald & Plonsky, 2011). 
Multi method and mixed method of research approach are not appropriate for this research project since this is not a mixed aimed research project. As a result, the mono method of research approach fulfils the research objectives, aims and better fulfil the overall goals of the research project. 
Time horizon: Since the research project collects the primary data from only one source in a single time period, the research methodology is following a single time horizon where the data are of the same time period. 
Data collection: This research is primary data based. The primary data are of quantitative and qualitative nature. The age, years of services at Zara, and amount to be received as sales are the quantitative data for the research (Pringle et al., 2011). On the other hand, the reasons for consumers choosing a particular time to shop, the scope of development for Zara to utilise Facebook to attract more consumers are the qualitative data that are required for the research project.
· Sampling method and sample size: The sample size for this research project is 50 employees of Zara from the nearest Zara shops in London, UK. The research project chose simple random sampling method which provides an equal chance for the employees to be included in the survey method. 
Data analysis tools: The collected primary data have been organised in response tables. And using MS Excel and other primary tools, the responses have been turned into graphs, charts, and diagrams to interpret the responses of the Zara employees for the research article. 
Ethical considerations: Being a primary research, this research project is potentially exposed to ethical issues such as confidentiality, informed consent, privacy, physical harm etc. Hence, the following ethical considerations are taken to totally eliminate any risks arising from the research project. 
· Informed consent: The aim, nature, and potential advantages and disadvantages of the research should all be adequately disclosed to the participants. Students should be made aware that participation is entirely voluntary and that withdrawal is always an option. Participants' permission is required before any research may begin (Baltar & Brunet, 2012).
· Confidentiality: Information about participants should be kept private. Without the subjects' permission, researchers should not disclose any identifiable information about them. Data on participants should be protected and kept out of the hands of unauthorised personnel.
· Privacy: Participants' privacy should be respected by researchers. They shouldn't enquire about any personal matters that are unrelated to the study. Without the approval of the participants, they shouldn't record any observations or talks (Baltar & Brunet, 2012).
· Minimisation of harm: Researchers should take steps to protect volunteers from any potential risk. There shouldn't be any threats to the participants' health or mental wellbeing. Participants should not be under any duress to participate, according to researchers.
· Data accuracy: Researchers should make sure that the information gathered is accurate and unaltered. Before the data is evaluated, it should be checked for any errors or omissions. Participants should have the chance to check and confirm their data.
· Debriefing: Participants should receive a debriefing regarding the research findings after the study is over. People should be given the chance to enquire about the study and get answers. Researchers should specify the intended use of the data.
The above-mentioned ethical considerations shield the research project of any ethical issues related to the research, data collection process, and data analysis. 
Summary of methodology: The research methodology comprises of primary data, simple random sampling which comprises of 50 employees of customers of Zara. The methodology has been designed according to the purposes of the research project which makes the methodology more suited for the research project. 
[bookmark: _Toc131175880]Chapter 04: Data analysis and discussion
This chapter presents the analysed data and information collected for the research project. The analysis presents the data and interpret them to find out their outcome. Whereas, the discussion of the research describes how the analysis of the research achieves the research goals and complied with the literature review stated above in chapter 2. 
1. Gender orientation?
[image: ]
It can be seen that the survey respondents are female majority with 70% representation in the survey participation. This fast fashion brand is more popular among the female gender. On the other hand, no representation from other gender has been found. Whereas, the male employees and consumer were 30%. 
2. Age demographic?
On the other hand, from age demographic perspective, the younger consumers ranging from 18 to 25 are the dominant in the survey with 40% representation. Whereas, 26 to 35, 36 to 45 represent 30% and 20% of the total survey respondents respectively. Whereas, older consumers aging more than 45 years were only 10% in the survey participation. 
[image: ]
Theme 01: Information gathering process
3. Do you use Facebook to gather information about Zara products before making a purchase?
[image: ]
In response to the information gathering process, the consumers responded that the majority of them (84%) use Facebook as information gathering process before making any purchase decisions about Zara products. Whereas only 16% of them do not look upto the Facebook for any purchase decision making. The findings conform with the findings of Wang et al., (2011) who stated that social media platform influences the consumer decision making process of fast fashion products. 
4. How often do you visit Zara's Facebook page to learn about their products and promotions?
Learning about the colour, fabric, prices is an important step of making consumer purchase decision. In response to the query of Zara’s Facebook page visit, the consumers responded that majority (40%) of the consumers visit the Zara’s Facebook page once a month before feeling the need of purchase any product. On the other hand, the 10% and 30% of the consumers visit the Facebook page on a daily and weekly basis respectively to look up to the updates, trends, and fashion changes in the Zara collection. However, 14% and 6% of the consumers visit the Facebook rarely and never respectively.
[image: ]
5. How likely are you to purchase a product from Zara after seeing it on their Facebook page?
[image: ]
44% of the consumers are “somewhat likely” to purchase a product from Zara after seeing them on their Facebook page. 20% of them are “very likely” to make the purchase decision. Thus, the majority are influenced by the Facebook updates of Zara which also conforms the literature of Chen & Xie (2014), who stated that the social media influence the purchase decisions of consumers. However, 16% of them are neutral. And 10% each are “somewhat unlikely” and “very unlikely” in making a purchase decision after seeing the product on Zara’s Facebook page.  
6. Have you ever made a purchase from Zara after seeing an ad on Facebook?
[image: ]
96% of the consumers have made a purchase from Zara even once after seeing the ad online. This shows the power of Facebook marketing over traditional marketing about a fast fashion brand like Zara. Whereas, only 4% of them never purchased seeing an ad on Facebook. This resonates with the findings of Esmaeilpour et al., (2019) who stated that the social media platform influences purchase decision. 
7. How often do you make purchases from Zara after seeing an ad on Facebook?
[image: ]
To reinforce the previous question, this outcome shows that the 40% of the consumers purchase very often after seeing ad on Facebook. Whereas, 30% of them make the purchase decisions occasionally. 20% and 10% of the consumers do the rarely and never. 
Theme 02: Influences of Facebook
8. Do you feel that Facebook influences your decision-making process when considering Zara products?
[image: ]
40% of the consumers believe that they are strongly influenced by the Facebook in their decision-making process when it comes to Zara. This can be attributed to the findings of Ali & Ahmad (2020) who stated that the decision-making process of employees are influenced by social media platform, even more in terms of fast fashion products. 
9. How much do you trust the information provided by Zara on their Facebook page?
Trust is important in influencing the purchase decisions of the employees. According to the responses, 30% each of the consumers have somewhat distrust and neutrality in terms of Facebook page posts of Zara. Thus, it can be seen that majority of the consumers do not have full trust on the Facebook updates. This is an area; fast fashion brand should work upon to engage more with the consumers on Facebook (Zara, 2022). 
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10. Have you ever made a purchase from Zara as a result of a recommendation from a Facebook friend or influencer?
[image: ]
The responses of the employees show that 90% of the employees have more trust on their Facebook friends and influences to make purchase decisions as they listen to their recommendations. It is evident that the consumers are believing the influencers more compared to the direct updates of the companies. The findings conform with the prediction of Kabadayi & Price (2014) who told that influencers influence the consumers more compared to the companies themselves because of filtering in message. 
11. How effective do you find Zara's Facebook marketing compared to their traditional marketing efforts?
[image: ]
In terms of judging the effectiveness of Facebook marketing with that of the traditional marketing, 50% of the consumers believe that they Facebook marketing is more effective than the traditional marketing on TV, newspaper, radio, and other platforms. The findings also conform with the findings of 2012 by Kim & Ko who enforced that the social media marketing is much more effective compared to the other platforms in the coming decades. 
 12. What factors do you consider when deciding whether to make a purchase from Zara?
[image: ]
30% each of the consumers prefer style/trendiness and quality while making a purchase decision from Zara. Whereas, price little affect the purchase decision. Brand reputation also causes 24% of the consumers to make their purchase decision from the brand. The social media presence, and convenience influence only 6% and 2% of the consumers of Zara. This aligns with the findings of Venkatesh and Bala (2008), consumers care more about the brand, and trend while purchasing fast fashion products like Zara rather than price, convenience or other factors. 
Theme 03: Facebook marketing vs traditional marketing by Zara 
13. Which form of advertisements you prefer from Zara?
[image: ]
Majority of the consumers are more convenient and comfortable with the Facebook marketing compared to newspaper, TV, Radio, and Billboard. Because, Facebook uses different types of algorithm and systems to customise the ad and deliver to the consumers exactly what they need. The rise of Facebook marketing is undeniable which can also be confirmed from the responses of the consumes in this survey. 
14. How Facebook marketing is better than traditional marketing?
[image: ]
The better conversation ratio, and more interactions with the consumers influence total of 60% consumers to the Zara products online. On the other hand, better reach, and cost effectiveness of the Facebook ad are also important to the decision-making process of the businesses as well as the consumers. The rest 10% prefer Facebook due to its scope of customisation. The findings of Toffel and Gao (2014) also aligns with the findings of this research which show that Facebook marketing is better compared to traditional marketing. 
15. Which platforms Zara should more focus in future?
[image: ]
In an enquiry to find out which platform should fast fashion brand like Zara focus on. It has been found that 50% of the consumers believe that the Facebook is more appropriate form of advertising for them hence, it should be reinforced. On the other hand, 20% each prefer TV and Billboard. And radio and newspaper are the least preferred form of advertising for the consumers since ads are hard to find out on those platforms.


