





Impact of point-of-purchase promotion on sale
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[bookmark: _Toc121312891]Chapter-1: Introduction
[bookmark: _Toc121312892]Background of the research topic
People today may buy their necessities online in minutes. Brick-and-mortar stores must find a new approach to attract customers. People are used to buying online due to the COVID-19 pandemic, and (Cozzio, et al, 2022). This pandemic has changed shopping habits, so brick-and-mortar retailers must find new ways to divert customers. 75% of consumers worldwide buy in-store, but they compare before buying (Pourmoradian, et al, 2022). That's why businesses use point-of-purchase strategies to influence customers' purchases. To compete with online retailers and boost sales, firms offer many discounts at checkout (Tan, et al, 2022). Customers want an offer and want to acquire a product that meets their wants if they know about it. Thus, product displacement can persuade customers to buy (Rizzi, et al, 2022).
Businesses that understand and care about clients also influence them. They want courteous personnel (Erpurini, et al, 2022). Communicating readily and feeling valued improves customers' buying decisions. The influence of point-of-purchase promotion on sales is chosen to understand the impact of both POP and POS (Widianawati, et al, 2022).
[bookmark: _Toc121312893]Significance of the research topic
The research issue is important because it shows how point-of-purchase, promotion, and sales affect customer purchase decisions. This research topic helps understand how point-of-purchase affects firm profit margins (Sulva, 2022). Businesses use several methods to increase sales. This research topic reveals their strategies and how customers influence and make last-minute purchases (Khan and Priya 2022). This research topic also shows how important point-of-purchase is and how to create sales-boosting methods. This research topic shows how a business attracts customers and positions its products to advertise and exhibit fast (Elvekrok, et al, 2022). This research helps firms target and educate customers to increase their worth and goodwill. With this research topic, a firm can learn how to target specific groups and service them successfully, as well as how to use various marketing approaches to attract customers and enhance sales and customer base (Tong, et al, 2022).
This research topic also helps companies understand how point-of-purchase promotion affects sales. This research topic can also help a company cut marketing costs and time (Mehralian and Khazaee 2022). Researching ways to display products more attractively can boost sales and profitability for retailers. This also decorates things rapidly, attracting shoppers (Liu, et al, 2022). This research helps companies understand product flexibility. Businesses can use strategic decisions and contingency tactics to handle difficult conditions (Helmi, et al, 2022). 
[bookmark: _Toc121312894]Purpose of the research
This research shows how point-of-purchase, promotion, and sales affect sales. This research also shows how a business operates and competes with others online and offline (Almeida, 2022). Research analyses and concludes. Research helps implement and find real-life instances for analysis. Research gives the researcher the newest facts and a wide understanding of the topic (Bigdellou, et al, 2022). It expands information and helps grasp other perspectives so everyone may learn. Research helps to comprehend the situation and collect both primary and secondary data to gain real-world experience by contacting different managers and employees of the firm (Ibeh, et al, 2022). Research expands and updates knowledge. Research also boosts morale since it follows a different policy to protect participants and preserve credibility. 
[bookmark: _Toc121312895]Aim and objectives of the research 
This research aims to identify the impact of point-of-purchase promotion on sales for brick-and-mortar. Moreover, this research explores strategies that affect the business's sales and profit margin.
The objective of this research is-
1. To analyse the impact of point-of-purchase promotion on sales.
2. To explore the way of influencing customers, which fosters sales.
3. To recommend how a business can overcome the challenging situation, increasing their sales and profit, which helps business growth and development.
[bookmark: _Toc121312896]Research questions
After analysing the research topic, the above objectives are established and based on the research objectives, and the following questions are developed-
· How do point-of-purchase and promotion impact the sales of the business?
· How does a business influence customer to foster their sales?
· What are the challenges which hinder a business's success and development? And how do businesses overcome it?


