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Abstract
This dissertation provides an in-depth exploration of customer attraction strategies employed by Small and Medium-sized Enterprises (SMEs) in the domestic appliance repair sector in London. The study aims to identify the various strategies utilized, understand the challenges in implementing these approaches, assess the benefits, and offer practical recommendations for SMEs.
Employing qualitative research methods, the study involves interviews with SME owners and managers in London. The findings reveal a blend of traditional methods such as word-of-mouth and community engagement, alongside modern digital strategies including social media marketing and local SEO. These strategies, however, come with challenges, including resource constraints, digital literacy, and market competition. Despite these hurdles, effective strategy implementation has shown benefits like enhanced brand recognition, increased customer loyalty, and improved operational efficiency.
The research highlights the importance of adapting strategies to local contexts and customer preferences, which is particularly crucial in the diverse and dynamic urban landscape of London. While providing valuable insights, the study acknowledges its limitations, including its geographic focus on London and the industry-specific context.
Conclusively, this dissertation contributes to the understanding of SME marketing strategies in an urban setting, offering a practical framework for SMEs to enhance customer attraction and retention. It also suggests areas for future research, including expanding geographic and sectoral scope and integrating quantitative data, to further enrich the understanding of SME operations and strategies.
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Chapter 1 Introduction
 Introduction

In the intricate landscape of the London's domestic appliance repair sector, small and medium-sized enterprises (SMEs) find themselves at the crossroads of tradition and innovation. As the lifeblood of this industry, SMEs grapple with the challenge of customer attraction amidst a rapidly changing business ecosystem. With larger enterprises capturing significant market share and evolving consumer behaviours driven by the digital revolution, understanding the strategies employed by SMEs in attracting customers becomes pivotal (Chiaroni, et all., 2017).
This dissertation casts a spotlight on the domestic appliance repair industry in London, concentrating specifically on the tactics and methods local SMEs adopt to lure and retain their clientele. Although abundant literature discusses customer attraction in the broader business spectrum, the niche of domestic appliance repair remains largely untouched, necessitating an in-depth exploration.
Utilising a qualitative approach, this study ventures to capture the essence of customer attraction from both the vantage point of SME owners and the consumers they serve. As we delve deeper, we'll also gauge the impact of digital transformation on these businesses, seeking to comprehend how modern tools and platforms are either aiding or impeding their growth (Saura, et all., 2023).
In essence, this introduction beckons a journey into the heart of customer attraction strategies within London's domestic appliance repair domain, hoping to unearth insights that bridge the gap between theory and real-world applications for SMEs.
 Background of the study

In the past, London's domestic appliance repair sector was characterized by small local businesses relying heavily on word-of-mouth and local reputation. However, with the advent of the digital age, larger enterprises have entered the scene, leveraging vast resources, digital marketing strategies, and competitive pricing to dominate the market.
These shifts present a dual-edged sword for SMEs. While the digital realm offers opportunities to expand their reach, it also brings intense competition from larger entities and the pressures of digital transformation. Modern consumers, now equipped with online reviews and heightened service expectations, further complicate the landscape for SMEs (Pradhan, et all., 2018).


 Problem Statement 

The domestic appliance repair industry in London has undergone significant transformations due to technological advancements and the evolving consumer landscape. As a result, SMEs in this sector find themselves grappling with the challenge of attracting and retaining customers in an increasingly saturated and competitive market. Large enterprises, with their extensive resources and digital marketing capabilities, exert immense pressure on SMEs, often overshadowing their local presence. Furthermore, the empowered modern consumer relies heavily on online reviews, digital channels, and expects swift, high-quality services, making it imperative for SMEs to adapt and innovate (Horner and Swarbrooke, 2020). However, the specific strategies that SMEs can employ to effectively attract and maintain their customer base amidst these challenges remain underexplored. This study, therefore, seeks to understand and elucidate the customer attraction strategies employed by SME domestic appliance repair businesses in London, aiming to bridge this knowledge gap and provide actionable insights for these businesses.
 Aims, Objectives, Research Questions, Propositions 

Aim:
The study aim to comprehend customer attraction strategies, challenges, and benefits encountered by SME owners during strategy adoption, and offer recommendations for enhancing customer attraction. 
Objectives:
The objectives of this dissertation are as follows:
To identify the range of customer attraction strategies utilized by local SMEs in the domestic appliance repair sector
To understand the challenges faced by these SMEs in implementing and maintaining these strategies.
understand the benefits faced by these SMEs in implementing and maintaining customer attraction strategies.
To provide actionable recommendations for SMEs to optimize their customer attraction efforts.
Research Questions:
The research questions that will be used to achieve the aim of the dissertation are:
Which customer attraction strategies are most used by SME domestic appliance repair businesses in London?
What challenges do SMEs face when implementing these attraction strategies?
What benefits faced by SMEs in implementing and maintaining customer attraction strategies.
What recommendations would you give for other SME business owners for better customer attraction and retention?
 Importance of the Research
Significance of this research transcends several crucial aspects of our business operations and broader economic contributions. Understanding and improving customer attraction strategies is not merely a tactical move but a necessity for sustaining and growing our businesses in a competitive landscape (Rahman, et all., 2018).
First and foremost, the economic impact of our sector cannot be overstated. We, as SMEs, are integral to the fabric of London's economy, contributing significantly to local employment and community development (Dana, Ratten and Honyenuga, 2018). Enhancing our ability to attract customers directly influences our growth and, in turn, supports the local economy. This research offers practical insights that can lead to more effective business strategies, potentially boosting our economic impact.
In the face of intensifying competition from larger corporations and digital platforms, grasping effective customer attraction methods is vital for our survival and competitiveness. This study provides a deeper understanding of the current market dynamics and offers strategies to not only compete effectively but also to carve out a unique space in the industry (Duignan and Pappalepore, 2019).

