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Abstract:
This research examines the influence of Corporate Social Responsibility (CSR) initiatives on brand loyalty among Generation Z (Gen Z) consumers in the United Kingdom.  Gen Z, who are more digital natives, are ethically conscientious and socially active, and are developing into a very key consumer base. Through structured online surveys, which were carried out among 221 respondents in Wales and England, the research design adopted by the study is a quantitative one. Descriptive statistics, as well as inferential statistics (correlation and regression), were utilised in analysing the data in order to determine associations among CSR awareness, brand trust, consumer satisfaction and its impact on consumer loyalty behaviours. Results indicate that CSR does not directly influence loyalty but builds loyalty indirectly by developing trust and satisfaction. Gen Z is also very focused on authenticity, transparency, and sustainability and reacts well to coherent and consistent CSR communication. The paper stresses the value of digital interaction, ethics, and sustainability as factors that can help create sustainable brand connections with Gen Z. These insights provide actionable direction to marketers to develop CSR strategies in line with the values-driven young consumers.
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1. [bookmark: _Toc200654189][bookmark: _Toc26328]Chapter 1 – Introduction
1.1. [bookmark: _Toc200654190][bookmark: _Toc23236]Background
The world is experiencing an evident transition to ethical consumption in recent years as 
Customers are starting to care more about values like sustainability, transparency, and corporate responsibility when choosing what to buy. The trend has led to what academics and marketers call brand activism, in which companies are expected not only to sell products but also to take sides on social, environmental, and political issues. The change runs deeper than mere appearances; it represents a wider social requirement that corporations should be moral agents in society. The key to this change has been the concept of Corporate Social Responsibility (CSR), whereby companies incorporate ethical behaviours into their work process voluntarily, thus having a positive impact on society and the environment.
The birth generation Z (1997-2012) has become a force in this change. Gen Z is the generation that is resetting consumer expectations as digital natives who have grown up in a socially conscious and connected society. Gen Z consumers are particularly prominent in the United Kingdom, where access to education, technology, and social dialogue is high. Not only have they become important due to their increasing purchasing power, but also due to their tendency to make or break trends as well as hold manufacturers and other businesses liable via social media networks. Rosario and Casaca (2025) state that the same issue can be observed with Gen Z, as they regard social media as an essential part of their lives. Therefore, organisations wishing to establish loyal customers in Gen Y and Z need to strive more and learn the values and features of each group to target them better. This shows the scale of impact that digital interactions have on Gen Z and their demands regarding corporate ethics in their interactions with brands.
Particularly, social media is an essential part of the Gen Z information consumption and brand engagement process. It is a megaphone of corporate communication as well as a place of public responsibility. CSR campaigns that lack the support of real action are quickly named out, causing reputational losses. On the other hand, those companies that propagate and practice their values effectively are likely to earn the loyalty of this younger generation. According to Theocharis and Tsekouropoulos (2025), in this situation, social media, sustainability campaigns, and corporate social responsibility (CSR) actions assist brands to raise their consciousness, which confirms their social influence on customer behaviour. This digital-first mentality implies that Gen Z brand loyalty cannot be easily earned by the quality of products or convenience, but by the perceived overlap of the values of a particular brand with their values.
But the idea of attracting Gen Z with the help of CSR is not that simple. Gen Z consumers do not sit back and accept brand activism without criticism, as Narayanan (2022) notes. To them, brand activism is an elite, rather than a mass-market strategy; activist brands must reflect particular qualities and carry out activism strictly and thoroughly.” This shows that although Gen Z is willing to associate themselves with socially responsible brands, they are also cynical about insincere or performative actions.
To conclude, the correlation between CSR and the Gen Z consumer behaviour in the UK is deep and subtle. With this population only increasing in population and power, it is vital that any organisation looking to foster long-term loyalty in a socially conscious marketplace must know how this group perceives and reacts to brand activism and ethical branding.
1.2. [bookmark: _Toc200654191][bookmark: _Toc16274]Research Focus:
The study is about the Generation Z (Gen Z) consumers in the United Kingdom and their interest in Corporate Social Responsibility (CSR)-related brand activities. Gen Z has also been greatly acknowledged to have unique values-based consumption, which prioritises ethical businesses, environmental and social responsibility. Being digital natives, they engage with the brands mostly online, where the brand messaging, consumer feedback, and CSR campaigns are easily visible and can be scrutinised. Brand loyalty in this context is also more associated with the perceived authenticity and congruence of the values of the company and those of the consumer.
The paper will also examine the impact of CSR activities, including sustainability and ethical labour treatments, community engagement and transparency on Gen Z trust and loyalty to brands. Being the generation vastly impacted by the digitalisation of communication and the discourse of social media, the Gen Z consumers in the UK have a particular opportunity to shape corporate conduct and redefine branding standards. They expect more than just conventional marketing; they require concrete, quantifiable commitments to social and environmental issues.