[bookmark: _Toc121312897]Chapter 2: Literature Review
Businesses adjusted their policies and strategies to attract clients by offering lower costs during the COVID-19 pandemic since people were used to buying online (Chae and Kim 2022). Customers visit stores to find the highest-quality, lowest-priced product (Baluran, 2022). Social, cultural, psychological, and personal variables influence online client purchases. Over 60 million Brits buy online, a huge number (Tan, et al, 2022). Online shops benefit from the rising figure. The 2020 Coronavirus pandemic increased sales by 49%. (Sulva, 2022). Post-pandemic brick-and-mortar establishments use several methods to attract customers (Crespo-Almendros, et al, 2022). Business strategy and policies change as consumers become more interested in brick-and-mortar stores. In that instance, firms use point-of-purchase sales promotions to attract customers (Pourmoradian, et al, 2022). In 2016, UK firms spent approximately £358 billion on marketing to attract clients and influence their buying decisions. Research shows that almost 30% of companies benefit from this Point-of-purchase promotion on sale approach, which should be taken seriously to boost business growth and stability (Phillips and Baudinette 2022). Another study found that businesses who use point-of-purchase promotion on sale marketing strategies expand 6 times faster, increase production purchase, and raise their purchase rate (Khan and Priya 2022). Their research influences clients' purchases. Research objectives and questions assist clarify the issue in this area.
How do point-of-purchase and promotion impact the sales of the business?
Point-of-purchase promotion is one way the retailer influences customers' buying decisions, increasing their sales (Phillips and Baudinette 2022). Customers often change their buying decision at the last moment to see the offer from the retailer in-store. For instance, they attractively offer some product for a particular day or time and place this promotional news new the checkout or point of sales, which attracts customers and often influences and changes their buying decision (Cozzio, et al, 2022). 
[image: ]
Figure-1: Example of point-of-purchase
Source: (Pourmoradian, et al, 2022)
When a retailer displays their particular promotional activity in front of the sales counter and displays it in a way that draws customers' attention, customers are often influenced and make repeated purchases, increasing their sales and revenue (Tan, et al, 2022). Moreover, retailers can achieve customer recognition by offering quality products at a discount, which makes repeat customers (Sulva, 2022). When customers find that this particular retailer offers their necessary products relatively low cost than others, it will influence them, and they will become loyal and repeat customers, increasing their business growth and sales (Khan and Priya 2022).
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Figure-2: How Point-of-purchase works
Source: (Almeida, 2022).
Promotional billboards and product focus boost sales. Customers also frequent the store, which boosts sales (Chae and Kim 2022). Retailers may utilise several methods to boost sales for a few months. A unique market position helps the organisation acquire a durable competitive advantage (Crespo-Almendros, et al, 2022). A store impacts customers in numerous ways to raise sales and revenue. When businesses greet customers with a smile and make them feel unique, they will become loyal to the brand, increasing sales and growth (Phillips and Baudinette 2022).
By embracing customers and offering exceptional items, a firm can build a unique brand. Customers will return if firms value their feedback and act on it (Baluran, 2022). Businesses can flourish by providing customers with information. Realistic promos should inspire buyers to buy (Cozzio, et al, 2022). Customers don't trust unrealistic promotions, which hurts business growth. Their revenues plummeted for a long period (Tan, et al, 2022). To attract clients, businesses should provide excellent service. In that circumstance, a corporation may move swiftly to improve service and offer quality items at lower prices, gaining a sustained competitive edge (Pourmoradian, et al, 2022). Business success requires good management. They can't create a successful strategy or make smart decisions, hampering corporate growth (Sulva, 2022).
When they cannot execute a strategy, they risk a lot. Efficient workers outperform clumsy ones, limiting business expansion. Efficient personnel are better trained, saving time and money, and they may influence customers, increasing sales and giving the company a competitive edge (Khan and Priya 2022). Riots, movements, and political party changes can hurt commerce. Political issues and economic factors like inflation, exchange rate, unemployment, and GDP growth rate affect corporate success (Almeida, 2022). Businesses analyse the external environment to make strategic decisions and succeed while scanning a country's internal and external environment. Businesses may simply persuade customers by hiring the best. A pleasant appearance attracts clients and boosts sales (Chae and Kim 2022). Training and development programmes improve employee performance and help businesses overcome challenges (Crespo-Almendros, et al, 2022). Successful businesses make profitable judgements. Deep macro and microanalysis helps businesses comprehend political and economic conditions and make more informed decisions. Knowing the political situation helps the business promote (Phillips and Baudinette 2022). 
How does a business influence customer to foster their sales?
Businesses produce sales-boosting leads using several methods. More customers mean more sales. Brick-and-mortar stores separate the market into priority areas to clearly define their customers (Crespo-Almendros, et al, 2022). Businesses use ads to attract customers. They analyse social media data and research competitors to find their best customers. Businesses can attract clients by solving their problems (Cozzio, et al, 2022). After identifying their clients, they seek ways to solve their problems by delivering their product. Businesses must meet customers' needs. They can use the 100 calls method without fear of rejection to learn clients' thinking and how they respond to their interests (Chae and Kim 2022). Businesses should spend more to acquire customers and money. Billboard commercials and international match sponsorships can promote a business. They may advertise on Facebook, YouTube, and Google, where buyers spend most of their time, which boosts sales (Rizzi, et al, 2022). Customer interactions can boost sales. Businesses can engage with customers on social media by responding to their postings, making them feel appreciated and loyal (Erpurini, et al, 2022). To engage customers, organisations might describe impending product features. Customers will buy new products if they know their features (Widianawati, et al, 2022). Most UK businesses provide incentive schemes. If so, businesses can discount clients who refer friends and family and give future discounts to grow sales. UK companies also enhance sales by thanking and contacting customers after purchases and asking about their service, which improves communication and makes them important (Elvekrok, et al, 2022). Their devoted customers buy again. UK businesses use testing freebies to generate leads by letting customers try the genuine or substitute product and suggest improvements. Businesses grow their market worth by selling advantages, not products, by focusing on benefits and quality (Tong, et al, 2022). Remember that happy customers inform 3–5 people. A business's reputation is at risk when a disgruntled client tells at least 15 people about their unpleasant experience. Customers will choose products that are well-presented and enticing. Creative presentations entice customers to buy (Mehralian and Khazaee 