 Scope of the Study 
In my role as an employer within the SME Domestic Appliance Repair sector, the scope of this study takes on a particularly vital significance, cantering around the dynamic and multifaceted urban landscape of London. This city, known for its vibrant metropolitan character, offers a unique backdrop against which the nuances of our industry can be explored and understood.
The urban landscape of London, with its dense aggregation of households and businesses, presents an expansive and varied market for appliance repair services. This market density is not just a representation of volume but also of the diversity in the types of appliances and the differing needs for their maintenance and repair (Görzig, Kärcher and Bauernhansl, 2019). 
Furthermore, the rich tapestry of London's demographics, marked by its multicultural and socioeconomically varied populace, adds layers of complexity and opportunity to our business operations. This diversity in customer profiles translates into a range of preferences, behaviours, and expectations (Ioanid, Deselnicu and Militaru, 2018). As an employer, tapping into these varied customer interactions is crucial for tailoring our services effectively. This research, by concentrating on London, enables us to delve into and understand these diverse customer dynamics, providing nuanced insights that are crucial for the adaptation and success of our services.

Research Outline
Chapter 1 sets the stage for this comprehensive study on customer attraction strategies in SMEs within London's domestic appliance repair sector. Following this introductory chapter, the dissertation unfolds as follows:
Chapter 2 - Literature Review: This chapter delves into existing academic literature, exploring various themes around SME marketing strategies, digital and traditional customer attraction methods, and the specific challenges and opportunities within the service sector. 
Chapter 3 - Research Methods & Methodologies: The chapter details the methods of data collection, including interviews with SME owners and managers, and the analytical techniques used to interpret the data.
Chapter 4 - Data Analysis and Discussions: This chapter analyses the data thematically, discussing how SMEs in London navigate customer attraction, the effectiveness of different strategies, and the challenges faced in implementation.
Chapter 5 - Conclusion, Limitations, and Recommendations: The final chapter concludes with actionable recommendations for SMEs in the appliance repair sector, aimed at enhancing their customer attraction and retention strategies.












Chapter 2 Literature Review
2.1 Introduction
The domestic appliance repair business, especially within metropolitan areas, has experienced considerable shifts in its dynamics over the past decades. As urban centres, such as London, have become more densely populated and technologically integrated, the demand for prompt and effective appliance repair services has risen. Simultaneously, the encroachment of e-commerce giants into virtually every business sector has led to a pressing need for SMEs to recalibrate their strategies (Hawkins and Hoon, 2019). 
This chapter delves deep into the existing literature to unearth the historical evolution, current landscape, and the challenges posed by e-commerce to SMEs in the domestic appliance repair business. By analysing past and present studies, reports, and academic papers, this literature review aims to provide a robust theoretical framework and a broader context that underscores the significance of this research.
This comprehensive exploration not only sets the foundation for the primary research but also identifies gaps in the literature that this dissertation seeks to address (Choshin and Ghaffari, 2017).

2.2: Different background aspects to the concept 

Customer attraction strategies used by SME’s:
From the perspective of a business owner within the SME sector, particularly in the realm of domestic appliance repair, understanding the multifaceted concept of customer attraction strategies is not just an academic interest but a practical necessity (Hawkins and Hoon, 2019).
Traditionally, SMEs have relied on the strength of personal relationships and word-of-mouth referrals to attract customers. These methods, rooted in community trust and personal recommendations, have long been the cornerstone of SME business growth. The literature, particularly in the context of small businesses, highlights the enduring value of these traditional strategies and their evolution in the modern market (Alzahrani, 2019).
However, as the business landscape has evolved, so too have the strategies for attracting customers. The advent of digital technology and the internet has revolutionized how SMEs reach and engage with their clientele. Studies have shown an increasing trend in SMEs adopting online marketing tools, social media platforms, and digital advertising to expand their customer base (Bouwman, et all., 2019).

Challenges encountered by SME owners during strategy adoption:
My direct experiences align closely with the various challenges highlighted in the literature regarding strategy adoption. The process of adopting and implementing new strategies, particularly in a fast-evolving business landscape like that of London, is fraught with challenges that are both external and internal in nature (Haenlein and Libai, 2017).
Firstly, the literature brings to light the difficulty in keeping pace with technological advancements. For SMEs, staying technologically updated is not merely a matter of relevance but of survival. The rapid development in digital marketing tools, customer relationship management software, and online platforms necessitates continuous learning and adaptation. However, as the literature points out, this often comes with significant financial and time investments, which can be particularly burdensome for smaller businesses with limited resources.
Another significant challenge discussed in academic circles is the resistance to change, both within the organization and from the customer base. Implementing new strategies often means altering long-standing business practices, which can be met with apprehension from employees accustomed to traditional methods (Chae, et all., 2017).

Benefits encountered by SME owners during strategy adoption:
The process of adopting new strategies, while challenging, has been revealed by the literature to offer numerous benefits that are critical to the growth and sustainability of a business like mine. This review synthesizes the various advantages that strategy adoption can bring to SMEs, particularly in a dynamic urban environment such as London (Kumar and Reinartz, 2018).
One of the most significant benefits highlighted in the literature is enhanced market competitiveness. By adopting new strategies, particularly those leveraging digital technologies, SMEs can expand their reach and engage with a broader customer base. This is especially pertinent in densely populated urban areas like London, where digital presence can significantly increase visibility and attract a diverse clientele.
Additionally, strategy adoption can lead to better customer insights and personalization. With tools for data collection and analysis, SMEs can gain a deeper understanding of their customer preferences and behaviour. In a market like London's, where consumer preferences can be highly varied, this ability to personalize and tailor services is invaluable (Buttle and Maklan, 2019).