According to Healy and Poole (2022), the following research problem was considered: namely, the current study investigates the purchasing behaviours of Generation Z and whether the social responsibility (CSR) of a company influences the decision to buy its products or services. Here lies the essence of the research: to study the connection between CSR and consumer behaviour in Gen Z people. The research aims at revealing not only whether CSR plays a role in purchase choice, but also how online exposure, peer communication and social responsibility websites impact the choice.
The interest in this field is increasing, whereas the lack of UK-specific research remains quite significant. According to Nguyen (2021), until now, the scepticism of CSR among Generation Z in the UK has not been researched, although similar investigations have placed much emphasis on consumer scepticism. This gap provides a possibility to investigate how Gen Z in the UK perceive CSR communications and whether they are affected by scepticism about the loyalty to brands that position themselves as responsible.
1.3. [bookmark: _Toc200654192][bookmark: _Toc16034]Rationale of Study
The complexity of the loyalty mechanisms of Generation Z (Gen Z) has gained agility with this population group entering the phase of becoming the leading consumer group in the UK. As opposed to the previous generations, Gen Z does not develop loyalty towards a brand based on the quality of the products or their price; instead, it forms its loyalty based on the ethical compatibility, social inclusiveness, and brand transparency. A sophisticated interaction of individual values, online communication, and a sense of authenticity of corporate messages determines their buying behaviour. Understanding of these mechanisms can be useful to businesses as they attempt to build long-term brand relationships in a marketplace that is increasingly values-oriented.
Corporate Social Responsibility (CSR) is at the core of the Gen Z approach to defining brand credibility and loyalty. Amid the post-pandemic reality, when the digital representation has become even more critical, and global challenges like inequality, sustainability, and ethical governance are on the agenda, the topicality of CSR has increased many times. The brands are no longer supposed to only make profits, but are supposed to show concrete efforts towards the benefit of society. Within the digitally developed environment of the UK, where Gen Z customers are the most connected generation and socially responsible, CSR is an essential component that defines the success of a brand.
According to Uche (2018), the role of the study is to analyze how CSR communication impacts the consumer behavior and brand relationship of Gen Z. This brings out the main reasoning behind the study: to understand the effect of CSR messaging, when delivered authentically and transparently, on the loyalty and behavioural intentions of Gen Z. As Gen Z spends more time online than ever before interacting with brands, the digital CSR campaign has become not only a branding exercise but a test of authenticity.
In addition, Gen Z loyalty cannot be discussed outside of its focus on diversity and inclusion. As Geetika Chhatwal (2024) mentions, authenticity, social responsibility, and inclusivity are ingrained in their loyalty. The effect of these values is not only in the perception of Gen Z towards brands but in the way they interact with them. A brand that does not echo or honour these values may lose this all-important audience.
Notably, the research also gives credit to the undesirable elements of brand behaviour. As Turner et al. (2022) mention, the study is based on the following idea: this survey investigates corporate social irresponsibility (CSR) perceptions at the race and gender intersection in Millennial and Gen Z women and people of colour.  This highlights the necessity to scrutinise not only the CSR initiatives but also the impact of corporate failings on trust and loyalty.
In total, the given research is required to support the development of ethical branding approaches that would appeal to the Gen Z Post-pandemic and socially conscious UK market expectations.
1.4. [bookmark: _Toc200654193][bookmark: _Toc11125]Research Aim and Research Objectives
Aim:
This research aims to find out how CSR programs influence loyalty to specific brands for Gen Z consumers. Today’s youth care deeply about their values and social issues, meaning they expect companies to address environmental and moral matters. People’s decisions about what to buy are often affected by whether a company is focused on social justice, sustainability or good governance (Psico, 2024). Therefore, companies trying to develop solid relationships with these younger buyers should understand how CSR impacts their brand loyalty.
Research Objectives
· To discover which CSR activities are the most important to Gen Z shoppers.
· To examine the trust opened up by brand CSR programs.
· To understand the effect CSR has on Gen Z consumers wanting to purchase again.
· To investigate the influence of how genuine CSR is on Gen Z’s loyalty.
· To propose strategic CSR communication approaches for brands to deepen loyalty.
These objectives are premised on the recent findings in the CSR literature. As an example, Aruna et al. (2022) write that “The research finds that there is a significant positive impact of corporate social responsibility (CSR) on the purchase intention, and it is mediated by consumer engagement. This implies that CSR has the potential to enhance brand-consumer relationships by facilitating meaningful interaction.
The CSR does not, however, act in isolation. The Gen Z view of CSR is usually distorted through the prism of satisfaction and reasonableness. Aruna et al. (2022) go further to indicate that CSR perception among Gen Z only affects purchase intention on satisfaction and price fairness. This study will thus not only investigate the direct effect of CSR, but it will also take into consideration the way other variables mediate the connection between CSR and brand loyalty. With this, the research would offer practical recommendations on how best brands can engage Gen Z in the UK.
Research Question:
To what extent does Corporate Social Responsibility (CSR) influence brand loyalty among Generation Z consumers in the UK?
1.5. [bookmark: _Toc200654195][bookmark: _Toc4005]Outline of the Dissertation:
The dissertation has been presented in a manner that gives a clear flow from theory to practice.