2022). Sales and long-term competitive advantage depend on competitive advantage development. A business can get a competitive edge and become a first mover by selling its premium, unique product. Then, the business can analyse competitors' products and strategies to succeed in the market (Liu, et al, 2022). Businesses can consider why customers buy their product, why they won't buy the competition's, and what makes their product unique and valuable. Market research allows businesses to determine product prices that reflect their value and are well received (Helmi, et al, 2022). After cost analysis, businesses set prices. In that situation, companies should worry about competitors' prices, and one of the major tasks is to beat them to make customers happier. They should consider both profit and product value while setting prices (Bigdellou, et al, 2022). Understanding customers and interpreting their thinking increases sales. Remember that people buy products that understand them and meet their wants. Businesses should advertise on many platforms to reach the most people and improve market share (Ibeh, et al, 2022). Blogs, Twitter, Instagram, LinkedIn, TikTok, Email, and Billboards may be the best places to advertise. Businesses can enhance sales by at least 10% by selling to repeat customers. Businesses can enhance sales by retaining their value, communicating with customers, defining the new product and its requirements, promoting themselves as a unique seller, and building a loyalty programme (Almeida, 2022). Businesses can persuade customers by telling them they can save 25% and receive 200% by buying the product at the prior price. On holidays and festivals, BOGO deals and discounts can boost sales (Baluran, 2022). Businesses can boost sales by identifying what customers want and offering substitutes to attract all types of customers. After utilising the previous marketing methods, businesses can boost their products' costs due to their distinctive identity and solely by delivering the unique quality that has the most market demand (Chae and Kim 2022). They should worry about competitors' products and replacements that can change client demand. They should remember that a minor increase would not influence their customer range since they can already establish a unique brand image (Cozzio, et al, 2022). Training salespeople in negotiating and customer service can boost sales. Customer communication makes them return. In that instance, a company can set a sales goal to motivate salespeople (Crespo-Almendros, et al, 2022). Sales targets and compensation can help businesses flourish. 
What are the challenges which hinder a business's success and development? And how do businesses overcome it?
Every firm faces problems that prevent long-term success and a sustainable competitive edge. Below are their challenges.
Businesses must fight with their competitors to survive, thus they sometimes struggle to maintain good quality and lasting client connections, which limits their success (Khan and Priya 2022). Improving employees' ability to create and sustain quality products is another problem. Businesses struggle when employees can't use new technology (Phillips and Baudinette 2022). Employee negativity hinders corporate progress. A tough employee lowers sales and loses customers. Many firms struggle to succeed due to a lack of focus (Pourmoradian, et al, 2022).
Businesses also sometimes lose focus, which hinders their success. People's needs change with the globe. Nowadays, clients want the latest product, which increases business problems and requires regular updates, requiring a continuous change in business policy and strategy (Sulva, 2022). Businesses must maintain product quality and features while maintaining a good and innovative reputation. Today, individuals work for several companies to gain expertise, then they leave to work for another company, which some companies view as a major loss because they train their people and pay a lot for their training (Tan, et al, 2022). Procrastination, with deadlines and stress, is a business difficulty. Delivering on schedule can be difficult and impair corporate performance. Work boredom can lower productivity and performance (Rizzi, et al, 2022). Employees lose enthusiasm, which lowers production and costs the organisation. Uncontrolled personnel and management hurt a company's operations. Hiring personnel is also time- and resource-intensive for the company. Extreme pressure might impair employee performance (Erpurini, et al, 2022). Pressure prevents them from making fast decisions that hurt their business. Managers sometimes need a second opinion to make a swift choice, which takes time and may cost the organisation the chance (Widianawati, et al, 2022). Businesses must adapt to new issues to survive. Without creativity, they suffer complexity, which affects client retention and prevents customer acquisition. Small businesses must compete with large companies that offer a variety of products to attract clients (Elvekrok, et al, 2022). Lack of finance, together with poor management, limits business efficiency and sales. Small firms struggle to fund innovation research and product development since it costs a lot of money (Tong, et al, 2022).
Insufficient funding and a lack of spending also affect their operations. Some organisations assume investing in training, learning, and innovation is expensive, but it can boost productivity and sales (Mehralian and Khazaee 2022). The business environment might hurt sales and profit. When the weather is bad, people stay indoors, hurting brick-and-mortar businesses' sales and point-of-purchase promotions. Weak communication skills hurt sales, impact customers, and make them repeat consumers (Liu, et al, 2022). Poor communicators can't understand clients' wants or speak freely, which threatens business.
Businesses can overcome the above challenges by following the below strategy
Businesses must plan training and development programmes for their staff to improve their abilities and learn how to use sophisticated technologies to create unique products in this competitive world (Helmi, et al, 2022). Training boosts efficiency, productivity, and business growth. Businesses should avoid negativity to boost sales and stay competitive. To boost sales, companies should promote creativity at all levels. If so, their new product can target a certain group (Bigdellou, et al, 2022). Innovation creates a unique brand and marketing offer.
Businesses can use smart technologies to speed up delivery and track customers to complete transactions. To retain clients, businesses must be polite (Ibeh, et al, 2022). Challenges and goals help employees avoid boredom and become excited about difficult tasks. Strong management and control can govern personnel and maintain job rigour, which helps satisfy consumers and gain a long-term competitive edge (Almeida, 2022). Fast decisions help businesses respond swiftly and save time. Creative cultures help companies expand and gain market share.
Creativity also boosts sales by targeting a certain audience. Instead of tiny, they should consider big and achievable (Baluran, 2022). They might borrow resources to execute new strategies and instal innovative technologies to boost productivity and profitability. Instead of seeing it as a cost, companies should view training and technology as investments (Chae and Kim 2022). New technology can address most problems and answer client questions promptly. They should use point-of-purchase and sales promotions to attract more customers and persuade them to spend more. This marketing tactic influences customers' purchases (Cozzio, et al, 2022). Businesses should also be prepared for a negative atmosphere, which can hurt sales, and take immediate action to boost sales and operations. Finally, the firm should strengthen its communication abilities to impact and retain customers (Crespo-Almendros, et al, 2022). 












