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1. Introduction 
The mobile phone industry is one of the fastest-growing market segments and developments in the telecommunications industry, which is driven by the rapid pace of development (Cecere et al. 2015). The information below from Statcounter (2023) presents the market share of mobile phones in both the global and UK markets. The market leaders are Apple and Samsung, which compete not only with each other but also with other brands.
Mobile Vendor Market Share Europe
Jan 2022 - Jan 2023
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[bookmark: _Hlk128407029][bookmark: _Hlk128406479]Source: Statcounter (2023)
Mobile Vendor Market Share the United Kingdom
Jan 2022 - Jan 2023
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Source: Statcounter (2023)
Companies use different methods to get new customers, keep the ones they already have, and make their products stand out from those of their competitors. Using a product's brand name may be the most important and effective way to influence people's choice of products. For two reasons, brands are important to consumers: brands make it easier for them to avoid risks, and it helps save money on making decisions (Aghdaie SFA and Honari R, 2014). Keller and Lehmann (2006) also assume that brands can make it easier for customers to choose, promise a certain level of quality, and/or build trust. They also think that brands remind customers of the whole experience they have had with a product. Aaker (1991) argues that brands are important because they help people remember companies. Customers can choose from many brands but have less time to do so. The brand's speciality helps customers decide on the right product to buy with less risk and in line with what they expect. Ambler (2000) states that a company's brand is the second most important asset after its customers. However, Aaker (1991) argues that a company's brand is the most critical asset. Brand equity is a collection of brand assets and liabilities connected with a brand name and symbol, which can increase or decrease the value of a product or service. It influences the quality of the user experience, the customer's capacity to comprehend and digest information, and their confidence in their purchase choice.
An example of leadership in the smartphone industry is Apple and Samsung. Both companies have different marketing strategies for branding, attracting and retaining customers to increase sales and uphold market positions.
[bookmark: _Hlk129211247]1.1 Justification of the research
Knowing the customer's buying behaviour is essential to assess their preference for a particular brand over others. According to previous studies, identity characteristics such as self-identity, social identity, and brand identity promote a customer's purchase intention. Other research shows that brand-related factors such as brand image, behaviour, and communication influence purchase intention. However, the study aims to facilitate a deeper understanding of brand equity. Therefore, the main objective of the present study is to provide theoretical and empirical evidence on the relationships between brand awareness, brand image, brand behaviour and purchase intentions. The study covers the characteristics associated with the brand to examine consumer buying behaviour to analyse purchase intention. The results will show the direct or indirect influence of brand image, communication, and loyalty on purchase intention. This research focuses on the strategic implications of managing the various aspects of a brand. Insights from this can help marketers formulate flexible and effective branding strategies that influence customer purchasing behaviour.