Chapter 2 – Literature Review will examine the current CSR frameworks, the factors of brand loyalty, and the ethical consumption behaviour peculiar to Gen Z.
Chapter 3- Methodology defends the selection of the quantitative method with the help of online surveys and describes the population sample, data collection instruments and methods of analysis.
Chapter 4 -Data Analysis shows the results of the survey based on the sample of 200 Gen Z respondents in the UK through the statistical tools, including SPSS.
Chapter 5 – Conclusion and Recommendations draws a conclusion of the study, gives strategic CSR communication recommendations to brands, identifies the limitations of the study and indicates the prospects of future research.
[bookmark: _Toc26890]Chapter 2 – Literature Review
[bookmark: _Toc31020]2. Introduction:
The important pillar of this study that was used is the literature review which was critical of the available knowledge and was able to lay a strong academic foundation on conducting the study on the impact of Corporate Social Responsibility (CSR) on brand loyalty among the Generation Z (Gen Z) consumers in the United Kingdom. The review will set out to discuss the multidimensional associations between CSR initiatives, consumer trust, brand involvement, and loyalty behaviours. With the synthesis of theoretical approach and empirical evidence, it provides an informed model which informs development of this research.
In a more competitive market, CSR has become a strategic instrument that benefits brands by creating a sense of trust and establishing emotional connections with consumers. According to Luis and Barcellos-Paula (2024), a firm’s implementation of CSR goes beyond compliance with regulatory requirements and engages in actions that appear to further some social good. . CSR, in the case of Gen Z, is no longer a part of the optional brand practices but a precondition that significantly determines an intention to purchase and the level of loyalty. They require brands to be ethical, transparent and authentic and are fast to call out fake attempts.
Furthermore, Gen Z has high levels of digital literacy and social understanding, which introduces it as a different consumer group that should be reached with specific CSR communication plans. As found by Wong (2021), Gen Z is more engaged about social issues or environmental problems. Hence, CSR is among the factors that they put into consideration when making their purchase decisions. Knowing what these expectations entail will ensure provision of effective loyalty interventions and CSR messaging.
The following research objectives will be covered in this literature review to explain desirable CSR activities and the study of the trust relationships and assess repurchase intentions. Covering theoretical gaps, drawing contradicting facts together, the chapter prepares the basis of empirical analysis and guidance to the methodology in the subsequent chapter.
2.1. [bookmark: _Toc200654194][bookmark: _Toc10570]Key Concepts:
The present research is underlain by a few central concepts, which define the behaviour of Gen Z consumers as the reaction to the Corporate Social Responsibility (CSR) initiatives. Keywords and theoretical frameworks need to be defined and contextualised to shed light on the relationship between CSR and brand loyalty (Alhouz and Hasouneh, 2020).
Corporate Social Responsibility (CSR):
CSR means the voluntary efforts of a business to acquire social, ecological and ethical enhancement beyond the legal requirements. Such initiatives can be sustainable sourcing, charitable giving, fair labour practices and environmental protection (Luis and Barcellos-Paula, 2024). To Gen Z consumers, CSR is not a marketing stunt but a condition to trust. “It is important to note that only satisfaction and price fairness mediate the effect of CSR perception of Generation Z on purchase intention (Aruna et al., 2022), demonstrating how subtle the requirements are that have to be fulfilled to make CSR matter.
Brand Loyalty:
Brand loyalty refers to the emotional and behavioural dedication by a consumer to a brand, which operates to affect repeat purchase and positive word-of-mouth (Moisescu and Gică, 2020). This loyalty is relative and guided by underlying values in the case of Gen Z. The Gen Z consumers do not passively accept a brand’s activism and are critical of it (Narayanan, 2022), which means that the emotional attachment is reached, not given.
Authenticity:
Authenticity means the consistency of the stated values of the brand with its real practices. Gen Z cannot be fooled: they require transparency and consistency in the way a brand speaks and performs its CSR principles. Performance activism or inauthentic activism is soon disregarded (Nguyen, 2021).
Stakeholder Theory:
Stakeholder Theory is a theory developed by Freeman (1984) that claims that a business ought to deliver interests of all stakeholders (not simply shareholders), such as customers, employees, suppliers and the wider community. This theory can serve as the basis of justification of CSR since it falls in line with the Gen Z idea that companies should have a social role that goes beyond creating profits (Sawicka and Marcinkowska, 2023).
Consumer Behaviour Theory:
This is a theory that examines the choices that people make when they decide to use up their resources (time, money, effort) in consumption-related matters (Topic and Mitchell, 2019). It includes psychological, social and cultural aspects that determine buyer behaviour. When it comes to Gen Z, the consumer behaviour theory can be used to describe how this generation makes value-focused, digitally-inspired choices when it comes to brand selection (WONG, 2021).
Collectively, these ideas and models help ascertain the purpose of the study, which aims to understand the effect of CSR activities on the loyalty of Gen Z. They also help to choose the variables to be investigated, including the perceived CSR, trust, satisfaction, and repurchase intention, and make the research theory- and practice-oriented.