[bookmark: _Toc121312898]Chapter 3: Research Methods and Methodologies
[bookmark: _Toc121312899]Research Philosophy
Research philosophy includes data collection, analysis, and methodology. Research philosophy helps researchers build hypotheses for quantitative research by understanding research goals and possibilities (Tan, et al, 2022). Positivism, interpretivism, realism, and pragmatism are research philosophies (Sulva, 2022). This research uses positivism, interpretivism, and realism because it uses primary and secondary data (Baluran, 2022). This research applies positivism and interprets data with factual knowledge. Researchers discover the fact and can hypothesise.
Interpretivism research philosophy describes the researcher's interest in observing the social reality (Pourmoradian, et al, 2022). The realism research philosophy allows researchers to use assumptions and scientific methods to gain knowledge and insight from data collected from many sources. Data interpretation using interpretivism and represent positivism yields the best result (Cozzio, et al, 2022).
[bookmark: _Toc121312900]Research Paradigm
Research design helps researchers define their goals, collect high-quality data, and analyse their findings. A well-structured research design helps researchers achieve their goals and find the optimum research solution (Phillips and Baudinette 2022). Three paradigms—exploratory, explanatory, and descriptive—help structure research. The descriptive research paradigm is used to explain the data in this study (Pourmoradian, et al, 2022). A researcher can study one or more variables using descriptive research design. Different research methodologies can employ this approach. This paradigm also aids in research and provides a deeper understanding of the situation (Khan and Priya 2022). This paradigm allows qualitative data collection for greater comprehension.
[bookmark: _Toc121312901]Research Approach
A multi-step data gathering method describes the study procedure. Research involves several steps (Crespo-Almendros, et al, 2022). Deductive research helps researchers interpret data using the right theory and obtain data from credible sources (Tan, et al, 2022). To explain causality and measure quantitative notions, the deductive research approach is used to conclude research findings (Cozzio, et al, 2022). Deductive research lets researchers make logical decisions and gain particular ideas, which helps generalise study findings and deduce assumptions. The researcher chooses deductive research to test a theory (Chae and Kim 2022).
[bookmark: _Toc121312902]Research Methodology
Quantitative and qualitative data are used to interpret and remedy the issue (Sulva, 2022). Research methodology helps researchers stay focused by providing a precise plan (Baluran, 2022). Research technique helps researchers manage their work and find good answers (Almeida, 2022). It improves theory testing and helps researchers stay focused. Research technique helps create research topics and designs (Tan, et al, 2022).
[bookmark: _Toc121312903]Research Strategy
A clear plan helps the researcher achieve the optimum outcome. The right data collection and procedure help researchers stay on track, saving time (Sulva, 2022). Research strategy determines data collection, analysis, and procedure (Pourmoradian, et al, 2022). This research technique uses primary and secondary quantitative and qualitative data to clarify the topic (Khan and Priya 2022). Primary data provides a unique, unpublished outcome, whereas secondary data manages cost and saves time.
[bookmark: _Toc121312904]Research Instruction
The researcher must collect accurate primary and secondary data from multiple sources to complete the investigation. Questionnaires, graphs, tables, and charts help the researcher understand the research topic and discover the best solution (Phillips and Baudinette 2022). Graphs and tables assist the researcher make a decision quickly. Graphs, tables, and questionnaires let researchers show actual results so decision makers can make contingency decisions (Khan and Priya 2022). These data also aid deduction.
[bookmark: _Toc121312905]Study Population
Data is collected from the employees and customers to understand the impact of point-of-purchase, promotion and sale. Data is collected to know how point-of-purchase, promotion and sale affect a business and its revenue (Crespo-Almendros, et al, 2022). Data is collected from around 15 employees and customers to know the actual scenario of the business and how it works and competes against the other brick-and-mortar competitors. The researcher selects these two groups to reveal the actual impact and to understand the working process (Cozzio, et al, 2022). Collecting data from employees and customer help to understand customers' mind and how they are influenced to get such promotional activity, which helps the business modify its strategy.
[bookmark: _Toc121312906]Data Collection Method
Research conclusion and data collection are important. Data collecting helps explain conclusion-making and assures correctness. Research uses primary and secondary data. The researcher obtains primary data from store personnel and customers and secondary data from news portals, statistics, and websites (Crespo-Almendros, et al, 2022). To acquire accurate data, the researcher interviews employees and consumers and conducts surveys (Chae and Kim 2022). The researcher also collects data from websites, online businesses, and shops and their websites to understand the effects of point-of-purchase, promotion, and sales (Baluran, 2022). 
[bookmark: _Toc121312907]Sampling Method
The researcher chooses enough participants to acquire the best outcome and appropriately interpret the data. The researcher selects 15 retail shop customers and staff who exit (Almeida, 2022). The researcher collected data from primary and secondary sources using random probability, a non-probability sampling method (Chae and Kim 2022). The researcher uses probability sampling to describe the results from primary and secondary sources (Almeida, 2022). The actual outcome from random sampling helps researchers understand how point-of-purchase and promotion affect sales. The researcher also uses qualitative data to determine the impact of point-of-purchase and promotion on sales (Tan, et al, 2022).
[bookmark: _Toc121312908]The rationality of chosen data
The researcher obtains primary data from retail personnel to understand how point-of-purchase, promotion, and sales effect income. The researcher also wants to know how point-of-purchase promotion affects sales and how it modifies client buying behaviour at the last minute (Sulva, 2022). The researcher can learn how competitors use this tactic and boost sales by using random probability. Surveys also provide data that competitors might use to acquire clients and complete their research (Pourmoradian, et al, 2022).
[bookmark: _Toc121312909]Data Analysis
Qualitative and quantitative primary and secondary data must be properly analysed to reach the final conclusion. They can use charts, tables, and graphs to better represent data (Phillips and Baudinette 2022). In that instance, statistical analysis organises the data. Data analyses assist researchers locate precise and dependable data, which aids retailers and others in decision-making (Khan and Priya 2022). Data analysis simplifies structures and helps interpret them. Customer insights, buying behaviour, and emerging trends help businesses estimate demand and refill inventory (Crespo-Almendros, et al, 2022). Data analysis reduces costs and shows how customer considerations might boost revenue. 
[bookmark: _Toc121312910]Research Administration
The researcher must keep employees' private information secure. To acquire client information and protect privacy, they must be sentient and encourage fundamental information (Chae and Kim 2022). To acquire the greatest data, the researcher should protect clients' privacy and make communication easy (Baluran, 2022). The researcher can easily and efficiently collect data by surveying, emailing, online surveying, and asking face-to-face questions (Almeida, 2022).
[bookmark: _Toc121312911]Ways of interpreting data 
The researcher acquires data from many sources, then draws conclusions and develops findings in four processes (Phillips and Baudinette 2022). The researcher can collect data from retail personnel and customers to show how point-of-purchase and promotion affect sales and how firms may use this method to boost sales (Tan, et al, 2022). Researchers can utilise many methods to interpret their findings. They can analyse data via charts, graphs, and tables. The researcher can also utilise various data collection, sampling, and philosophy methodologies to get a conclusion (Khan and Priya 2022). They choose the finest techniques, designs, and people to interpret the result. The researcher suggests removing any obstacle that boosts sales and prevents losses (Crespo-Almendros, et al, 2022). The researcher can also suggest ways a business can gain a long-term competitive advantage. 
[bookmark: _Toc121312912]Strengths and Limitations of the Data
Researchers gather data from main and secondary sources, retail personnel, and customers to understand how point-of-purchase and marketing on sales affect the business and how it boosts performance and productivity (Cozzio, et al, 2022). Their strengths include information sharing and data collection, but other limitations prevent them from obtaining accurate data. Time and money constrain their data collection (Chae and Kim 2022). Additionally, resistance to provide information prevents researchers from collecting data. 
[bookmark: _Toc121312913]Time prospect of the research
Proper planning helps the researcher to accomplish their task successfully and in a systematic way. Almost 65% work will be done when a proper plan is formed and maintained successfully (Baluran, 2022). To accomplish the research project, the researcher plan within 3 months, 2 months requires to conduct research. Almost 2 months are required to conduct research design, and implementation takes approximately 2 months, whereas follow-up needs 2 months to accomplish the fundamental research (Almeida, 2022).
	Task name
	January 05
	February 05
	March 05
	April 05
	May 05
	June 05