[bookmark: _Toc131175881]Chapter 05: Conclusion 
This section summarises the findings and overall work of the research project. This also put together the essence of objectives, and aims of the research project.
To conclude the research project, it is evident that the younger and female are more inclined to fast fashion products like Zara. The outcomes of the research survey questionnaire find that a large number of the Zara consumers use Facebook in their information gathering process before making any purchase decision of Zara products. The consumers visit the Facebook page of Zara to collect basic information like colour, price, and other information. However, thus the Facebook impact the information gathering process of the consumers to a great extent. 70% of the consumers visit Zara’s Facebook page once in a monthly and weekly basis (Lin & Lu, 2011). Whereas, around 44% of the consumers purchase the Zara products after gathering information from the Facebook page and other sources of the brand. Thus, significant impact of Facebook on the consumer decision making process of Zara is evident from the study. 
In terms of finding out the influence of Facebook in making the consumers purchase Zara products, the survey research finds that around 40% of the consumers believe that they are influenced by the Facebook platforms of Zara in terms of choosing the products, and even making the final purchase decision on their own. Whereas, 44% of the consumers are “somewhat likely” to make a purchase of Zara products after they get any recommendation from their friends or influencers on the platforms. However, a major issue still persists when 44% of the consumers still mistrusts the information found on the Facebook pages. As a result, they check out the products and short list them using Facebook and physically go to the stores to make the purchase. This lowers the online sales of the company and lead to customer loss due to time and costs required to reach the Zara stores (Chen & Xie, 2014). 
The last research objective was about the effectiveness of Facebook marketing compared to that of the traditional marketing on TV, radio, newspaper, Billboard, and other platforms. The survey research also finds that the Facebook marketing is more effective to them compared to any other marketing platforms chosen by the consumers (Esmaeilpour et al., 2019). 50% of the consumers believe that Facebook can reach them well and customise their needs of marketing through rich analysis and algorithm. On the other hand, Facebook has been chosen as the future of marketing compared to other platforms by the consumers. And the majority consumers also believe that Zara should focus more on the Facebook marketing compared to traditional forms of marketing on TV, radio, electronic and print media, and billboard. Rather the company should focus on affiliated marketing, Facebook optimised, digital marketing, and influencer marketing on social media platforms. 
To summarise the research findings, Facebook has a significant on consumer behaviour of Zara customers in their information gathering process, influencing their purchase decision, and working as a marketing media to reach a large number of consumers at a time on a single platform. The survey research has found out the answers to the research questions well. Thus, the findings of the research contribute to the academic study, marketing and consumer behaviour field where the research outcome can further improve the overall knowledge level of the enthusiasts, practitioners, and professionals. 
Limited number of sample size is the first limitation of the research. The locational limitation is also present. The limitation of time, financial, and non-financial resources of the study. The limitations of the study have somewhat undermined the quality of the research. However, the prudent research has bettered the overall acceptability, reliability, and sustainability of the research project. 
The recommendations are that the research can be broadened in terms of number of sample size, location, and areas of social media covered. More social media platforms, and more companies from a diverse background of companies can be taken into further studies to find out more comprehensive research outcomes.  
The conclusion and recommendation section of this research project summarised the overall understanding, findings, limitations, and recommendations of the research project. According to the research findings Facebook is a successful marketing for Zara compared to traditional marketing and it has also been able to influence the information gathering and purchase decision making of the consumers in London, UK.
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[bookmark: _Toc131175883]Appendix: Survey Questionnaire
	Greetings dear respondents, this survey is on the research topic “Impact of social media (Facebook) on consumer behaviour: A case study on Zara UK”. This will take no longer than 5 minutes of your attention. Rest assured the responses will not be used other than the academic purpose. Thank you!