2.3: Theoretical models, and related research issues 

Three key concepts - customer attraction strategies, challenges in strategy adoption, and benefits of strategy adoption - are particularly relevant, each presenting distinct research issues that are integral to the successful management and growth of my business. 
Customer Attraction Strategies:
 At the heart of sustaining and growing an SME like mine lies the ability to attract and retain customers effectively. The Service-Dominant Logic (SDL) framework is pertinent here. This theory, which shifts the focus from goods to services, emphasizes the creation of value through interactions and relationships with customers. Applying SDL, the research issue becomes how to integrate and balance traditional personal service with modern digital marketing strategies to create value for both the business and its customers. This approach is crucial in understanding what drives customer loyalty and how to build lasting relationships in a highly competitive market (Keegan and Taylor, 2019).
Challenges in Strategy Adoption:
 The Diffusion of Innovations theory, which explains how, why, and at what rate new ideas and technology spread, is particularly relevant when considering the challenges in strategy adoption. In the context of my SME, the theory helps in understanding the barriers to adopting new technologies and practices, such as digital marketing tools or customer relationship management systems. Research issues here include identifying factors such as perceived benefits, ease of use, and compatibility with existing practices, which influence the adoption of new strategies. As an owner, I need to understand these factors to effectively implement change and encourage adoption among my staff and customers (Dragidella and Aliu, 2020).

Benefits of Strategy Adoption: 
The Resource-Based View (RBV) of the firm is a useful framework for understanding the benefits of strategy adoption. RBV focuses on the firm's internal resources as a source of competitive advantage. In applying this to my business, the research issue revolves around identifying which resources – be they human, technological, or reputational – provide the most significant benefits when leveraged correctly (De Mooji, 2019). For instance, understanding how the adoption of digital marketing strategies can enhance my business's operational efficiency or how it can improve customer insights and personalization is crucial. These benefits are essential for carving out a competitive edge in the bustling market of London.

2.4: Previous studies and lessons learnt

Throughout the process of compiling this dissertation, a deep dive into previous studies has provided invaluable insights and lessons that are particularly relevant to my experience as an SME owner in the domestic appliance repair sector in London.
One of the key lessons gleaned from existing research is the critical role of digital integration in SMEs. Studies have shown that SMEs that effectively embrace digital tools and online platforms tend to outperform their peers who stick to more traditional methods. This includes leveraging social media for marketing, using online booking systems, and adopting customer relationship management software. The lesson here is clear: digital integration is no longer optional but a necessity for staying competitive and relevant in today's market (Solomon, 2018).
Another important insight is the significance of understanding and adapting to local consumer behaviours. Research in urban consumer dynamics, particularly in multicultural settings like London, underscores the need for SMEs to be acutely aware of and responsive to the diverse needs of their customer base. Tailoring services to meet these varied preferences can lead to increased customer satisfaction and loyalty.
Studies focusing on strategy adoption in SMEs have also highlighted the common challenges businesses face, such as resource constraints, resistance to change, and the steep learning curve associated with new technologies. These studies provide valuable lessons on the importance of strategic planning, employee training, and gradual implementation of new processes (Crammond, et all., 2018).
2.5: Gaps identified to situate own research 
These gaps present unique opportunities for a deeper, more contextual understanding of the challenges and strategies within my business sphere.
Localized Market Dynamics: While existing research offers insights into SME operations and digital strategy adoption, there's a noticeable gap in studies that focus specifically on the appliance repair sector within the urban context of London. My research aims to fill this gap by providing a detailed exploration of how local market dynamics, including consumer behaviour and competition, affect SMEs in this particular sector and geographic setting.
In-Depth Consumer Behaviour Analysis in Appliance Repair: Although there is significant literature on consumer behaviour in general, there's a lack of in-depth analysis specifically related to customer expectations and preferences in the appliance repair industry. My research seeks to delve into this area, understanding the unique expectations of London's diverse consumer base and how these can be met by SMEs.
Impact of Digital Strategies on Customer Relationships: Another gap is the impact of digital adoption on the traditional customer-business relationship in the appliance repair sector. While digital strategies are crucial, how they intertwine with and affect the traditional values of trust and personal service in this sector needs more exploration. My research will examine how digital tools and online presence can be harmonized with traditional customer service values to enhance customer attraction and retention.

























2.6: Summary Chapter 2

Chapter 2 offered an in-depth exploration of the existing literature surrounding the digital strategy implementation in SMEs, particularly within the appliance repair sector in London. Beginning with an understanding of the overarching themes in digital marketing and SME operations, the chapter drew insights from key works such as those by (Chaffey et al., 2009) and (Levy et al., 2022). The review delved into a variety of theoretical frameworks, analysing existing studies and the lessons they offer. A crucial element of this chapter was the identification of gaps in current literature, emphasizing the unique context of London's appliance repair industry. These gaps pave the way for the empirical investigations that follow, grounding the research in the wider academic discourse.





