	Planning
	
	
	
	
	
	

	Research
	
	
	
	
	
	

	Design
	
	
	
	
	
	

	Implementation
	
	
	
	
	
	

	Follow up
	
	
	
	
	
	


[bookmark: _Toc121312914]Ethical consideration of the research
The researcher must receive the consent of the customer and employee when they collect the information and maintain their security, which is very important and must be maintained (Baluran, 2022). They cannot ask questions without consent and must maintain robust privacy when collecting information. 



[bookmark: _Toc121312915]Chapter 4: Data Presentation

[bookmark: _Toc121312916]4.1 Introduction of the chapter

This chapter analyses ASDA management and staff data to understand the impact of point-of-purchase and promotion on sales. This research collects primary data to understand the influence of point-of-purchase and promotion on ASDA sales and how it affects their normal activity, profit, and sales. When implementing point-of-purchase, sales promotion, and market value, ASDA managers and personnel encounter many problems. First, this report uses tables and graphics to interpret data. Second, the report uses descriptive analysis to explain and evaluate ASDA employee data.
Summary of the presentation of the result
The survey was conducted with 10 people, and all responded enthusiastically among the 10 people; 4 people were delighted, whereas 4 people were satisfied, 1 remained neutral, and 1 was not satisfied with their campaign. Most people are highly interested in their campaign, which increases their sales. This high satisfaction rate fosters their sales growth and helps them achieve a sustainable competitive advantage in the long run.

1.1 Interview response of Manager of ASDA based Question-1: What is the impact of point-of-purchase promotion on sale that faces ASDA? 
As a manager of ASDA, I can say that point-of-purchase promotion on sale has various impacts, which increase the sales of ASDA as this promotion is placed in front of the customer at the cash counter, which customers can see at the time of checkout of the store. When they know about the promotion, it encourages them, and significant research can occur at this time, increasing business sales and revenue. Moreover, the customer tells others about this promotional activity, which increases ASDA's sales growth. Moreover, ASDA conducts this promotion attractively, increasing business productivity and performance. Business can increase their revenue which also attracts customers by giving this tempting offer to a customer. Moreover, this activity change customer buying behaviour by which they also can change their buying decision, which increases sales growth. 