1. Gender orientation?
	Male
	15

	Female
	35

	Others
	0


2. Age demographic?
	18-25
	20

	26-35
	15

	36-45
	10

	>45
	5


Theme 01: Information gathering process
3. Do you use Facebook to gather information about Zara products before making a purchase?
	Yes
	42

	No
	8



4. How often do you visit Zara's Facebook page to learn about their products and promotions?
	Daily
	5

	Weekly
	15

	Monthly
	20

	Rarely
	7

	Never
	3



5. How likely are you to purchase a product from Zara after seeing it on their Facebook page?
	Very likely
	10

	Somewhat likely
	22

	Neutral
	8

	Somewhat unlikely
	5

	Very unlikely
	5



6. Have you ever made a purchase from Zara after seeing an ad on Facebook?
	Yes
	48

	No
	2



7. How often do you make purchases from Zara after seeing an ad on Facebook?
	Very often
	20

	Occasionally
	15

	Rarely
	10

	Never
	5


Theme 02: Influences of Facebook
8. Do you feel that Facebook influences your decision-making process when considering Zara products?
	Strongly agree
	20

	Somewhat agree
	10

	Neutral
	5

	Somewhat disagree
	7

	Strongly disagree
	8



9. How much do you trust the information provided by Zara on their Facebook page?
	Completely trust
	5

	Somewhat trust
	10

	Neutral
	15

	Somewhat distrust
	15

	Completely distrust
	5



10. Have you ever made a purchase from Zara as a result of a recommendation from a Facebook friend or influencer?
	Yes
	45

	No
	5



11. How effective do you find Zara's Facebook marketing compared to their traditional marketing efforts?
	Much more effective
	25

	Somewhat more effective
	10

	Equally effective
	10

	Somewhat less effective
	3

	Much less effective
	2



12. What factors do you consider when deciding whether to make a purchase from Zara?
	Price
	4

	Quality
	15

	Brand reputation
	12

	Style/trendiness
	15

	Social media presence
	3

	Convenience
	1


Theme 03: Facebook marketing vs traditional marketing by Zara 
13. Which form of advertisements you prefer from Zara?
	Facebook
	28

	Newspaper 
	2

	TV
	12

	Radio
	1

	Billboard
	7


14. How Facebook marketing is better than traditional marketing?
	Cost effective 
	5

	More interactive
	15

	Better reach 
	10

	Better conversion ratio
	15

	Scope of customisation
	5


15. Which platforms Zara should more focus in future?
	Facebook
	25

	Newspaper 
	5

	TV
	10

	Radio
	0

	Billboard
	10



Thanks for your time!!