2.2. [bookmark: _Toc5908]The Evolution and Conceptualisation of CSR
Corporate Social Responsibility (CSR) as a concept has taken a new shape in the sense that it did not start as a strategic tool in business but has developed to that end (Akbari et al., 2020). Traditionally, CSR originated in the middle of the 20th century when the community had grown steadily in numbers of people that expect it to be positive and add to societies with profit-making activities. At first sight, CSR was in many terms associated with community service and charity giving. With time, however, it was seen to have broadened to include far and diverse forms of ethical, environmental, as well as social initiatives that are now regarded as part and parcel of corporate strategy.
The 1970s were a turning point in the world: researchers such as Archie Carroll suggested the organization of frameworks, which could help in making CSR even more definite. One of the most common models is the Pyramid of CSR by Carroll that was proposed in 1979. It categorizes CSR into four levels of responsibility such as economic, legal, ethical, and philanthropic (WONG, 2021). This model suggests that economic responsibility is still the primary one, yet companies are also obliged to act within the frameworks of laws, be ethical and give back to the society through philanthropy. According to the framework developed by Carroll, CSR is a complex phenomenon, which means that companies cannot emphasize only profitability, in case they want to gain long-term legitimacy and consumer confidence (Valiño et al., 2023).
In the United Kingdom the development of CSR started in 1990s when consumers and the regulatory agencies started to insist on more corporate responsibility. The scepticism was also caused by high-profile corporate scandals and environmental crises that sparked an interest in transparent and authentic CSR work. The CSR adoption in the UK government and other institutions has also embraced CSR with guidelines and reporting frameworks enacted that compel such companies, more so, to consider the social and environmental effects of their companies.
The other dominant framework that was presented in 1994 by John Elkington is called the Triple Bottom Line (TBL approach) (Valiño et al., 2023). TBL adds to the factors of corporate performance a focus on the social and environmental aspects as well as the economic aspect of performance, which is often explained as people, planet, and profit. Such a framework promotes a look beyond the organizational level of influence on businesses and ecosystems it affects, which is fitting in modern times when the sustainable growth of organizations is being demanded.
CSR has hence developed to become a central business strategy compared to a peripheral activity, which is deeply incorporated in corporate missions and everyday operations. A firm’s implementation of CSR goes beyond compliance with regulatory requirements and engages in actions that appear to further some social good, as Luis and Barcellos-Paula (2024) assert. According to this school of thought, CSR cannot be pared down to do-boxing or tokenism; as a matter of fact, it entails serious concerted attempts to take care of the social necessities.
In spite of its popularity, CSR cannot boast of the absence of criticism. Some scholars believe that CSR initiatives tend to be used as PR tools as opposed to being actual creations that bring about social impacts (Tokareva, 2023). The latter may be coined as the so-called greenwashing, which is when companies either overstate or blatantly lie about their environmental or social endeavours to convey a distorted message to the consumer. Sceptics argue that such actions weaken CSR credibility and result in consumer scepticism, especially in those sophisticated consumer groups such as Gen Z (Thomas, 2022).
On the other hand, advocates say that even modest CSR activities can lead to transformation and make a gradual change in industry standards. They point out that, provided transparency and accountability, CSR programs, in whatever measure, are beneficial to the greater societal objective. The constant confrontation points to the necessity of genuineness and measurability of CSR communication.
2.3. [bookmark: _Toc13371]CSR and Stakeholder Relationships
Corporate Social Responsibility (CSR) is of importance to build and sustain relations with varied groups of stakeholders and not just the shareholders alone. Businesses traditionally focused more on the maximization of shareholder value, but the current state of business ethics has led to an increased focus on taking care of the needs and interests of all the stakeholders (Tarapata and Kostecki, 2025). These are the customers, employees, suppliers, communities, and even future descendants who would also be affected by the actions of the corporation.
This perspective is also very well supported by the theoretical premises laid out by the Stakeholder Theory, which was developed by Freeman in 1984. It assumes that organizations must add value to every stakeholder because everyone of them is very crucial in providing their support and confidence in the long term. A CSR initiative becomes a successful tool through which the company proves the fact that it cares about the well-being of the stakeholders and strengthens the feeling of mutual respect and shared goals.
CSR is built on a network of mutually beneficial relationships between a company and its stakeholders (Martinez-Sala et al., 2023). Thus, it can be concluded that CSR is not about transactions but relationship building. Through real commitment to CSR activities, firms connect more emotionally, improve their reputational capital, and establish loyalty among different categories of people.
One of the essential currencies in stakeholder relationships is trust, whose role in boosting the level of trust has been repeatedly demonstrated to increase through CSR. When the stakeholders feel that a particular company is truly concerned about social and environmental problems, they will tend to promote the brand and support it. According to what Martinez-Sala et al. (2023) claim, CSR perception impacts the trust and loyalty of stakeholders. This shows how the key relationship between the perceived authenticity in CSR and the willingness of the stakeholder to sustain a long-term relationship with the company intensifies.