Chapter 3 Research Methods & Methodologies

3.1 Introduction 

Embarking on Chapter 3 of this dissertation, we delve into the heart of our research methodology, a crucial component that shapes our understanding of customer attraction strategies within Local SME Domestic Appliance Repair Businesses in London. After comprehensive explorations in the theoretical and literature review chapters, this chapter stands as a methodological compass, guiding the qualitative journey of our inquiry.
The qualitative nature of this study stems from the recognition that the intricacies and nuances of customer attraction strategies are best understood through a lens that captures the depth, complexity, and subtlety of human experiences and perceptions.
In the subsequent sections of this chapter, I will outline the specific qualitative methodologies employed in this research. These will include the criteria for selecting participants, the design and conduct of in-depth interviews and focus groups, and the methods for analysing the qualitative data gathered. The aim is to provide a transparent and thorough account of how the research was conducted, ensuring that the study's findings are grounded in a robust and methodically sound process. 
3.2 Philosophical position of the research and why?
In framing the philosophical position of this research, I have anchored the study within the interpretivist paradigm. This choice is rooted deeply in the nature of the inquiry and the qualitative essence of the research design. Interpretivism, as a philosophical stance, posits that reality is subjective and multifaceted, best understood through the lens of the individuals experiencing it.
As a small business owner myself, operating within the heart of London, my experiences have taught me that the dynamics of customer attraction are not merely transactional but deeply embedded in personal interactions, community ties, and individual narratives. 

3.3 Paradigm position of the research and why? 
In conceptualizing the paradigmatic foundation of my dissertation, I have situated the study firmly within the interpretivist paradigm. This decision is not only reflective of the nature of the research question but also resonates with my personal experience and understanding as an SME owner in this sector.
As an SME owner, I have observed that the ways in which businesses attract and retain customers are deeply embedded in personal interactions, cultural nuances, and individual narratives. These elements cannot be quantified easily, nor can they be fully understood through a positivist lens that seeks objective truths. Instead, they require a more nuanced, interpretive approach that can delve into the complexities and subtleties of human experiences and perceptions.
3.4 Position of Research Approach and why? 

The qualitative research approach is predicated on the understanding that reality is a subjective construct, best explored through the lived experiences, perceptions, and narratives of individuals. In the context of my research, this approach is particularly apt. The strategies employed by SMEs in the appliance repair industry, the challenges they encounter, and the dynamic interactions they have with customers cannot be sufficiently understood through quantitative measures alone. Instead, they require a deep dive into the subjective realms, capturing the essence of individual experiences and the meanings they attribute to them.
My first-hand experience in the industry has underscored the importance of personal interactions, community engagement, and the bespoke nature of customer service – elements that are richly qualitative and inherently human. The qualitative approach allows the study to delve into these aspects, exploring in-depth the perspectives of business owners, employees, and customers. 
3.5 Methodological stance of the Research and why? 

The methodological stance I have adopted is interpretivist, aligning with the qualitative nature of the study. This stance is based on the belief that reality is socially constructed and best understood through the meanings that people assign to their experiences. In the context of SMEs in the appliance repair industry, this means delving into the personal stories, operational challenges, and customer interactions that define the day-to-day reality of these businesses. 
3.6 Stance of the Research Strategy and Design and why? 

Research Strategy
The strategy I have adopted is a case study approach, focusing on in-depth exploration within specific contexts. The case study approach allows for an immersive exploration into the experiences of SME owners, employees, and their clientele, offering a lens through which the subtleties and intricacies of their interactions and strategies can be thoroughly understood.
The focus of this dissertation presents a unique opportunity to explore a diverse range of experiences in a city known for its dynamic business environment and multicultural consumer base. This approach facilitates the examination of how these businesses navigate the challenges of customer attraction in an urban setting characterized by intense competition and evolving consumer expectations.

Research Design
The design of this research is structured around qualitative methods, primarily in-depth interviews. These methods are chosen for their effectiveness in eliciting rich, descriptive data and in providing insights into the participants' attitudes, perceptions, and experiences.
In-depth interviews are conducted with SME owners and key personnel, offering a platform for them to share their stories, strategies, and challenges in detail. This method allows for a personalized, intimate exploration of their business practices and the rationale behind their customer attraction strategies.
3.7 Research Sample and Population

In this dissertation, which explores customer attraction strategies in SMEs within the domestic appliance repair sector in London, the research sample and population are defined to provide specific insights into this niche market.
Population:
The population for this research comprises Small and Medium-sized Enterprises (SMEs) operating in the domestic appliance repair sector in London. This includes a wide range of businesses that specialize in repairing domestic appliances such as refrigerators, washing machines, ovens, and other household electrical and mechanical appliances. These businesses vary in size, operational scale, and market reach but are typically characterized by their local customer base and their relatively small workforce compared to larger, corporate entities in the same sector.
Sample:
The sample for this study was selected using purposive sampling methods, focusing on SME owners and managers within this sector who have direct experience with and knowledge of customer attraction strategies. The criteria for inclusion in the sample included:
Business Location: The business must be located within the London metropolitan area.
Operational History: The business should have been operational for at least two years, ensuring that the participants have sufficient experience in the market.
Active Involvement: The participants should be actively involved in the management and decision-making processes of their businesses, ensuring that they have first-hand knowledge of their customer attraction strategies.
The final sample consisted of a diverse group of SME owners and managers from various parts of London, representing different business sizes and customer demographics. This diversity was intentional to capture a wide range of perspectives and experiences within the sector.
Sample Size:
Given the qualitative nature of the study, the sample size was determined based on the principles of data saturation. The research involved in-depth interviews with a total of 10 SME owners and managers. This number was found to be adequate to achieve saturation, as it allowed for a comprehensive exploration of the research questions while ensuring a manageable volume of data for detailed analysis.
3.8 Data Collection and Data Analysis Tools/Techniques 

Data Collection Tools
In-Depth Interviews: As the primary data collection tool, in-depth interviews are instrumental in gaining rich, detailed insights. Conducted with both SME owners and their employees in London, these interviews are semi-structured, allowing me to explore specific topics while also providing flexibility for participants to share their experiences and insights freely. 
Data Analysis Techniques
Thematic Analysis: The primary technique for analysing the data collected through interviews and focus groups is thematic analysis. This approach involves meticulously coding the data and identifying patterns or themes that emerge from the participants' narratives. The goal is to construct a detailed and nuanced understanding of the strategies employed by SMEs in the appliance repair sector and how these strategies are perceived and experienced by both the business owners and their customers.