Interview response of Employees of ASDA based Question-1
As an employee of ASDA, I can see the difference in giving point-of-purchase promotions on sale, which increases their activities and sales as customers change their buying decision. It affects the production of ASDA, which encourage customers' buying decision, and the business can increase its competitiveness. Businesses can achieve their competitive advantage by promoting this promotion, which increases business sales. Before this promotional campaign, the average sales level go through a monotonous level. Still, after this campaign, sales suddenly increased, and more customers visited their shop regularly, increasing their growth. As ASDA displays their product to the customer, customers get influenced and want to pick up the product, increasing its sales and revenue. 

Interview response of managers. Question 2: What are the changes that ASDA face when they promote their product near the customer's hand?
As I am a manager of ASDA, I can see the changes ASDA faces during this promotional campaign. The shop visit rate of customers is increased significantly, increasing their sales. Moreover, customer changes their mind and purchase more by seeing this promotion. The performance of the employees is also increased as they have to do more work which encourages them and fosters business growth. Employees are more interested in doing more work and come out from dullness, which decreases their productivity. Businesses can increase their competition because of the increase in sales, and they become more enthusiastic, which helps to accomplish the work.


Employees of ASDA
As an employee of ASDA, point-of-purchase promotion on sale significantly affects the business as sales increase owing to this promotion, and customers become interested in visiting their shop, which increases sales. Moreover, the customer tells others about this promotional campaign, which also increases business sales. This promotional campaign can force customers to change their buying decisions, increasing business profit. This change occurred when ASDA adopted a point-of-purchase promotion on-sale campaign, which significantly affected business productivity and performance. Moreover, employees are motivated and enjoy their business, reducing their stress and boredom. 

Question 3: How does ASDA increase their sales? Manager of ASDA
Besides point-of-purchase and promotion on sale, the business also applies different strategies, which help to increase its sales and revenue. In that case, businesses target a particular group they want to serve. As a manager of ASDA, I can see they conduct various promotional campaigns and give special offers to customers on holidays which attract them and increase their sales. 
Employees of ASDA
I am an employee of ASDA, and I notice that they apply different marketing tactics and sometimes referral marketing strategies to increase their sales. They give employees a BOGO offer which increases sales by at least 10%. Moreover, they increase their sales by offering lower prices than competitors, which also helps grab more customers. Customers can switch easily when they get a product at a lower price, which also increases their sales. Moreover, ASDA promotes their product using different social media channels such as Facebook, LinkedIn, Instagram, TikTok, and YouTube, affecting its sales growth. 
Managers and employees' responses as shown in figure 3. Question-1: How do you rate the satisfaction ASDA adopts to increase sales? 


Figure 3: How satisfied ASDA's Managers and Employees are with the promotional campaign.



Question 2: Which factor of motivation helps to increase sales?
Customers are affected by many things when businesses try to increase their sales by applying different marketing tactics. Several factors motivate them, influencing them to change their buying decision. The research is conducted among 10 people, where 2 people are influenced by getting BOGO offers which motivates them to buy the product. Referral marketing is another factor where customers motivate and decide to visit the shop. Referral marketing changes their mind and motivates the customer to change their purchase decision. Three people know about the point-of-purchase promotion on sales campaigns by viewing other social media platforms that attract them and influence them to purchase the company's product. Among the 10 people, 3 people are influenced when they get discounts on several products, which increases business sales and helps them gain a competitive advantage. 

Figure 4: Factors of motivation which increase sales
Question-3: How does a promotion campaign improve point-of-purchase in ASDA?
As ASDA conduct various promotional campaign along with point-of-purchase and promotion on sales and use several social media platform to increase their sales, they can motivate customers and change their mind, which affects buying decision. Of another 10 people, 6 highly agreed and believed that their promotional campaign would work seriously as they already have a strong position in the market and a positive review. They say their promotional campaign will increase sales and revenue, and the rest of the 1 remain neutral.

Figure-5: How promotion campaign improve point-of-purchase in ASDA
Question-4: What are the main reasons behind point-of-purchase promotion on sales?
ASDA offers and starts a different promotional campaign, increasing its sales and revenue. To foster their sales and value, 10 people gave their opinion. They said that ASDA wants to increase their sales and value, which is why they give several promotional activities that encourage customers and change their purchase decision. Moreover, among the 10 people, 2 think they want to connect with customers and develop a good relationship that fosters their sales and growth. Another 2 people think they want to motivate employees as they become monotonous to do their regular activities. They want to increase their productivity, and when sales will be increased significantly, it affects them, and they will have to perform more work which improves their productivity and performance. 3 People agree that ASDA wants to shrink employees' boredom, and that's why they give promotional campaign, which also helps them gain more market share and also help to increase value in the market by which they can develop a good relationship with the customer and 3 think that they want to foster sales. 