Furthermore, CSR activities contribute to the process of risk mitigation as they improve relations within the community and diminish possible confrontations. An example would be a company that participates actively in the surrounding communities by either providing education or environmental endeavors, hence making it less prone to the objection of its activities (Sawicka and Marcinkowska, 2023). In the same way, in the companies where CSR is a part of the corporate culture, the employees feel prouder and have shared responsibility, which is a fact to remember that these workers are much more likely to be loyal and motivated.
Altogether, CSR is the mediator between businesses and their stakeholders based on mutual trust, respect, and profitability. In the case of Generation Z consumers who value transparency and authenticity, these types of stakeholder-centered CSR activities have proven very salient in ensuring brand allegiance and sustained engagement (Rivera et al., 2019).
2.4. [bookmark: _Toc18019]CSR and Consumer Behaviour Theories
To appreciate the role of CSR in consumer behaviour, there is a need to combine the known theories in consumer behaviour and the fledgling study on ethical consumption. Conventionally, consumer behaviour theories have been concentrated on psychological, cultural, and social aspects that influence consumer purchasing decisions (Akbari et al., 2020). Nevertheless, the increasing interest in ethical and sustainable consumption has already necessitated the reconsideration of such models in order to consider CSR as a key factor of consumer attitudes and loyalty.	
Through CSR programs, consumers develop their understanding of a brand’s character and its virtues. As companies actively participate in both social and environmental activities, it means that they are willing to adhere to values that consumers can more closely identify with, particularly the younger populations such as Generation Z (Nguyen, 2021). This fit develops a psychological association that surpasses functional features of a service or a product. Customers now demand that brands have their sense of meaning, and CSR will serve as the tool to convey such messages correctly (NGO, 2024).
CSR perceptions alone have been outlined to affect satisfaction and purchase intentions. The positive perception enhances the emotional connections of the consumer towards the brands and raises the general satisfaction and readiness to recommend the brand to others. This system helps to adhere to the fact that CSR is not only an appeal to the rational engagements of consumers, but it also connects to the magnitudes of their sentiments and helps to build more devoted and strong patronage.
Narayanan (2022) further reaffirms this assertion with the following remark that the findings of this study will provide good insight into how various dimensions of CSR influence consumer behaviour to marketers and researchers alike. The point is that this knowledge encourages the further division of CSR into different dimensions, comprising environmental responsibility, ethical labour practices, and community engagement, to comprehend the nature of their consequent and combined impacts on consumer attitudes.
The main mediating variables in the relationship are composed of brand engagement and perceived authenticity. Brand engagement describes the emotional and cognitive bond that the consumer has to a brand (Mann, 2023). It may include practices of active routines like following the content produced by a brand on various social media, or attendance of the brand-sponsored events, or promoting the brand on the internet. CSR programs usually trigger such a connection, introducing common values and purposes that consumers can unite around (Narayanan, 2022).
There is also the perceived authenticity that is a serious factor. Consumers, most particularly Gen Z, are quite sensitive to gaps between what a brand communicates and what the brand does. CSR also helps in strengthening trust and credibility when applied respectively and therefore makes the brand more attractive. On the other hand, the lack of perceived authenticity or the so-called greenwashing might do just the opposite and create mistrust and even brand rejection (Moisescu and Gică, 2020).
In addition, perceived value and fairness can be subject to CSR in a bid to contribute to the consumer decision-making process. Consumers will tend to excuse high prices and are more ready to exhibit brand loyalty when they feel that a brand is investing in society or the environment.
2.5. [bookmark: _Toc15229]Gen Z as Ethical and Digital Consumers in the UK Context 
Generation Z, born between 1997 and 2012, is a generational role missing in the e-commerce world, particularly in the UK (Valiño et al., 2023). However, Gen Z shoppers make decisions very differently than their predecessors; their values, especially transparency, inclusivity, and environmental stewardship, can become crucial contributing factors affecting purchasing decisions (Mohammadi et al., 2023). Being brought up in the times of social media, rapid technology development and increased social awareness, Gen Z consumers are becoming more critical and picky in the brands they choose to support.
This cohort does not negotiate transparent behavior. The Gen Z generation requires transparent and truthful communication between them and brands, particularly on social and environmental activities. They require brands to be transparent on their supply chain, sources and corporate governance (Martínez-Sala et al., 2023). Disingenuous or ambiguously worded communications are easily exposed, and may result into instant loss of confidence. This transparency demand is directly connected to their use of the digital platforms where the information shares and is quickly investigated by an international community (WONG, 2021).
Gen Z consumers also focus on inclusivity as one of the values. They promote those brands that are inclusive, that are pro equality and those that champion against any social injustices (Luis and Barcellos-Paula, 2024). In the UK, where multiculturalism is the characteristic feature of society, Gen Z demands brands to express and promote the values of inclusion (both internally, e.g. through diverse workforces, and externally, e.g. through inclusive marketing campaigns) (Mann, 2023). Any brand that does not base these expectations is usually met with criticism, and the ones who succeed have a chance to tackle strong emotional attachments and following.