Appendix:
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Winchester House
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		Rhif Adnabod Cyfranogwr: 

Participant Identification Number:

		



		

FFURFLEN GANIATÂD CYFRANOGIAD

		

PARTICIPATION CONSENT FORM



		Teitl Y Prosiect: / Project Title: Impact of social media (Facebook) on consumer behaviour: A case study on Zara UK



		Enw'r Ymchwilydd / Name of Researcher:  Nikola Bachvarov







		1

		I confirm that I have read and understand the information sheet dated _________ for the above study. I have had the opportunity to consider the information, ask questions and have had these answered satisfactorily.

		yes



		2

		I understand that my participation is voluntary and that I am free to withdraw at any time, without giving any reason.



		yes



		3

		I understand that any information given by me may be used in future reports, articles or presentations by the research team.



		yes



		4

		I understand that my name will not appear in any reports, articles or presentations.



		yes



		5

		I agree to take part in the above study.



		yes



		Name of Participant



		Silvena Stancheva

		Signature



		Researcher



		Nikola Bachvarov

		Signature









		You may decline to participate in this study. You may end your participation in this study at any time. If you decide to remain anonymous, maintaining your anonymity will be a priority and every practical precaution will be taken to disguise your identity. If you prefer anonymity, there will not be any identifying information on audiotapes or transcripts of this or any interview. No one will hear any audiotapes or see any transcripts without your prior consent. All materials generated from this or any interview will remain confidential.

When completed please return in the envelope provided. One copy will be given to you and the original to be kept on the file of the research team at:



NAME & ADDRESS OF RESEARCHER



University of Wales Trinity Saint David (London Campus)

Winchester House

11 Cranmer Road

London – SW9 6EJ

Tel: +442075667600

Email: info.london@uwtsd.ac.uk

         : londonstudentservice@uwtsd.ac.uk 
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University of Wales Trinity Saint David (London Campus)

Winchester House

11 Cranmer Road

London – SW9 6EJ

Tel: +442075667600

Email: info.london@uwtsd.ac.uk 

            londonstudentservice@uwtsd.ac.uk 
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		Rhif Adnabod Cyfranogwr: 

Participant Identification Number:

		519



		

FFURFLEN GANIATÂD CYFRANOGIAD

		

PARTICIPATION CONSENT FORM



		Teitl Y Prosiect: / Project Title: Impact of social media (Facebook) on consumer behaviour: A case study on Zara UK



		Enw'r Ymchwilydd / Name of Researcher: Nikola Bachvarov 







		1

		I confirm that I have read and understand the information sheet dated _________ for the above study. I have had the opportunity to consider the information, ask questions and have had these answered satisfactorily.

		yes



		2

		I understand that my participation is voluntary and that I am free to withdraw at any time, without giving any reason.



		yes



		3

		I understand that any information given by me may be used in future reports, articles or presentations by the research team.



		yes



		4

		I understand that my name will not appear in any reports, articles or presentations.



		yes



		5

		I agree to take part in the above study.



		yes



		Name of Participant



		Danislava Rasheva

		Signature



		Researcher



		Nikola Bachvarov 

		Signature









		You may decline to participate in this study. You may end your participation in this study at any time. If you decide to remain anonymous, maintaining your anonymity will be a priority and every practical precaution will be taken to disguise your identity. If you prefer anonymity, there will not be any identifying information on audiotapes or transcripts of this or any interview. No one will hear any audiotapes or see any transcripts without your prior consent. All materials generated from this or any interview will remain confidential.

When completed please return in the envelope provided. One copy will be given to you and the original to be kept on the file of the research team at:



NAME & ADDRESS OF RESEARCHER



University of Wales Trinity Saint David (London Campus)

Winchester House

11 Cranmer Road

London – SW9 6EJ

Tel: +442075667600

Email: info.london@uwtsd.ac.uk

         : londonstudentservice@uwtsd.ac.uk 
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Tel: +442075667600

Email: info.london@tsd.ac.uk 

            londonstudentservice@tsd.ac.uk 
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		Rhif Adnabod Cyfranogwr: 

Participant Identification Number:

		



		

FFURFLEN GANIATÂD CYFRANOGIAD

		

SAMPLE PARTICIPANT INFORMATION SHEET





		Teitl Y Prosiect: / Project Title: Impact of social media (Facebook) on consumer behaviour: A case study on Zara UK









Dear Sir/Madam, 



My name is Nikola Bachvarov and I am a business and management student in the School of Business, Finance and Management (London Campus), Faculty of Business and Management in University of Wales Trinity Saint David, United Kingdom. At present, I am conducting a research on the impact of social media ( Facebook) on consumer behaviour: A case study on Zara UK. The purpose of this research is to is to close the knowledge gap by examining Facebook's influence on consumer purchase decisions from Zara's point of view. As a result, the firm (Zara) and platform (Facebook) unique nature of this research goal



I would like to invite you to participate in my research project by answering the attached short questions developed by the researchers. Those questions will assess your opinions, experiences, knowledge, suggestions and views. Through your participation in the interviews, I hope to ascertain my research purpose to get the best opinion from you. I believe your opinion will be extremely helpful to me to carry out this research. 