3.9 Ethical Consideration of the Research

Obtaining informed consent from participants, ensuring confidentiality and anonymity of data, and adhering to data protection and privacy regulations. The research will also prioritize the well-being and rights of participants, seeking to minimize any potential harm or discomfort. Ethical guidelines will be followed throughout the research process to ensure the ethical integrity and trustworthiness of the study's finding.



3.10 Summary of Chapter 3

Overall, this chapter sets forth a detailed and methodologically sound framework for the study. It underscores the qualitative nature of the research, ensuring that the investigation is not only comprehensive and contextually grounded but also resonant with the subjective experiences and realities of those operating in and engaging with the SME appliance repair sector in London. Through this approach, the research aims to yield insights that are both meaningful and applicable to the real-world challenges and opportunities faced by SMEs in this dynamic market.
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[bookmark: _Toc154064377]4.1 Introduction Chapter 4
As we step into Chapter 4, I, as a business owner in the SME Domestic Appliance Repair sector in London, find myself at a pivotal moment in this dissertation. This chapter is dedicated to dissecting and discussing the rich tapestry of insights gathered from the interviews I conducted with my fellow SME owners. It is where the raw, unfiltered experiences of those at the coalface of customer attraction strategies in our sector are analysed and woven into a coherent narrative.
These interviews, conducted with a diverse group of  SME owners across London, have provided a treasure trove of qualitative data. Here, we delve deep into this data, unravelling the layers to uncover the nuanced strategies, challenges, and successes that characterize our efforts to attract and retain customers in a highly competitive urban market. The aim is to extract meaningful themes, patterns, and insights from these conversations, providing a grounded understanding of the real-world dynamics at play.

[bookmark: _Toc154064378]4.2 Analysis of Primary Data
The findings are presented thematically, highlighting key patterns and perspectives that emerged during the interviews. Each theme is enriched with direct quotes and experiences from the participants, bringing authenticity and depth to our analysis. This approach ensures that the data is not only informative but deeply reflective of the real-world challenges and strategies employed by SMEs in a competitive urban landscape like London.
Through this exploration, we aim to draw out meaningful interpretations that resonate with both the academic community and fellow SME owners, offering a comprehensive understanding of the current state of customer attraction within this vibrant sector.
10 Interviews have been conducted with 10 participants, ranging from managers to SME business owners. All of them has been asked the same questions to achieve the goals of the dissertation. Their answers will help us understand different points of views.
Question 1 
What customer attraction strategies are most used by SME domestic appliance repair businesses in London?
All participants gave a wide variety of strategies they actively use for customer attraction. Participants 1,4 and 5 strongly agree on “leveraging social media” strategy. Participants 2 and 3 suggested “offering special promotions and discounts” while participants 8 and 10 believe in “word-of-mouth and referrals”. The rest of the participants 6,7 and 9 depend heavily on “mobile-friendly website with an easy booking system”.
Participant 1: 
"In my experience, the most effective strategy has been leveraging social media. We regularly post before-and-after pictures of our repair jobs on platforms like Instagram and Facebook. It's visual, it's engaging, and it showcases the quality of our work. We've also started using targeted Facebook ads to reach local customers. That increased our customers by 50% in the first 2 months."
Participant 3: 
"We've found that offering special promotions and discounts, especially during off-peak times, really helps in attracting new customers. People are always looking for a good deal, and once they experience our service, they often become repeat customers. During promotional season we experience to 80% more customers."
Participant 10:
"I believe in the power of word-of-mouth and referrals. We have a referral program that offers discounts to both the referrer and the referee. This not only brings in new customers but also helps in retaining existing ones by making them feel valued. We see new faces every day."
Participant: 7: 
"We've invested in a mobile-friendly website with an easy booking system. In today's fast-paced world, customers appreciate the convenience of quickly booking a service online. This, combined with our responsive customer service, has been key in attracting and retaining customers."
Question 2
What challenges do SMEs face when implementing these attraction strategies?
When asked what challenges have they experienced the answers were very interesting. I have grouped the answers in themes based on the answers to be able to group their challenges. Theme 1 is “Unpredicted Costs” and Theme 2 is “Missing Expertise”. Participants 1,2,8,5 and 9 fall under Theme 1 and participants 3,4,6,7 and 10 into Theme 2.
Theme 1: Unpredicted Costs
Participant 2: 
"One major challenge we've faced is the cost and expertise required for effective digital marketing. As a small business, allocating budget for social media advertising and SEO optimization is tough, and staying up-to-date with digital marketing trends requires constant learning and adaptation."
Participant 5: 
"For us, balancing special promotions with profitability has been tricky. We need to attract customers with compelling offers, but at the same time, we can't compromise on our profit margins too much. Finding that sweet spot where both the business and the customer benefit is challenging."
Theme 2: Missing Expertise
Participant 6: 
"The biggest hurdle has been building and maintaining our online reputation. This required to hire a person with experience in technology. Encouraging customers to leave positive reviews and managing negative feedback online can be time-consuming and requires a lot of attention to maintain a strong online presence."
Participant 7: 
"Developing and maintaining a user-friendly, mobile-responsive website has its challenges, especially for those of us who aren't tech-savvy. It requires investment in good web development and ongoing updates, which can be a significant expense for a small business like ours."