Figure-6: main reason of point-of-purchase, promotion on sales
Question-5: How does point-of-purchase promotion on sales increase profit in ASDA in these days of a competitive market?
Today the world is very competitive, and businesses apply several marketing techniques to increase their sales and attract more customers. They want to increase their sales and profitability by delivering their best product to the customer and satisfying their needs, which helps them remain competitive. Surveying the random people, among the 10 people, 2 people think that offering discounts help them to increase their sales and productivity as customer want an offer from a different product which encourages them to change their buying decision whereas 3 people think that quality is a significant factor which ASDA increased to foster their sales growth. Today, with several competitive plays in the same market, businesses that serve quality products can increase their value and attract more customers. So, quality is a substantial factor which increases a business's reputation. Among the 10 people, 3 think focus on marketing is the primary customer issue that helps foster their productivity and sales. ASDA connect with their customer and values their opinion, which helps to draw customers' attention. The rest of the 2 people think that understanding customers and meeting their needs is crucial for a business and drives its success. Businesses that understand their customer well and influence them to buy their product can foster their goals, and it helps them to achieve sustainable competitive advantage. 

Figure-7: How Point-of-purchase increase profit
Data analysis helps to target better, and the researcher can understand the significance of the research topic in a more presentable way. Businesses can identify their cost and benefits when properly analysing the data (Widianawati, et al, 2022). Moreover, a business can know its target customer when they analyse the data and interpret the result, encouraging them to focus on adequately improving the quality. Based on the satisfaction and demand analysis, businesses can focus on the innovation customers want (Elvekrok, et al, 2022). Based on the data analysis, they can understand their drawbacks which helps them discover a new ways to overcome them. Businesses can also find out how to cut their cost, which helps them use economies of scale by which they can increase their competitiveness in the market (Tong, et al, 2022). They can solve their problem quickly when businesses analyse the data, which is significant in research.
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The response to the Survey questionnaire 
Point-of-purchase promotion on sales has a significant impact on increasing a business's sales like ASDA. With this strategy, businesses can increase their sales and revenue and attract more customers. Businesses like ASDA can change customers' buying decisions which impact their revenue function and profitability. ASDA formulate their strategy in a way which helps to change customers' minds, and they set its promotional activity in front of the customer so that they can see and feel the necessity of that product and change their purchase decision. 
This part of the research focuses on analysing the data and findings of the research from the questionnaire by which the researcher collected primary and secondary data from the employees and managers of ASDA. In figure 3, managers' and employees' responses show where they are satisfied with this promotional activity of ASDA. In figure 4, motivation factors are defined, which helps to know which factor of motivation increase ASDA's sales. How promotional campaigns can improve purchases and change customers' buying decisions is also displayed in figure 5. ASDA want to foster their sales which may positively affect its revenue, and why they introduce promotional campaign like point-of-purchase and promotion on sales is included in figure 6. How ASDA increased its profit is displayed in figure 7, which also helps to represent the data more meaningfully. 
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Chapter 5: Recommendation and Conclusion 

Businesses can use point-of-purchase, sales promotions, and other methods to boost sales.
Customer-focused companies can maximise profitability. Thus, the consumer is the business's revenue generator and should be carefully considered (Mehralian and Khazaee 2022). In that instance, businesses can use market data to learn customer preferences and improve. Leaders respond to clients' needs and create strategies for growth and innovation (Liu, et al, 2022).
Businesses should comprehend consumers' minds and be nice and polite, which makes them feel valued and shows personnel are busy servicing them, which also satisfies customers (Helmi, et al, 2022). Valued customers return. If so, personnel can ask customers how they might help them choose a product and boost sales.
Businesses should solve customers' problems to increase customer loyalty and sales. The company should also offer distinctive products to stand out from competition (Bigdellou, et al, 2022). Customers will buy from companies who offer the best goods at the lowest price. Since switching costs are cheap, customers switch to the business, enhancing productivity (Ibeh, et al, 2022).
Businesses should follow the current trend and use new marketing methods to attract more clients. They should also prioritise business and product-specific initiatives.
To be competitive, firms need expand their product portfolio. Product line extension attracts additional customers by adding innovative items and niche markets (Rizzi, et al, 2022). Businesses should question themselves why customers buy their product and not the competitor's. Businesses should also question why customers buy their product, what makes it unique, and how customers are satisfied with it (Erpurini, et al, 2022).
After-sales service helps businesses retain consumers. Businesses should ask customers to discuss their experiences on their website (Elvekrok, et al, 2022). Customers report positive experiences on a public platform, which boosts sales.
Businesses also need a strong website to promote their products and attract clients. Building a great website and hiring an SEO professional will boost productivity and sales (Tong, et al, 2022). SEO helps clients find the website so they may buy and lure them with tempting discounts. Thus, packaging and product features are important to website visitors. In brick-and-mortar stores, point-of-purchase and sale promotions inspire customers to buy (Mehralian and Khazaee 2022).
Businesses should email, Facebook, Instagram, and call customers to learn about their product experience and ask for improvements (Liu, et al, 2022). Calling them boosts sales. Businesses can also host private events to connect with customers. Event orgasmatron promotes their products to national and international customers, helping businesses penetrate foreign markets (Helmi, et al, 2022).
Businesses should use POP software to track customers who touch and view the goods. This software also tracks conversation and engagement ratios to determine how often customers interact with point-of-purchase, what sort of customers change their buying choice at the last minute, and how many of those customers buy the goods (Ibeh, et al, 2022). Before implementing this technology, the company should conduct a free trial to evaluate the software and determine how point-of-purchase promotions affect sales. Before the final introduction, a firm can grasp the consequences that led them to use this programme and its needs (Tan, et al, 2022). This programme lets them track client satisfaction and business sales.
The business should also use POS software to track sales and the number of consumers who change their buying habits when they present this promotion at the last minute (Sulva, 2022).
Product placement boosts sales and revenue. Retailers put their products and offer them at lower prices to entice customers. Putting a product at the point of sale pushes customers to change their views, which boosts revenue and customer loyalty. Point-of-purchase promotion boosts business growth because 75% of buyers change their buying decision after seeing a retailer's promotion (Pourmoradian, et al, 2022). Businesses should display things so customers may see and feel their requirements and buy. Promoting sales by attracting clients' attention. Displaying products and promotions to customers boosts earnings. Businesses use several marketing methods to advertise their products and boost sales to compete with competitors. Most UK businesses use point-of-purchase and promotion sales methods to boost productivity and growth.
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Appendix-1: Interview Questions
Question-1: What are the main challenges that face ASDA during this pandemic?
	Manager of ASDA
	Employee of ASDA