Perhaps the most urgent value is environmental sustainability that affects the consumer behaviour of the Gen Z. This generation is highly conscious of the climate issues and wants brands to take steps towards lessening the impact on the environment (Luis and Barcellos-Paula, 2024). Whether in terms of circular economy or small carbon footprint, environmental-friendly initiatives are the main appraisers of brand loyalty in Gen Z consumers.
Wong (2021) emphasizes this conclusion by saying, Gen Z is more preoccupied with the social cause or environmental-related challenges. Thus, one of the factors to which they pay attention in the process of buying are the features of CSR. This shows that to Gen Z, buying is no longer an exchange of money and goods, but an act of self-expression of their identity and values (Mohammadi, Barzegar and Nohekhan, 2023).
There is further evidence of this assertion, with Wong (2021) going on to state that most of the CSR initiatives, which are not shareholder-related, would affect purchase intention among the Gen Z served accordingly. This brings out that Gen Z is more interested in the CSR activities that will effectively sell to society and the environment rather than financial stakeholders (Luis and Barcellos-Paula, 2024). The fact that they willingly incorporate CSR in their buying behaviours shows that there has been a significant change in consumer value orientations.
Gen Z is impossible to overestimate in terms of digital savviness. Overall, it is estimated that more than 95 percent of the people aged 16 to 24 in the UK use social media daily, thus presenting it as the main avenue of brand interaction. Instagram, TikTok, and YouTube, as well as other social media platforms, can be used both as an entertainment source and as activism, education, and community-building platforms (Conor and Khan, 2024). It is thus projected that the brand should carry on a real and dynamic identity on the digital platform, where such CSR measures are displayed in an open and prompt manner.
Moresjio and Xin (2020) confirm this trend by saying, consumers will more likely seek brands that engage in CSR and ethical business practices. In the UK, this finding is especially critical as its survey research indicates that nearly 70 per cent of Gen Z consumers would pay a premium price to access sustainable products, and more than 80 per cent of Gen Z people take social and environmental considerations into account of a brand before making purchases (Moisescu and Gică, 2020).
Also, the trend of requiring influencer marketing, which is quite popular in Gen Z, increases the role of authenticity and ethical branding. Influencers are usually viewed as more real and natural as compared to conventional advertising sources (Cagnin and Nicolas, 2022). Once the influencers started promoting the brands that have high levels of CSR activities, it also adds to the credibility and attractiveness of such brands to the Gen Z audience. Nevertheless, the arsenal of reputational devastation may be triggered by any inconsistency between stated values and the reality of corporate practices, because Gen Z has a sharp eye and skillful finger to view and comment on performative activism (Moisescu and Gică, 2020).
Gen Z is also a large market in terms of economic activity and has been estimated to have a combined spending capacity that would top well over 50 billion pounds in the future in the UK market alone. The effect of this economic presence in the high-level growth of the business, combined with their outspokenness in urging businesses to be ethical and sustainable, makes Gen Z a necessary group who are a key demographic that brands have to target to have lasting success and consumer loyalty.
2.6. [bookmark: _Toc24618]CSR and Brand Loyalty Mechanisms
Brand loyalty has traditionally been regarded as an important source of business prosperity, repeatedly guaranteeing sales and a powerful consumer recommendation. Nevertheless, in the contemporary market, especially with the generation of Z, the issue of loyalty is no longer ensured by the level of product quality or the price of a product (Arachchi and Mendis, 2021). Rather, there has been a rise in Corporate Social Responsibility (CSR), which is one factor that plays an important role in determining brand loyalty on consumer trust, emotional relation, and repurchase intentions.
Brand loyalty is established in trust. As it can be seen by consumers that a brand is sincerely interested in fulfilling their ethical, social, and environmental responsibilities, their level of trust in that brand increases (Alhouz and Hasouneh, 2020). The CSR projects, such as limiting the carbon footprints, assisting the community projects, or practicing fair labour, position consumers to the value position at which they feel a brand is similar to them. This is of utmost importance to Generation Z, which is not at all resistant to the subject of corporate ethics and transparent procedures. The trust built with the help of CSR increases the probability of not only choosing a brand but also acting in its favor in the future (Mohammadi et al., 2023).
Emotional connection is one more crucial element that CSR empowers (Moisescu and Gică, 2020). Brands that are actively involved in copious and viable mutual social and environmental projects leave an appealing storyline that can be emotionally invested in by the consumer. These stories create a feeling of common identity and solidarity, and they turn customers into secret servants of a brand. According to Valiño et al. (2023), the findings indicate that the corporate social responsibility affects only the purchase intention of fashion consumers but primarily by engaging with the brand. This implies that through CSR activities, people will have more reasons to engage deeper, and this will then be reflected through purchase intentions and loyalty.
Emotional connection has a close relation with the repurchase intention, together with trust. As long as the consumers have a belief that a brand represents the true values of ethical conduct, they are likely to reward it by giving it their continuing business (Mann, 2023). The trend is especially noteworthy among the Gen Z consumers who consider their consumer choices as a part of themselves and their ideals. A brand with a track record of social responsibility will be in a position to build a following of attracted customers who are more than happy to pay more and endure a slight flaw in the product (Tarapata and Kostecki, 2025).