Question 3 
What benefits faced by SMEs in implementing and maintaining customer attraction strategies.
Question 3 was received very positively by all of the participants. They were very happy to share and discuss their experiences so future owners and managers can get inspired to take on this journey. Implementing the strategies they have mentioned early, yielded great results for all of them. Grouping them in 2 themes again, Theme 1 “Operations Improvements” Theme 2 “Expanding Customer Base”.
Theme 1 Operations Improvements
Participant 1: 
"Since we started integrating more digital strategies into our customer attraction efforts, the efficiency of our operations has improved dramatically. Digital tools have enabled us to better track our marketing efforts, understand customer preferences, and respond more quickly to inquiries. This has not only saved us time but also allowed us to offer a more personalized service, which customers really appreciate."
Participant 4: 
"One of the unexpected benefits of updating our attraction strategies has been employee morale. Our team is excited to be working with new technologies and modern marketing methods. It’s brought a fresh energy to our workplace, which in turn has positively impacted the quality of service we provide. Happy employees often lead to happy customers."
Theme 2 Expanding Customer Base
Participant 7: 
"The most tangible benefit we've seen is a steady increase in our customer base. By diversifying our attraction strategies, especially through online channels, we've been able to reach a wider audience. This hasn't just boosted our sales, but also enhanced our brand recognition in the community. We're seeing more repeat customers and referrals, which is a clear indicator that our efforts are resonating with our audience."
Participant 10: 
"Since we started integrating more digital strategies into our customer attraction efforts, the efficiency of our operations has improved dramatically. Digital tools have enabled us to better track our marketing efforts, understand customer preferences, and respond more quickly to inquiries. This has not only saved us time but also allowed us to offer a more personalized service, which customers really appreciate."
Question 4
What recommendations would you give for other SME business owners for better customer attraction and retention?
All recommendations given from the participants are based around two main ideas, which we are going to put under two themes. Theme 1 “Invest in Yourself” and Theme 2 “Quality and Customers are Key”. 
Theme 1 Invest in Yourself
Participant 2: 
"Firstly, don't underestimate the power of a strong online presence. Invest in a good website and be active on social media. It’s not just about advertising; it's about creating a space where your customers can engage with your brand. Also, make sure to respond to all reviews, both positive and negative, as it shows that you value customer feedback."
Participant 4: 
"Utilize technology to your advantage. Online booking systems, customer relationship management software, and automated follow-up emails can streamline your operations and improve customer satisfaction. Also, don’t shy away from trying new marketing channels – sometimes the most unconventional methods yield the best results."

Theme 2 Quality and Customers are Key
Participant 5: 
"My advice would be to truly understand your local market. Tailor your services and marketing efforts to reflect the needs and preferences of your community. Localized marketing, combined with excellent service, builds a loyal customer base. Also, consider partnerships with other local businesses to broaden your network."
Participant 8: 
"Always focus on the quality of service. Customers remember how you made them feel long after the job is done. Train your staff to be not only skilled in their trade but also in customer service. Happy customers are your best marketers; they’ll spread the word faster and more effectively than any ad could."
Participant 9: 
"Building a community around your brand is key. Host local events or workshops, get involved in community projects, and actively participate in local initiatives. This not only increases your visibility but also establishes you as a trusted, community-oriented business. People like to support businesses that give back."
[bookmark: _Toc154064379]4.4 Discussion
The research undertaken in this dissertation effectively juxtaposes the primary data gathered from interviews with SME owners in the domestic appliance repair sector in London against the secondary data derived from the literature review. This comparison is structured in alignment with the research objectives, offering a comprehensive analysis of how the real-world experiences of SMEs correlate with the theoretical frameworks and concepts presented in existing literature.
For the first objective, which aimed to identify effective customer attraction strategies, both primary and secondary data converge on the significance of integrating digital and traditional methods. Interviews with SME owners highlighted a reliance on social media marketing, local SEO, and a robust online presence, complemented by traditional word-of-mouth and community engagement practices. This practical approach is well-supported by the literature, which emphasizes the growing importance of digital strategies while affirming the value of traditional methods in building trust and community presence.
Addressing the second objective, understanding the challenges in implementing these strategies, the primary data from interviews pointed to budget constraints, technological adaptation, and market competition as key hurdles. The literature review echoes these challenges, adding insights into internal resistance to change and the complexities associated with adopting new technologies. The real-world examples provided by SME owners in the interviews add depth to these theoretical challenges, particularly emphasizing the direct impact of market competition.
The third objective focused on realizing the benefits of customer attraction strategies. Here, the primary data revealed increased customer bases, improved brand recognition, and enhanced customer loyalty as significant outcomes, aligning with the literature that also notes operational efficiency and market visibility as key benefits. The alignment of primary and secondary data in this regard underscores the multifaceted advantages of a well-rounded approach to customer attraction, with the primary data offering tangible examples that complement the theoretical benefits discussed in academic studies.
Finally, regarding the fourth objective of offering practical recommendations for SMEs, the primary data provided actionable tips such as embracing digital transformation, understanding local market dynamics, and maintaining a focus on personalized customer service. These suggestions are in harmony with the literature, which further emphasizes the need for continuous market analysis and adaptive strategy development. This congruence underscores a general consensus on effective practices for SMEs, with the primary data providing a grounded, practical perspective that enhances the broader, theoretical views presented in the literature.
























[bookmark: _Toc154064380]4.4 Summary Chapter 4
In summary, Chapter 4 has shed light on the dynamic and intricate process of customer attraction and retention in the SME sector. The experiences and strategies shared by the participants are not only reflective of the current state of the industry but also provide actionable insights for future growth and adaptation. This chapter, therefore, stands as a crucial contribution to both the academic understanding of SME strategies and the practical playbook for business owners navigating the vibrant yet challenging landscape of London's domestic appliance repair market.
The diverse voices of SME owners and managers have illuminated the multifaceted nature of customer attraction and retention in a competitive urban market. We’ve seen a common thread in the adoption of digital strategies, underscoring the importance of an online presence and technological adaptation in today's business landscape. Yet, alongside these modern approaches, the enduring value of traditional methods like word-of-mouth, quality service, and community engagement has been equally emphasized.


