All questions will be kept strictly confidential to the researchers involved and at NO time will individual questions will be released to the general public. This gives you a chance to express your views on your programme a confidential and anonymous forum and still be able to make a difference. Your participation in this study is completely voluntary so you can withdraw from the questionnaire at any stage. 



Please note, questionnaire should take no more than 30 minutes to complete but however, there is no time constraint. There are also no right or wrong answers. Attached to this letter along with the questionnaire there is a consent form where you will better understand researchers intension As this is a new project, your feedback is also important to me and I would be much obliged if you could also complete the feedback sheet along with the questionnaire. I understand that your time is at a premium, but your opinions are very valuable to me. 

After careful and precise analysis of the data obtained from this questionnaires/interviews, I will be happy to provide you with a copy of the findings at your request. The results of this questionnaire will hopefully enhance my understanding of current level of knowledge and future findings. The results of the research will be feedback to Director of Studies, Supervisor, University and British Library. 



I thank you in advance for your time and participation. If any questions do arise, feel free to contact me at your convenience. 



NAME & ADDRESS OF RESEARCHER



University of Wales Trinity Saint David (London Campus)

Winchester House

11 Cranmer Road

London – SW9 6EJ

Tel: +442075667600

Email: info.london@tsd.ac.uk 

           londonstudentservice@tsd.ac.uk 
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APPLICATION FOR ETHICAL APPROVAL



In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.



The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.



The individual undertaking the research activity is known as the “principal researcher”.



Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.



Please read the notes for guidance before completing ALL sections of the form.



This form must be completed and approved prior to undertaking any research activity. Please see Checklist for details of process for different categories of application.  



SECTION A: About You (Principal Researcher)

		1

		Full Name:

		Nikola Stiliyanov Bachvarov



		2

		Tick all boxes that apply:

		Member of staff:

		☐

		Honorary research fellow:

		☐



		

		Undergraduate Student

		☒		Taught Postgraduate Student

		☐		Postgraduate Research Student

		☐





		3

		Institute/Academic Discipline/Centre:

		

Business and Management 



		4

		Campus:

		

London



		5

		E-mail address:

		

1914252@student.uwtsd.ac.uk



		6

		Contact Telephone Number:

		

07405620184



		

		For students:



		7

		Student Number:

		1914252



		8

		Programme of Study:

		Business and Management



		9

		Director of Studies/Supervisor:

		Dr Rexon Nting












SECTION B: Approval for Research Activity

		1

		Has the research activity received approval in principle?

(please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)

		YES

		☒		NO

		☐

		

		

		Date



		2

		If Yes, please indicate source of approval (and date where known): Approval in principle must be obtained from the relevant source prior to seeking ethical approval

		Research Degrees Committee

		☒		



		

		

		Institute Research Committee

		☒		



		

		

		Other (write in)



		☐		







SECTION C:  Internal and External Ethical Guidance Materials

		

		Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.



		1

		UWTSD Research Ethics & Integrity Code of Practice

		☒

		2

		UWTSD Research Data Management Policy

		☒



		3

		[List any other relevant documents here]

		☐







SECTION D: External Collaborative Research Activity

If there are external collaborators then you should gain consent from the contact persons to share their personal data with the university. If there are no external collaborators then leave this section blank and continue to section E.

		1

		Institution

		





		2

		Contact person name

		





		3

		Contact person e-mail address



		



		4

		Is your research externally funded?

		YES

		☐

		NO

		☒



		5

		Are you in receipt of a KESS scholarship?

		YES

		☐

		NO

		☒



		6

		Are you specifically employed to undertake this research in either a paid or voluntary capacity?

		Voluntary

		YES

		☐

		NO

		☒



		7

		

		Employed

		YES

		☐

		NO

		☒



		8

		Is the research being undertaken within an existing UWTSD Athrofa Professional Learning Partnership (APLP)?

		If YES then the permission question below does not need to be answered.

		YES

		☐

		NO

		☒



		9

		Has permission to undertake the research has been provided by the partner organisation?

		(If YES attach copy)

If NO the application cannot continue

		YES

		☐

		NO

		☒









Where research activity is carried out in collaboration with an external organisation

		10

		Does this organisation have its own ethics approval system?

		YES

		☐

		NO

		☒



		

		

If Yes, please attach a copy of any final approval (or interim approval) from the organisation (this may be a copy of an email if appropriate).