1.2 Aims
The connection between customers and brands is defined by marketing literature as "brand equity" (Wood, 2000). This study aims to illustrate the influence of smartphone brands Apple and Samsung on customer purchase behaviour through this connection. In this way, I construct the hypothesis based on Aaker's brand equity model designed to quantify the brand's capital regarding the consumer, covering the perceived quality, brand awareness, brand association and brand loyalty. 
[bookmark: _Hlk129211313]1.3 Research objectives
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[bookmark: _Hlk129211342]1.4 Research questions 
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2. Literature Review 
[bookmark: _Hlk129211476]2.1 Brand Equity 
According to marketing literature, "brand equity" is defined in numerous ways. Aaker (1991) defines brand equity as the sum of brand assets and liabilities connected with the brand and symbol. They can either increase or decrease the value of a product or service. According to Kotler and Keller, brand awareness among customers is the basis of brand equity. Brand awareness enables the consumer to distinguish between brands and directs the consumer's thoughts and actions in response to marketing operations (Kotler and Keller, 2006, p.278). Keller explains why brand equity exists and how marketers can cultivate it. According to him, customer-based brand equity exists when the customer has a high level of familiarity with the brand and keeps strong, positive, and distinctive connections in his mind. Keller refers to this as customer-based brand equity (CBBE) and develops the brand resonance pyramid model. In conclusion, brand equity can be defined as the marketing and monetary values that result from a brand's strength, including the real brand equity.
Moreover, Aaker (1991) stated that brand equity also offers customers with value. It influences the quality of the user experience, the customer's capacity to interpret and assimilate information, and their trust in the purchase choice.
Aaker's brand equity model
[image: ]
Source: Steenkamp P, Herbst FJ, de Villiers JC (2012)
[bookmark: _Hlk129211515]According to Aaker, perceived quality, brand loyalty, brand familiarity, brand association, and other brand assets such as patents, trademarks, and channel alliances are the five components of brand equity. It's easy for consumers to grasp the first four elements of brand equity, representing the opinions and feelings of existing customers. As a result, they are frequently used as a barometer of brand value (Vinh TT, 2017).
2.2 Brand Awareness 
Aaker (1991) argues that consumers' familiarity with a product's brand name is important in the buying process. It's easier to make sales to customers familiar with the brand. Customers are much more likely to choose a well-known brand over a new one if they know the company's name and products. Many studies, including one by Shahid Z et al. (2017), confirm the importance of customers' familiarity with a brand to their decision to buy. The brand name and logo are the two most important aspects of the brand awareness dimension.
[bookmark: _Hlk129211562]2.3 Perceived Quality 
Calvo-Porral C and Lévy-Mangin JP(2017) define quality perception as the customer's overall perception of the quality or superiority of the product or service concerning its intended use compared to market alternatives. Furthermore, perceived quality provides value to customers, with companies giving them a good reason to buy through brand differentiation. In addition, perceived brand quality influences the consumer's decision-making process and influences consumers' brand loyalty. Aaker (1996) argues that a previously lousy image of a product or service can negatively affect consumer judgment of quality in the future. Therefore, even if the quality has changed, the customer would find it difficult to trust due to a previous negative experience.
[bookmark: _Hlk129211600]2.4 Brand association
Trust and confidence among consumers can be gained by associating the brand with particular aspects or personalities. Furthermore, some brands use other factors, such as excellent customer service. As stated by Aaker (1991), a close relationship exists between brand association and brand equity due to the fact that brand association improves recall of a specific brand. Kotler, P. and Keller, K. (2006) argue that brand association is associated with attitudes, benefits and attributes. Brand association refers to someone's intangible characteristics, such as its distinctiveness among competing brands, innovation, brand market share, and prestige. Brand associations can be divided into emotional attribute associations, functional product attribute associations, and attitudinal associations. Brand association establishment and brand relationship quality determine brand loyalty (Foroudi P et al., 2018).
2.5 Brand loyalty
[bookmark: _Hlk128690986]Customers who continue to buy a particular product from the same brand do not change their decision to switch to another brand, even if the price is lower. The measure of commitment is the customer's loyalty to the brand (Ahmad N et al. 2021).
3. Research Methodology
Saunders et al. (2019) claim that the study process is a deliberate action involving collecting, analysing and interpreting information to answer a question or a particular phenomenon. This section presents various methods of study following the Research Onion Diagram Model. 
Research Onion Diagram Model
[image: ]
Source: Alturki R (2021)
This study will focus on research methodology. The ideal attitude, approach and strategic competencies enable in-depth research and analysis of primary and secondary data collected.
[bookmark: _Hlk129211775]3.1 Research philosophy
Since the assumption of individual observers' ability to comprehend and experience reality underlies the interpretivism research philosophy, it is being used in this examination. The researchers have tried deciphering the phenomenon by analysing the gathered data. Yet, positivism is inappropriate since it assumes that knowledge is independent of whatever is being studied (Saunders et al. 2019).
[bookmark: _Hlk129211820]3.2 Research design 
The study takes an exploratory approach that helps to ensure a more in-depth understanding of the nature of the research challenge, as the interaction between the different functions of branding and Consumer Buying Behaviour still has limited research on the subject.
3.3 Research approach 
The study takes a deductive approach to the causes and effects of brand awareness, consumer loyalty, and sales performance. Also, this method can summarise the study's findings to some extent.