[bookmark: _Toc154064381]Chapter 5 Conclusion, Limitations and Recommendations

[bookmark: _Toc154064382]5.1: Introduction 
As we approach the final chapter of this dissertation, we embark on a critical phase of reflection and forward-looking analysis. Chapter 5 synthesizes the key findings, acknowledges the limitations of the study, and outlines practical recommendations for SME owners in the domestic appliance repair sector in London. This chapter serves as both a summation of the insights gained through this research journey and a guidepost for future actions and studies.
Drawing from the rich discussions and analyses of customer attraction strategies in Chapter 4, this chapter aims to distil the essence of what has been learned into actionable insights. The objective is to provide SME owners, like myself, with strategic guidance that can be practically applied to enhance business operations and customer engagement in the context of the ever-evolving London market.
Furthermore, this chapter recognizes the importance of acknowledging the limitations of the research. By identifying these limitations, we not only ensure the integrity and transparency of the study but also highlight areas for future research. This reflective process is vital for understanding the scope of the study's applicability and for setting the stage for ongoing inquiry into the dynamic field of SME business strategies.

[bookmark: _Toc154064383]5.2: Conclusions on each research objectives/proposition
The research objectives have been met, offering a comprehensive understanding of the customer attraction strategies in London’s SME domestic appliance repair sector, the challenges in implementing these strategies, and their resultant benefits. The findings validate the propositions set out at the beginning of this study, providing valuable insights into how SMEs can adapt and thrive in a competitive urban market.
1. Identifying Effective Customer Attraction Strategies
The research has successfully identified a range of customer attraction strategies utilized by SMEs in the domestic appliance repair sector in London. It's clear that a blend of traditional methods like word-of-mouth and community engagement, coupled with modern digital approaches such as social media marketing and local SEO, are being employed. These strategies are not mutually exclusive; instead, their integration has proven to be most effective. This aligns with the first proposition that customer attraction strategies tailored to local contexts and customer preferences yield better results. The research underscores the importance of understanding the local market nuances and customer needs in London, which varies significantly across its diverse neighbourhoods.
2. Understanding Challenges in Strategy Implementation
The study has illuminated the various challenges SME owners face in implementing these strategies, ranging from financial constraints to the complexities of navigating digital marketing landscapes. A significant challenge lies in balancing the investment in new technologies with maintaining the core values of personalized service that define many SMEs. This finding resonates with the second proposition, highlighting how external factors such as economic conditions and technological advancements influence the effectiveness of customer attraction strategies.
3. Realizing the Benefits of These Strategies
Analysis of the data revealed tangible benefits from the implementation of these diverse customer attraction strategies. Increased customer base, improved customer loyalty, and enhanced market visibility were commonly reported outcomes. These benefits are indicative of successful strategy adoption, validating the notion that well-executed customer attraction strategies, especially those that are adaptive and responsive to customer needs, can lead to substantial gains for SMEs.
4. Developing Actionable Recommendations
The research has culminated in the development of practical, actionable recommendations for SMEs in the appliance repair sector. These recommendations are grounded in the real-world experiences of the business owners interviewed and include advice on optimizing digital strategy implementation, resource allocation, and enhancing customer engagement. The study not only highlights what works but also provides a roadmap for SMEs to navigate the challenges and maximize the benefits of their customer attraction efforts.
[bookmark: _Toc154064384]5.3: Conclusions on the research problem 
The findings from this investigation offer a well-rounded conclusion to the research problem, shedding light on the complex dynamics of customer attraction and retention for small businesses in this niche market.
The research has revealed that SMEs in this sector are engaging in a blend of both traditional and digital marketing strategies to attract customers. This hybrid approach underlines the necessity of adapting to the evolving demands of a diverse customer base and the realities of an increasingly digital marketplace. The effectiveness of these strategies varies greatly depending on specific business contexts, such as location, customer demographics, and resource availability, underscoring the importance of a tailored, localized approach.
A significant finding of this study is the pivotal role of digital integration in modern customer attraction efforts. Engagement with digital platforms, particularly social media and local SEO, has emerged as a key factor in expanding market reach and competing effectively in London's diverse environment. However, the transition to digital marketing is fraught with challenges, including resource limitations and the need for continuous skills development.
The challenges faced by SMEs in this domain are indeed multifaceted. From budget constraints and technological adaptation to maintaining quality during expansion and responding to dynamic consumer behaviours, the hurdles are as varied as they are complex. These challenges call for strategic planning and adaptability to overcome.
Beyond immediate sales, the benefits of successfully implementing these customer attraction strategies are manifold. Improved market visibility, enhanced brand reputation, and stronger customer loyalty are among the notable advantages gained, contributing significantly to long-term business viability and growth.
[bookmark: _Toc154064385]5.4: Original Contribution of the Research (i.e.: management, academia, scholars)
The study stands out for offering a practical framework that guides SME owners in the integration of digital and traditional customer attraction strategies. This framework is particularly valuable for businesses navigating the transition to digital platforms, offering a balanced approach that does not neglect the enduring value of conventional methods.
In an urban setting as diverse and dynamic as London, the research emphasizes the critical importance of localized marketing strategies. The insights gleaned from this study illustrate the success of approaches tailored to the unique characteristics of various London neighbourhoods, providing management with a deeper understanding of how to engage effectively with a diverse customer base. This is especially relevant for businesses operating in multicultural urban environments, where customer preferences and behaviours can vary significantly.
Furthermore, the dissertation addresses a common challenge faced by SMEs: efficient resource allocation, especially in the context of marketing and customer attraction. The evidence-based recommendations provided in this study offer a strategic direction for SME owners on how best to allocate their limited resources. This is crucial for decision-making processes within SME management, ensuring that investments in marketing and customer attraction yield the maximum possible returns.
[bookmark: _Toc154064386]5.5: Limitations of the Research 
A primary limitation is the geographic focus solely on London. While this offers detailed understanding of urban SME dynamics, it limits the transferability of the findings to different geographical contexts, such as rural areas or cities with varying socio-economic and cultural backgrounds.
Furthermore, the study's concentration on the appliance repair sector adds an industry-specific context, which might not directly resonate with or apply to other sectors that have distinct operational and market realities. This specificity could potentially limit the study's broader applicability across different industries.
The research methodology, predominantly qualitative, involved a limited number of interviews with SME owners and managers. While this approach allowed for an in-depth exploration of individual experiences and strategies, a larger and more diverse sample size could have provided a more comprehensive view and mitigated any biases or anomalies in the data.
The focus on digital strategies, while pertinent to current market trends, might have led to an underrepresentation of traditional, non-digital customer attraction methods that some SMEs might still find effective. This skewed focus could overlook aspects vital to certain businesses, especially those less inclined towards digital transformation.
[bookmark: _Toc154064387]5.6: Recommendations/Areas for further/future research 
Reflecting on the findings and limitations of this dissertation, several areas emerge for further research, which could deepen our understanding of customer attraction strategies in SMEs, particularly in the service sector. These recommendations are designed to build upon the groundwork laid by this study and to address its limitations.
1. Expanding Geographic Scope: Future research could broaden its geographic scope beyond London. Comparing urban and rural settings or exploring SMEs in different cities and countries would provide a more comprehensive understanding of how location influences customer attraction strategies.
2. Cross-Sector Analysis: Investigating customer attraction strategies across various sectors would offer a broader perspective. Comparing service-based industries with product-based ones, for instance, could yield insights into the universality or specificity of certain strategies.
3. Longitudinal Studies: Conducting longitudinal studies to observe how customer attraction strategies evolve over time, especially in response to technological advancements and changing market conditions, would provide valuable insights into the dynamic nature of SME marketing.
4. Integration of Quantitative Data: Incorporating quantitative methods alongside qualitative research could add depth to the study. Surveys and statistical analyses could help in validating qualitative findings and provide a more rounded understanding of the effectiveness of different strategies.
5. Exploring Non-Digital Strategies: Given the digital focus of this study, further research into traditional, non-digital strategies would balance the understanding of customer attraction. This is particularly relevant for SMEs that rely heavily on community engagement and word-of-mouth.