SECTION E: Details of Research Activity

		1

		Indicative title:

		Impact of social media (Facebook) on consumer behaviour: A case study on Zara UK



		2

		Proposed start date:

		November, 2022

		Proposed end date:

		March, 2023



		

		Introduction to the Research (maximum 300 words per section)

Ensure that you write for a Non-Specialist Audience when outlining your response to the points below:

· Purpose of Research Activity

· Proposed Research Question

· Aims of Research Activity

· Objectives of Research Activity

Demonstrate, briefly, how Existing Research has informed the proposed activity and explain

· What the research activity will add to the body of knowledge 

· How it addresses an area of importance. 



		3

		Purpose of Research Activity



The purpose is to investigate the impact of Facebook on the consumer behaviour of Zara. 



(this box should expand as you type)



		4

		Research Question



· How Facebook impact the information gathering process of Zara customers?

· What are the influences of Facebook in decision-making process of the Zara consumers?

· What are the differences of Facebook marketing with the traditional marketing process of Zara?



(this box should expand as you type)



		5

		Aims of Research Activity



The purpose of this study is to close the knowledge gap by examining Facebook's influence on consumer purchase decisions from Zara's point of view. As a result, the firm (Zara) and platform (Facebook) unique nature of this research goal.

(this box should expand as you type)



		6

		Objectives of Research Activity



· To find out the impact of Facebook in information-gathering process of the Zara consumer before the purchase.

· To find out the influence of Facebook in the decision-making process of the Zara consumer.

· To compare the effectiveness of Facebook marketing with that of the traditional marketing process in Zara. 



(this box should expand as you type)



		

		Proposed methods (maximum 600 words)

Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here, but should instead describe how you intend to collect the data necessary for you to complete your project.



		7

		Research philosophy: There are four philosophies that are mostly applied in conducting research. Those are pragmatism, realism, interpretivism, and positivism. This research project has followed the interpretivism research philosophy which gathered the primary data for the research that can be interpreted and interpreted them accordingly to find out the research outcomes (Sahay, 2016). 

Interpretivism is more suitable compared to other philosophies. Because, the this is a causal research project which finds out the impact of Facebook on consumer behaviour of Zara. Hence, interpretivism can better explain the primary data regarding different aspects of consumer behaviour, Facebook, and its impact on the Zara (Sahay, 2016). 

Research approach: There are two research approaches widely used. Those are deductive approach which does not produce any new knowledge rather testing the existing notions, models, and theories of the existing researches with the collected data for the research. On the other hand, inductive research approach crates new knowledge, theory, and model with the collected data for the research. 

Deductive research approach has been chosen for this research approach to test the overall approach of the research project. The primary data collected from the Zara will be tested against the existing literature of how social media or Facebook impact the consumer behaviour of Zara. 

Research strategies: The research project’s overall direction is illustrated in the research strategy section. This research project has used and applied survey method to collect the required primary data for the research project (Orth & Maçada, 2021). The collected primary data afterwards have been proceeded for further analysis and investigation of the research project. 

Survey questionnaire is better suited for this research project because the primary data is more suitable for the research project. The primary data can be better collected from the survey questionnaire rather than other methods of data collection such as archival research, case study, experiment, ethnography, grounded research, and action plan which are better suited for other research studies. 

Research choices: Mono method of research methodology has been chosen and applied for this research project where only one method of data collection (survey) has been applied to collect the necessary research data and analyse them to find out the research outcomes (Oswald & Plonsky, 2011). 

Multi method and mixed method of research approach are not appropriate for this research project since this is not a mixed aimed research project. As a result, the mono method of research approach fulfils the research objectives, aims and better fulfil the overall goals of the research project. 

Time horizon: Since the research project collects the primary data from only one source in a single time period, the research methodology is following a single time horizon where the data are of the same time period. 

Data collection: This research is primary data based. The primary data are of quantitative and qualitative nature. The age, years of services at Zara, and amount to be received as sales are the quantitative data for the research (Pringle et al., 2011). On the other hand, the reasons for consumers choosing a particular time to shop, the scope of development for Zara to utilise Facebook to attract more consumers are the qualitative data that are required for the research project.

· Sampling method and sample size: The sample size for this research project is 50 employees of Zara from the nearest Zara shops in London, UK. The research project chose simple random sampling method which provides an equal chance for the employees to be included in the survey method. 

Data analysis tools: The collected primary data have been organised in response tables. And using MS Excel and other primary tools, the responses have been turned into graphs, charts, and diagrams to interpret the responses of the Zara employees for the research article. 



(this box should expand as you type)



		


		Location of research activity

Identify all locations where research activity will take place.



		8

		The locations of the study are the Zara fashion stores in the UK. 



		

		Research activity outside of the UK

If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. If you live in the country where you will do the research then please state this.



		9

		N/A





(this box should expand as you type)







		10

		Use of documentation not in the public domain: Are any documents NOT publicly available? 



		NO

		☒



		

		

		YES

		☐



		11

		If Yes, please provide details here of how you will gain access to specific documentation that is not in the public domain and that this is in accordance with the current data protection law of the country in question and that of England and Wales.N?a







(this box should expand as you type)







		

		Does your research relate to one or more of the seven aims of the Well-being of Future Generations (Wales) Act 2015?