3.4 Research strategy and Data collection
The constraints of a single research method are avoided by combining qualitative and quantitative methods in the current study (Patten ML and Newhart M, 2018). Questionnaires serve as a primary source of information for determining what motivates consumers to purchase. Many theoretical components of branding techniques that boost client happiness and encourage purchasing choices can be gleaned from secondary sources of information. So, the study's goals can be achieved by collecting primary and secondary data.
With a Google Forms link, pre-made surveys will be made available to the public. In order to ensure the research instrument's validity and reliability, a pilot study will be done before the main study proper. Primary data will not be gathered through interviews for this project.
[bookmark: _Hlk129211920]3.5 Data analysis, Sampling method 
Random samples of fifty to one hundred full-time students from UWTSD London will participate in the study. As a result, every member of the student cohort shares an equal chance of being picked in the random sample. Moreover, clustering will be performed on levels 4 through 7, and this sampling method reduces the likelihood of introducing bias into the data.
Using descriptive statistics, we will calculate the mean and standard deviation of the quantitative data collected from respondents. Hence, we can infer the cause of any observed data discrepancy. Completed surveys will be analysed and coded using SPSS, Microsoft Excel, and Microsoft Word spreadsheets to guarantee the quality of the data collected. Statistics such as frequency tables, standard deviation plots, mean and median line plots, and percentage displays will be used to exhibit the data, giving researchers a clearer picture of the underlying trends and the interplay of the study's variables. We shall use thematic and textual analysis to classify the qualitative data into meaningful and repeatable subtopics (Patten ML and Newhart M, 2018).
[bookmark: _Hlk129211968]3.6 Ethical consideration
Before handing out research tools, the researcher will approach potential participants to see whether they are interested in helping out. If anyone attending the event is ever made to feel uneasy, they can simply leave. A paper informing respondents of their rights and stressing that the study's findings would be used exclusively in the classroom will be enclosed with the questionnaire. By offering access to the questionnaires via a Google Forms link, we avoid the risks of virus infection and lost time.

[bookmark: _Hlk129211997]3.7 Research limitation
The likelihood of participants giving inaccurate information, most prominently through online methods, will constitute a considerable risk factor for the research being conducted. The constraint is circumvented by providing the participants with an agreement form they must fill out to give correct information. Because this research is conducted using a case study approach – with a particular emphasis on Apple and Samsung – the findings cannot be generalised to apply to the entire commercial environment or to be applicable across various industries. 
4. Time prospects of the research 
Polish engineer Karol Adamiecki, manager of a steel factory in southern Poland, created the first Gantt chart in 1890. Fifteen years later, American Henry Gantt created an improved version of the chart that is still familiar and used today to track project schedules (Bottorff C et al., 2022). A Gantt chart is a project management tool that presents all information visually. In this way, the tasks, the dependencies between them, the progress and their execution on time are presented. The advantages provided by the diagram are the easy resolution of challenges, good time organisation, easy project monitoring, improvement of communication and brainstorming, and reduced costs. 
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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)

	Full Name:
	Anastasiya Vasileva Petrova

	Tick all boxes which apply:

	Member of staff:
	☐	Student:
	☒	Honorary research fellow:
	☐


	Faculty/School/Centre:
	University of Wales Trinity Saint David

	Campus:
	London

	E-mail address:
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	Contact Telephone Number:
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	For students:

	Student Number:
	
	Undergraduate
	☐
	Programme of Study:
	MBA Marketing
	Taught Postgraduate
	☒
	Director of Studies/Supervisor:
	Tushara Balandran
	Research
	☐


SECTION B: Approval for Research Activity

	Has the research activity received approval in principle?
(please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)
	YES
	☐	NO
	☒
	     
	Date

	If Yes, please indicate source of approval (and date where known):
	Research Degrees Committee
	☐	

	
	Faculty Research Committee
	☐	

	
	Other (write in)

	☐	


Approval in principle must be obtained from the relevant source prior to seeking ethical approval.

SECTION C:  External Ethical Guidance Materials

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

	UWTSD Research Ethics & Integrity Code of Practice
	☒
	UWTSD Research Data Management Policy
	☒

	
	☐




SECTION D: External Collaborative Research Activity

	Does the research activity involve collaborators outside of the University?
	YES
	☐
	NO
	☒

	
If Yes, please provide the name of the external organisation and name and contact details for the main contact person:

	Institution
	

	Contact person name
	

	Contact person e-mail address
	



Where research activity is carried out in collaboration with an external organisation
	Does this organisation have its own ethics approval system?
	YES
	☐
	NO
	☒

	If Yes, please attach a copy of any final approval (or interim approval) from the organisation




SECTION E: Details of Research Activity

	Indicative title:
	The impact of Brand Image and Brand Loyalty on Consumer Purchasing Behaviour: A comparison of Apple and Samsung based on the preferences of full-time students at UWTSD-London as smartphone buyers.