Integrity forms the main hit of CSR in creating brand loyalty. Authenticity is the match-up between the claimed values of a brand and those behaved values of the brand. Customers born within Generation Z, who are good at searching and identifying incongruities in the digital space, are easily able to identify and respond negatively to fake CSR initiatives, which is commonly known as greenwashing (Vo, 2019). Actual CSR projects, however, strengthen brand reputation and increase consumer loyalty. The element of perceived fairness is also very important since consumers not only judge based on the result, they also strive to look at how fair the processes through which CSR is relieved.
According to Luis and Barcellos-Paula (2024), this connection is emphasized, as the authors explain, which state their study is aimed at establishing whether the influence of perceived corporate social responsibility (PCSR) and brand equity, as well as brand loyalty, is indifferently mediated by brand … Although the whole sentence focuses on the terms of mediation, the gist identifies the idea that the perceptions of CSR directly impact brand loyalty, usually through either engagement or equity routes. This confirms the value of authenticity and transparency of CSR communication practices (Narayanan, 2022).
In addition, the emergence of green marketing has also shed further light on the association of brand loyalty and CSR. Green marketing focuses on sustainable processes in manufacturing, wrapping, and advertising, and consumers who are conscious about the environment would be attracted to such messages. According to Mohammadi et al. (2023), green marketing strategy has a considerable implication on brand loyalty. The fact that in this finding, it was much easier to highlight that environmental responsibility is not a subsidiary issue but a core issue of consumer commitment.
In markets that are saturated, the incorporation of CSR as part of brand identity allows it to have a competitive edge. Using social and environmental issues to their advantage, brands will be able to stand apart and stand out among the rivals by attracting an increased number of consumers who want to dedicate more to ethically conscious practices. This distinction can be converted into a strong brand community, high customer lifetime value, and enlarged flexibility against marketing variations.
2.7. [bookmark: _Toc4645]Communication of CSR: Packaging and Messaging Strategies:
Communication is crucial in creating brand credibility and consumer loyalty, most importantly among Generation Z, based on CSR efforts. This generation requires clear, authentic, and exciting communication, which is in line with their ideas of social and environmental accountability (Topic and Mitchell, 2019). How a CSR initiative is communicated by means of social media, packaging, and marketing campaigns is a critical issue as far as perception is concerned and in eliciting behavioural reactions.
Social media has emerged as one of the principal modes of making brands present their CSR activities. Social media such as Instagram, TikTok, and YouTube give businesses the opportunity to post details of their behind-the-scenes stories, progress on sustainability goals, and programs that impact the community (Vo, 2019). These sites allow two-way communication; consumers can communicate directly with a brand, question it, and hold it accountable. Social media is a perfect medium to create genuine connections since it is immediate and visual, yet the improper use creates risks of a swift backlash as consumers are more likely to lose their trust in the insincerity (Martínez-Sala et al., 2023).
Another very important communication touch point materialized quite often as the initial physical encounter consumers undertake with a brand is packaging. CSR packaging calls may go a long way in changing consumer attitudes and intentions. According to Topic and Mitchell (2019), small alterations would result in much larger cues of consumer attention on sustainability representation … On-packaging CSR claims have the power over behavioural intentions. This implies that even minimal communication on the package can make a brand look more responsible and lead to more responsible consumer behavior.
Through this, Topic and Mitchell (2019) further explain, a study inquires what the impact of on‑pack claims on health benefit perceptions, taste, and attitude/behavioural intentions towards the company. Packaging is an educational component that not only informs the consumer about the activities of environmental concerns but also defines the quality of products and corporate ethics. These on-pack signals have the strongest effect on Gen Z consumers, who tend to investigate every aspect before buying the product.
It is also important to communicate via campaigns in CSR. An effective campaign should represent the eagerness of a brand to be at the service of society and partner with strategic use of storytelling, transparency, and quantifiable results (Conor and Khan, 2024). Nonetheless, Gen Z is also prone to greenwashing scandals, so brands need to double-check that every campaign is supported by real deeds and measurable data. Deceptive adverts may cause serious tarnishing of reputation and erosion of consumer confidence, which are quite counterproductive in a generation that thrives on online activism.
2.8. [bookmark: _Toc22623]Gaps in Literature and Need for Further Research
Although the available body of literature shows a wide range of the positive consequences of CSR activities on the consumer behaviour, there is still a lot of discrepancy about their real contributions on the loyalties of Generation Z. Whilst multiple studies revealed that there is indeed a direct connection between CSR activities and strengthened purchase intentions, other sources indicate that their interconnection is very situational and determined by other variables like authenticity, perceived fairness, social proof.
One thing that stands out as a gap is that the study does not feature any research regarding Gen Z consumers in terms of the UK context. Most of the existing literature is international or market-specific (such as the US and Asian markets), and there is an urgent necessity to learn about localised consumer expectations and reactions. As an example, Wong (2021) explains that the majority of the CSR initiatives, other than shareholder-related initiatives, influenced the purchase intention [among Gen Z]. That demonstrates that it is important to look at which of the dimensions of CSR are the most appealing to Gen Z consumers located in the United Kingdom and how this affects their loyalty over a long time, and not only short-term purchases.