		

YES

		

NO



		12

		A prosperous Wales

		☐

		☒



		13

		A resilient Wales

		☐

		☒



		14

		A healthier Wales

		☐

		☒



		15

		A more equal Wales

		☐

		☒



		16

		A Wales of cohesive communities

		☐

		☒



		17

		A Wales of vibrant culture and thriving Welsh language

		☐

		☒



		18

		A globally responsible Wales

		☐

		☒



		19

		If YES to any of the above, please give details:



		

		





(this box should expand as you type)







SECTION F: Scope of Research Activity

		

		Will the research activity include:

		YES

		NO



		1

		Use of a questionnaire or similar research instrument?

		☒

		☐



		2

		Use of interviews?

		☐

		☒



		3

		Use of focus groups?

		☐

		☒



		4

		Use of participant diaries? 

		☐

		☒



		5

		Use of video or audio recording?

		☐

		☒



		6

		Use of computer-generated log files?

		☐

		☒



		7

		Participant observation with their knowledge?

		☐

		☒



		8

		Participant observation without their knowledge?

		☐

		☒



		9

		Access to personal or confidential information without the participants’ specific consent?

		☐

		☒



		10

		Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?

		☐

		☒



		11

		Performance of any acts which may cause embarrassment or affect self-esteem?

		☐

		☒



		12

		Investigation of participants involved in illegal activities?

		☐

		☒



		13

		Use of procedures that involve deception?

		☐

		☒



		14

		Administration of any substance, agent or placebo?

		☐

		☒



		15

		Working with live vertebrate animals?

		☐

		☒



		16

		Procedures that may have a negative impact on the environment?

		☐

		☒



		17

		Other primary data collection methods. Please indicate the type of data collection method(s) below.

		☐

		☒



		

		Details of any other primary data collection method:



Data collection: This research is primary data based. The primary data are of quantitative and qualitative nature. The age, years of services at Zara, and amount to be received as sales are the quantitative data for the research (Pringle et al., 2011). On the other hand, the reasons for consumers choosing a particular time to shop, the scope of development for Zara to utilise Facebook to attract more consumers are the qualitative data that are required for the research project.

· Sampling method and sample size: The sample size for this research project is 50 employees of Zara from the nearest Zara shops in London, UK. The research project chose simple random sampling method which provides an equal chance for the employees to be included in the survey method. 





(this box should expand as you type)

		

		





If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).



If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 



SECTION G: Intended Participants

If there are no participants then do not complete this section, but go directly to section H.



		

		Who are the intended participants:

		

YES

		

NO



		1

		Students or staff at the University?

		☐

		☒



		2

		Adults (over the age of 18 and competent to give consent)?

		☒

		☐



		3

		Vulnerable adults?

		☐

		☒



		4

		Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)

		☐

		☒



		5

		Prisoners?

		☐

		☒



		6

		Young offenders?

		☐

		☒



		7

		Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?

		☐

		☒



		8

		People engaged in illegal activities?

		☐

		☒



		9

		Others. Please indicate the participants below, and specifically any group who may be unable to give consent.



		☐

		☐



		

		Details of any other participant groups:







(this box should expand as you type)

		

		







		

		Participant numbers and source

Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 



		10

		How many participants are expected?



		

50



(this box should expand as you type)



		11

		Who will the participants be?



		



The employees of Zara

(this box should expand as you type)



		12

		How will you identify the participants?

		

Simple random sampling



(this box should expand as you type)









		

		Information for participants:

		

YES

		NO

		

N/A



		13

		Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?

		☐

		☒

		☐



		14

		Will you tell participants that their participation is voluntary?

		☒

		☐

		☐



		15

		Will you obtain written consent for participation?

		☒

		☐

		☐



		16

		Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?

		☒

		☐

		☐



		17

		If the research is observational, will you ask participants for their consent to being observed?

		☐

		☒

		☐



		18

		Will you tell participants that they may withdraw from the research at any time and for any reason?

		☒

		☐

		☐



		19

		With questionnaires, will you give participants the option of omitting questions they do not want to answer?

		☒

		☐

		☐



		20

		Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?

		☒

		☐

		☐



		21

		Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?

		☒

		☐

		☐



		22

		If NO to any of above questions, please give an explanation 



		

		





(this box should expand as you type)







		

		Information for participants:

		

YES

		NO

		

N/A



		24

		Will participants be paid?

		☐

		☒

		☐



		25

		Is specialist electrical or other equipment to be used with participants?

		☐

		☒

		☐



		26

		Are there any financial or other interests to the investigator or University arising from this study?

		☐

		☒

		☐



		27

		Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?

		☐

		☒

		☐



		28

		If YES to any question, please provide full details 



		

		





(this box should expand as you type)







SECTION H: Anticipated Risks



		

		
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 



If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  



		1

		Full risk assessment completed and appended? 

		Yes 

		☒



		

		

		No

		☐



		2

		Risks to participants

For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information



		

		Risk to participants:

No significant physical and mental risks for the participants. 



(this box should expand as you type)

		How you will mitigate the risk to participants:

Hence, no significant mitigation is required. 