	Proposed start date:
	17.02.2023
	Proposed end date:
	10.03.3023

	Purpose of research activity (including aims and objectives)
Outline the purpose, aims and objectives of the research activity, including key research questions. Show briefly how existing research has informed the proposed activity and explain what the research activity will add and how it addresses an area of importance. (Maximum 300 words)

	The study aims to facilitate a deeper understanding of brand equity. Therefore, the main objective of the present study is to provide theoretical and empirical evidence on the relationships between brand awareness, brand image, brand behaviour and purchase intentions. The study covers the characteristics associated with the brand to examine consumer buying behaviour to analyse purchase intention. The results will show the direct or indirect influence of brand image, communication, and loyalty on purchase intention. This research focuses on the strategic implications of managing the various aspects of a brand. Insights from this can help marketers formulate flexible and effective branding strategies that influence customer purchasing behaviour.
The research aims to identify the impact of brand awareness and perceived quality on consumer purchasing behaviour. Another study objective is to determine the influence of brand loyalty and its association with consumer purchasing behaviour.
(this box should expand as you type)

	Proposed methods
Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. (Maximum 600 words)

	This investigation uses the interpretivism research philosophy since that approach to inquiry presupposes that individual observers can comprehend and perceive reality. The study attempts to understand the phenomenon by interpreting the study's components. Positivism is unsuitable because this philosophical perspective believes that knowledge exists apart from the object of investigation. The study takes an exploratory approach that helps to ensure a more in-depth understanding of the nature of the research challenge, as the interaction between the different functions of branding and Consumer Buying Behaviour still has limited research on the subject. 
The study uses a deductive approach to explain the causal relationship between brand image, loyalty, and customer purchasing behaviour. In addition, this approach allows for summarising the study results to some extent. The current study will use qualitative and quantitative research strategies, which helped overcome the limitations of using a single research strategy. Primary data collected through questionnaires help determine the reasons that determine consumer buying behaviour. Secondary data provides various theoretical aspects of branding practices that increase customer satisfaction and motivate purchase choices. Thus, collecting primary and secondary data will meet the study's objectives.
Prepared questionnaires will be administered online through a link to Google Forms.




(this box should expand as you type)




	Location of research activity
Identify all locations where research activity will take place.
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	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural sensitivities or vulnerabilities of participants.
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SECTION F: Scope of Research Activity

	Will the research activity include:
	
YES
	
NO

	Use of a questionnaire or similar research instrument?
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	Use of diaries?
	☐
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	Use of procedures that involve deception?
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	Administration of any substance, agent or placebo?
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	Working with live vertebrate animals?
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	Other primary data collection methods, please explain in this box



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

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

	Students or staff at the University?
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	☐

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

	Vulnerable adults?
	☐
	☒
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	☐
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	Young offenders?
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	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
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	Others (please identify):


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

	

this box should expand as you type)



	Information for participants:
	
YES
	NO
	
N/A

	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
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	Will you tell participants that their participation is voluntary?
	☒
	☐
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	☒
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(this box should expand as you type)






	Information for participants:
	
YES
	NO
	
N/A

	Will participants be paid?
	☐
	☒
	☐

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

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

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

	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. 

	

	Risks to participants
For example: emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	
N
(this box should expand as you type)

	

	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

	
N
(this box should expand as you type)
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N
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	Adverse outcomes
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(this box should expand as you type)





	Disclosure and Barring Service
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YES
	


NO
	


N/A
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 (this box should expand as you type)

	

	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

In completing this section refer to the University’s Research Data Management Policy and the extensive resources on the University’s Research Data Management web pages (http://uwtsd.ac.uk/library/research-data-management/).
	
	YES
	NO

	Does the research activity involve personal data (as defined by the Data Protection Act)?
	☐
	☒

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

	





(this box should expand as you type)

	

	Does it involve sensitive personal data (as defined by the Data Protection Act)?
	☐
	☒

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

	



(this box should expand as you type)



	Will the research activity involve any of the following activities:
	YES
	NO

	Electronic transfer of data in any form?
	☐
	☒

	Sharing of data with others at the University?
	☐
	☒

	Sharing of data with other organisations?
	☐
	☒

	Export of data outside the European Union or importing of data from outside the UK?
	☐
	☒

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

	Publication of data that might allow identification of individuals?
	☐
	☒

	Use of data management system?
	☐
	☒

	Data archiving?
	☐
	☒

	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the Data Protection Act (and/or any international equivalent):

	




(this box should expand as you type)





	Will the research activity involve storing personal data on one of the following:
	YES
	NO

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

	University computers?
	☐
	☐

	Private company computers?
	☐
	☐

	Home or other personal computers?
	☐
	☐

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

	“Cloud” storage or websites?
	☐
	☐

	Other – specify:

	☐
	☐

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

	The laptop has password protection, and only I have access to it.