	
	



Question 2: How does ASDA over these challenges?
	Manager of ASDA
	Employee of ASDA

	
	



Question 3: How does ASDA motivate employees during the pandemic?
	Manager of ASDA
	Employee of ASDA

	
	



Survey Questions
Question-1: How do you rate the satisfaction that ASDA adopts to increase sales?
Question 2: Which factor of motivation helps to increase sales?
Question-3: How does a promotion campaign improve point-of-purchase in ASDA?
Question-4: What are the main reasons behind point-of-purchase promotion on sales?
Question-5: How does point-of-purchase promotion on sales increase profit in ASDA in this day competitive market?
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	Not satisfied 
	Neutral
	Satisfied
	Highly satisfied

	0
	2
	4
	4


Table-1
	BOGO offer
	Referral Marketing 
	Social Media Marketing
	Discounts

	2
	2
	3
	3


Table-2
	Not working
	Neutral
	Working
	Highly working

	0
	1
	3
	6


Table-3
	Shrinking the stress of employees
	Connect with the customer
	Motivate employees
	Foster sales

	3
	2
	2
	3


Table-4
	Offering discount
	Increasing the quality of the product
	Concentration on marketing
	Meeting the needs of the customer

	2
	3
	3
	2


Table-5
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	Teitl Y Prosiect: / Project Title: 
Investigate the impact of point-of-purchase, promotion on sale.



Dear Sir/Madam, 

My name is Diana-Veronica Ciobanu and I am a 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 Investigate the impact of point-of-purchase, promotion on sale. The purpose of this research is to determine the purchase and promotions.

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
Diana-Veronica Ciobanu
University of Wales Trinity Saint David (London Campus)
Winchester House
11 Cranmer Road
London – SW9 6EJ
Tel: +442075667600
Email: info.london@tsd.ac.uk 
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Participant Identification Number:
	A.F.
074xx

	
FFURFLEN GANIATÂD CYFRANOGIAD
	
PARTICIPATION CONSENT FORM

	Teitl Y Prosiect: / Project Title: 
Investigate the impact of point-of-purchase, promotion on sale.

	Enw'r Ymchwilydd / Name of Researcher: Diana-Veronica Ciobanu



	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.
	√

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

	√

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

	√

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

	√

	5
	I agree to take part in the above study.

	√

	Name of Participant

	A.F.
	Signature
A.F.

	Researcher

	Diana-Veronica Ciobanu
	Signature
D.C




	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
Diana Ciobanu
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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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: Diana-Veronica Ciobanu
	

	2
	Tick all boxes that apply:
	Member of staff:
	☐
	Honorary research fellow:
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	Undergraduate Student
	☒	Taught Postgraduate Student
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	For students:
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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
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	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
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	Institute Research Committee
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SECTION C:  Internal and External Ethical Guidance Materials
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	UWTSD Research Data Management Policy
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	3
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	3
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	4
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	5
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	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?

	


(this box should expand as you type)

	11
	Who will the participants be?

	


(this box should expand as you type)

	12
	How will you identify the participants?
	


(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:


(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

	
	


(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:



(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:



(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:



(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? 

	
	


(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.

	
	


(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. 

	
	


(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):

	
	


(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:
	CIOBANU
	Date:
03/01/2023



For STUDENT Submissions:
	2
	Director of Studies/Supervisor:
	Dr Anupan Mazudar/Dudley Ofori
	Date:
03/01/2023

	3
	Signature:
	CIOBANU

	



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: 



Series 1	Not satisfied	Neutral	satisfied	Highly satisfied	0	2	4	4	Column2	Not satisfied	Neutral	satisfied	Highly satisfied	Column1	Not satisfied	Neutral	satisfied	Highly satisfied	



Sales	2

BOGO Offer 	Refferel marketing 	Social Media marketing 	Discounts	2	2	3	3	

Series 1	Not working	Neutral	Working	Highly working	0	1	3	6	Column1	Not working	Neutral	Working	Highly working	Column2	Not working	Neutral	Working	Highly working	



Series 1	Shrinkness the stress  of employees	Connect with the customer	Motivate employees	Foster sales	3	2	2	3	Series 2	Shrinkness the stress  of employees	Connect with the customer	Motivate employees	Foster sales	Series 3	Shrinkness the stress  of employees	Connect with the customer	Motivate employees	Foster sales	



Sales	
Offering discounts	Increasing the quality of the product	Concentration on marketing	Meeting the needs of the customer	2	3	3	2	
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