(this box should expand as you type)



		3

		If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities



		

		NA





(this box should expand as you type)



		4

		Risks to the investigator

For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest



		

		Risk to the investigator:NA





(this box should expand as you type)

		How you will mitigate the risk to the investigator:

NA





(this box should expand as you type)



		5

		University/institutional risks

For example: adverse publicity, financial loss, data protection



		

		Risk to the University:





NA

(this box should expand as you type)

		How you will mitigate the risk to the University:



NA



(this box should expand as you type)



		6

		Environmental risks

For example: accidental spillage of pollutants, damage to local ecosystems



		

		Risk to the environment:

No, since digital forms will be used. 



(this box should expand as you type)

		How you will mitigate the risk to environment:

Digital google form





(this box should expand as you type)







		

		Disclosure and Barring Service



		

		If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.

		YES



		NO



		N/A





		7

		Does your research require you to hold a current DBS Certificate?

		☐

		☒

		☐



		8

		If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.

		







SECTION I: Feedback, Consent and Confidentiality



		1

		Feedback

What de-briefing and feedback will be provided to participants, how will this be done and when? 



		

		A short brief will be provided to the participants before the survey questionnaire. 

(this box should expand as you type)



		2

		Informed consent

Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.



		

		

The participants will be asked informed consent. 



(this box should expand as you type)



		3

		Confidentiality / Anonymity

Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 



		

		The information will be kept confidential





(this box should expand as you type)







SECTION J: Data Protection and Storage



		

		Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?

		YES

		NO



		1

		“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.

		☐

		· ☐



		

		If YES, provide a description of the data and explain why this data needs to be collected:



		2

		





(this box should expand as you type)



		

		Does it involve special category data (as defined by the GDPR)?

		YES

		NO



		3

		“Special category data” means sensitive personal data consisting of information as to the data subjects’ –

(a) racial or ethnic origin,

(b) political opinions,

(c ) religious beliefs or other beliefs of a similar nature,

(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),

(e) physical or mental health or condition,

(f) sexual life,

(g) genetics,

(h) biometric data (as used for ID purposes),

		☐

		· ☐



		

		If YES, provide a description of the special category data and explain why this data needs to be collected:



		4

		





(this box should expand as you type)







		

		
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?

		YES

		NO



		5

		Manual files (i.e. in paper form)?

		☒

		☐



		6

		University computers?

		☒

		☐



		7

		Private company computers?

		☒

		☐



		8

		Home or other personal computers?

		☒

		☐



		9

		Laptop computers/ CDs/ Portable disk-drives/ memory sticks?

		☒

		☐



		10

		“Cloud” storage or websites?

		☒

		☐



		11

		Other – specify:



		☐

		☒



		12

		For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:



		

		



(this box should expand as you type)







		

		Data Protection



		

		Will the research activity involve any of the following activities:

		YES

		NO



		13

		Electronic transfer of data in any form?

		☒

		☐



		14

		Sharing of data with others at the University outside of the immediate research team?

		☐

		☒



		15

		Sharing of data with other organisations?

		☐

		☒



		16

		Export of data outside the UK or importing of data from outside the UK?

		☐

		☒



		17

		Use of personal addresses, postcodes, faxes, emails or telephone numbers?

		☐

		☒



		18

		Publication of data that might allow identification of individuals?

		☐

		☒



		19

		Use of data management system?

		☒

		☐



		20

		Data archiving?

		☒

		☐



		21

		If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and any international equivalents, where appropriate):



		

		



Data will be stored and managed through digital form. 

(this box should expand as you type)



		22

		List all who will have access to the data generated by the research activity:



		

		

Only the researcher and the university authority. 



(this box should expand as you type)



		23

		List who will have control of, and act as custodian(s) for, data generated by the research activity:



		

		



The researchers. 

(this box should expand as you type)



		24

		Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  



		

		

The data will be stored till the result of the module. 



(this box should expand as you type)



		25

		Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 



		

		No longer than the result publication. 





(this box should expand as you type)



		26

		Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)

		YES

		☒



		27

		Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding

		YES

		☒










SECTION K: Declaration

		

		The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.



In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 



		1

		Signature of applicant:

		

		Date:









For STUDENT Submissions:

		2

		Director of Studies/Supervisor:

		

		Date:



		3

		Signature:

		



		







For STAFF Submissions:

		4

		Academic Director/ Assistant Dean:

		

		Date:



		5

		Signature:

		



		







Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:

		☒

		I have read the guidance notes supplied before completing the form.



		☒

		I have completed ALL RELEVANT sections of the form in full.



		☒

		I confirm that the research activity has received approval in principle



		☒

		I have attached a copy of final/interim approval from external organisation (where appropriate)



		☒

		I have attached a full risk assessment (where appropriate)  ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT



		☒

		I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.



		☒

		I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.







		RESEARCH STUDENTS AND STAFF ONLY

All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.

You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.



		STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form (and receive the outcome) via systems explained to you by the supervisor/module leader.







This form is available electronically from the Academic Office web pages: https://www.uwtsd.ac.uk/academic-office/appendices-and-forms/

July 2021	1	PG2 Ethical Approval Form
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