(this box should expand as you type)



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

	Me

(this box should expand as you type)

	

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

	
Me

(this box should expand as you type)

	

	Give details of data storage arrangements, including 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)





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

	Signature of applicant:
	Anastasiya Petrova
	Date:
	09.03.2023



For students:
	Director of Studies/Supervisor:
	Tushara Balandran

	Signature:
	


	Date:
	



For staff:
	Head of School/Assistant Dean:
	

	Signature:
	


	Date:
	




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 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 Head of School.




	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: http://www.uwtsd.ac.uk/academic-office/

Application Process

All staff research projects and all research students must submit the Ethical Approval Form to the University Ethics Committee via the Postgraduate Research office (pgresearch@uwtsd.ac.uk).   Staff research directly in relation to personal study for taught undergraduate or Masters programmes should be submitted via the Faculty procedures explained below.

Taught masters and taught undergraduate research Ethical Approval Forms are considered within Faculties. Faculties will provide details of the specific processes for this. Where the Ethical issues within any single ethical application are of particular concern the Faculty will refer these to the University Ethics Committee.   Any student activity that involves the collection of primary data needs to undergo Ethical approval, this includes assignment work as well as dissertations.   

Notes for guidance in completion of this form

Section A:  About You
Please complete all relevant sections

Section B:  Approval for research activity
Research proposals must be approved in principle before applying for Ethical Approval. The proposal approval only becomes final when the ethical approval is received.  

The process for proposal approval varies according the individual and programme of study:
· Research students, by application on form PG1 to the Research Degrees Committee
· Taught students by review of research proposal within Faculties (Faculties provide specific details of these processes)
· Staff, by agreement by the Head of School/Assistant Dean

Section C:  External Ethical Guidance materials
Many discipline areas are required to operate with the discipline specific codes of research ethics (for example health, psychology, education etc.), any such codes must be listed and you must tick to confirm that you have consulted with these.

Section D:  External Collaborative Research Activity
Provide details of the external collaborative partners, where appropriate you might want to submit a copy of the external collaboration agreement with the Ethical Approval Form. If the partner requires the research to be subject to its own internal Ethical approval process then please provide details of that process and a copy of any final (or interim) approvals received from the organisation.

Section E:  Details of Research Activity
Remember that the individuals reviewing this Ethical Approval Form may not have seen your research proposal, and also may not be experts in the specific area of your research. The information provided should therefore be jargon free and clearly stated.
Indicative Title:  please use the same title as used on the research proposal.
Purpose:  the Ethical approval process will want to ensure that the methods you propose are adequate and appropriate to address the research aims and objectives. Excessive additional data collection can be seen as unethical.
Proposed Methods:  the Ethical approval process seeks to ensure that you understand the methods that are intended, and that the implementation of those methods will be appropriate and without unnecessary impact on respondents. Please be specific.
Location:  this needs to mention geographical location and also local situation (for example, within Local Authority Offices in Cardiff, using a private room but close to other individuals). If you are collecting data within an organisational setting then you need to explain the permissions that you have obtained to do this.
Research Activity outside of the UK:  please complete this section in detail, and note any guidance you have received. Also describe your own familiarity (or not) with the location that you will be utilising.

Section F:  Scope of Research Activity
Please tick ALL of the research activities that might be undertaken.   If any additional types of activity are intended then please add an extra box and describe these.
If you have answered no to all questions in F then sections G and J do not need to be completed. Section H should be considered, and may be completed. Signatures are still required in section K.




Section G:  Intended Participants
Please tick all categories that might apply.
Numbers & Source:  if you are using a series of different methods or research activities please list numbers for each stage/phase. Be clear about how you will find respondents.   Will you use intermediaries, and if so how? How will you ensure compliance with your sampling strategy?
Information for participants:  all participants should be appropriately informed about the research, what is expected of them and what will happen to the information that they provide. The Ethical review process does not ask to see this documentation, but requires this to be reviewed and approved by the Director of Studies in the case of research students, the supervisor/module tutor in relation to students on taught programmes and the Head of School/Assistant Dean in relation to staff research.