[bookmark: _Toc154064388]5.7: Summary of Chapter 5
Chapter 5 serves as the concluding segment of this dissertation, synthesizing the key findings, acknowledging the limitations, and proposing future avenues for research. This chapter brings together the insights gathered from the exploration of customer attraction strategies employed by SMEs in the domestic appliance repair sector in London, culminating in a set of coherent conclusions, reflective considerations, and forward-looking recommendations.
The chapter began by consolidating the conclusions drawn from each of the research objectives. It successfully identified a blend of traditional and digital strategies used by SMEs, underlining the importance of adapting these strategies to the local London context. Challenges such as budget constraints, technological hurdles, and market competition were recognized, alongside the benefits like increased market visibility, customer loyalty, and operational efficiency.
Acknowledging the limitations of the research was a crucial part of this chapter, ensuring the integrity and reliability of the study. Limitations such as the geographic specificity to London, the focus on the appliance repair sector, the sample size and methodological approach, and the temporal nature of the data were discussed. The chapter concluded with a series of recommendations for future research. 
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	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
(this box should expand as you type)
	How you will mitigate the risk to participants:



(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

	
	No


(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:
No


(this box should expand as you type)
	How you will mitigate the risk to the investigator:



(this box should expand as you type)

	5
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:
No


(this box should expand as you type)
	How you will mitigate the risk to the University:



(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


(this box should expand as you type)
	How you will mitigate the risk to environment:



(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? 

	
	They have been briefed on the topic and purpose 


(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.

	
	I will email the participants the consent form provided by the university


(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. 

	
	No need


(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.
	☐
	x

	
	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),
	☐
	x

	
	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):

	
	


(this box should expand as you type)

	22
	List all who will have access to the data generated by the research activity:

	
	


(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:

	
	


(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.  

	
	


(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) 

	
	


(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: 21.11.2023




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/


Participation Consent Form 
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 


[image: ]

	

	Rhif Adnabod Cyfranogwr: 
Participant Identification Number:
	10

	
FFURFLEN GANIATÂD CYFRANOGIAD
	
PARTICIPATION CONSENT FORM

	Teitl Y Prosiect: / Project Title: “Strategies for Customer Attraction SME’s Businesses in London as a local service provider”.

	Enw'r Ymchwilydd / Name of Researcher:  Kaloyan Nenkov



	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.
	X

	2
	I understand that my participation is voluntary and that I am free to withdraw at any time, without giving any reason.

	X

	3
	I understand that any information given by me may be used in future reports, articles or presentations by the research team.

	X

	4
	I understand that my name will not appear in any reports, articles or presentations.

	X

	5
	I agree to take part in the above study.

	X

	Name of Participant

	BETTY ASKEW
	Signature:

	Researcher

	Kaloyan Nenkov
	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
Kaloyan Nenkov
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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