Section H:  Anticipate Risks
All research carries some level of risk. The answers you provide to questions in this section will be reviewed to ensure that you have an appropriate understanding of the type of risks involved and how you can mitigate against these risks.
Risk to participants   Think very carefully about how your actions/questions/discussions might affect the people you are involving as participants. You might identify the risk as small but it would still be a risk. Many types of question have the potential to make respondents less content with their life / job; you need to recognise and try to ameliorate any such effects
If these are business owners, time with you may reduce profit.  
In some locations physical risk is very real to both participants and yourself, please consider this.
Risk to you, the researcher   Think about where you will meet people, if there are any dangers involved in the location. If you are meeting people as individuals think about using a public place. In general do not visit people in their own homes or remote locations. If you are talking to individuals about certain issues think about how their responses might affect you emotionally. What about the risk of collecting insufficient data?
Risk to the University   When undertaking your research, you are acting as a member of the University (student or staff). Professionalism is important, so it is important to be well organised and well prepared. Punctuality, clarity etc. are all part of this. What will you do to ensure this? You must ensure you do not harm the good name of the University in any way and do nothing to undermine the reputation of the research it conducts and sponsors. Upholding high standards of conduct and integrity are vital in this regard. You must also conduct the research in such a way to minimise the potential for claims of negligence made against the University, its researchers and any collaborating individual or organisation. In this respect you should always comply with ethical, legal and professional frameworks, obligations and standards as required by statutory and regulatory authorities, as well as the university’s Research Integrity and Ethics Code of Practice. Research misconduct in this respect can take many forms, including:
· fabrication: making up results or other outputs (eg, artefacts) and presenting them as if they were real
· falsification: manipulating research processes or changing or omitting data without good cause
· plagiarism: using other people’s material without giving proper credit
· failure to meet ethical, legal and professional obligations: for example failure to declare competing interests; misrepresentation of involvement or authorship; misrepresentation of interests; breach of confidentiality; lack of informed consent; misuse of personal data; and abuse of research subjects or material
· improper dealing with allegations of misconduct: failing to address possible infringements such as attempts to cover up misconduct and reprisals against whistle-blowers

Adverse Outcomes. Think carefully about the possibilities, and cover here

Section I:  Feedback, Consent and Confidentiality
Feedback to participants:  outline your approach.   Will interview transcripts be shared with respondents to check accuracy? Will summaries of questionnaire analysis be made available to respondents in some way?   Will an overview report be provided? How and when?
Informed consent:   Draft letter / e-mail / or heading (or footer) section of questionnaire must be approved by DoS/supervisor (if research student), supervisor/module tutor if taught student, or Head of School / Assistant Dean if a member of staff.
Confidentiality/Anonymity. Explain clearly how you will ensure confidentiality and anonymity.

Section J:  Data Protection and Storage
Before completing this section it is necessary to read the University’s Research Data Management information.   The questions that follow are designed to ensure compliance with the Data Protection Act as well as established research protocols.

Many research activities will involve electronic transfer of data and use of data management systems in the summarisation and analysis of data. You will need to explain these in relation to compliance with the Data Protection Act.
Think carefully about who will have access to your data, this will include supervisors and examiners. Also that a thesis will be made available via the University library and the British Library system. If you are seeking an access bar for a period of time after completion then mention it here. If you will provide a copy of your findings, or intend to give a presentation, to a facilitating/ supporting/accessing organisation then explain that in this section. But also think about the general principle of data sharing, as explained in the Research Data Management information.
In terms of storage of data please ensure security, and also mitigate against loss of data.

Section K:  Declaration
Ensure the appropriate countersignatures have been provided
Look carefully at the checklist and ensure that you comply with and tick all that are relevant to your research.
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- Identifying the impact of brand awareness on consumer purchasing behaviour.
- Identifying the impact of perceived Quality on consumer purchasing behaviour.
- Determining the impact of brand loyalty on consumer purchasing behaviour.

- Determining the impact of brand association on consumer purchasing behaviour.
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- Does brand association affect consumer purchasing behaviour?
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