Additionally, even though the previous research has given credence to the digital skills that Gen Z possesses, there has been less empirical exploration of the influence of the digital communication platforms, especially by the use of social media and influencer reviews, on their attitude towards CSR and consequently their loyalty. Digital engagement, CSR messaging, and loyalty behaviours are interrelated places that are yet to be researched and should be of utmost scholarly interest.
One more aspect that is not done that well is the issue of CSR scepticism among Gen Z, which especially applies to Great Britain. Considering that this generation is highly sensitive to greenwashing and unauthentic messages, it can be said that future studies need to look at factors that can foster scepticism and their impacts on brand relationships.
2.9. [bookmark: _Toc31902]Theoretical Models Underpinning CSR and Brand Loyalty
In order to critically understand the dynamics between Corporate Social Responsibility (CSR) and brand loyalty of the Generation Z consumers, theoretical models and models used to support such relationships are imperative. Among the key foundational models, we may cite the CSR Pyramid developed by Carroll, specifying four levels of responsibility that include economic, legal, ethical, and philanthropic ones. Although the model proposed by Carroll is still relevant, it has received criticism that it is too simplistic about the expectations of the stakeholders in a fast digitizing and socially conscious market. In the case of Gen Z shoppers, all the other ethical and ethical layers of motivation (inclusivity and environmental justice) may prevail over economic reasons, which will imply a transition of the Carroll model of priorities to a more straightforward or even virtuous model of CSR.
The other applicable model is the Theory of Planned Behavior (TPB) that describes the interrelationships between attitudes, subjective norms, and perceived behavioral control that constitute intentions. From this perspective, this theory can be used to contextualize how the ethical positioning of Gen Zs on CSR messaging (whose values are based on sustainability or social justice) can have a direct impact on the brand trust and loyalty. Nevertheless, TPB is based on rational decision-making, and it might not be a complete guide to explaining the emotionally charged digital interactions of the Gen Z with brands.
The Stakeholder Theory provides a multidimensional perspective as well, and it underlines the necessity of businesses involving all the stakeholders, rather than shareholders alone, to secure legitimacy and trust. This suits the claim by Martinez-Sala and several other authors remarkably well when it comes to the argument that CSR is constructed upon a system of mutually advantageous relationships of stakeholders and a company (Martinez-Sala et al., 2023).
It is genuinely vital that current models overlook strategies of digital communication that affect the behavior of Gen Z. There is a need to broaden the existing frameworks, including the moderating factors and move on with the traditional establishment framework to include a few considerations, such as media richness and perceived authenticity (as reflected by Topic & Mitchell, 2019), who plainly state that, according to their findings, it is true that, on-packaging CSR declarations can have an impact on behavioural intentions.
In that way, the synthesized structure of CSR theory, stakeholders participations, and consumer behavior models, adjusted to the digital natives, is required to inform the empirical research in this paper.

2.10. [bookmark: _Toc18638]Summary of the Literature Review:
This literature review has discussed the concept of CSR and its development as well as its application in stakeholder relationships and on consumer behaviour and brand loyalty, especially among Gen Z in the UK. Primary information shows that Gen Z has a high regard for authenticity, transparency, and environmental sensitivity, which are of imperative relevance to the purchases and competence in their loyalty. In spite of the enormous research, there are great gaps when it comes to CSR scepticism as well as digital engagement within a UK context. These gaps warrant the targeted empirical studies that aim to elucidate the dynamic relationship between the CSR initiatives and brand loyalty, thus signifying the methodological approach under consideration in the following chapter.













[bookmark: _Toc8295]Chapter 3 – Methodology
3. [bookmark: _Toc28753]Introduction:
The purpose of this chapter is to provide a methodological strategy for the study conducted to explore the impact of the Corporate Social Responsibility (CSR) efforts on the development of brand loyalty among consumers belonging to Generation Z in the United Kingdom. Quantitative research design was chosen in case the measurable and generalizable insights are collected in a target population of digital-native consumers. Such a choice corresponds to the positivist research tradition that requires fulfilling the objective measurement and statistical verification to make reliable conclusions.
The digital era makes research of consumer behavior quite complicated, especially when it comes to Gen Z, and a structured and empirical method is paramount in developing actionable information. The methodological rigor of this study can be seen as an expressed concern at the design level of the study, in both data collection in data analysis. This leads to both a validity and a methodological replicability of the study’s research findings. It is particularly critical in the case of CSR, where the aura of values and actions should be taken accurately.
According to Qualtrics (2025), when one does not have data, they are just another individual with an opinion. This is supportive of the building block aspect of evidence-based methodology in the pursuit of credible conclusions. The outline of this methodology chapter is designed to be clear and transparent in the investigative procedure, with a strong alignment with the expectations of the research goal to assess the role of CSR in building trust, loyalty, and ethical purchasing attitude among Gen Z consumers.
3.1. [bookmark: _Toc6885]Research Philosophy and Approach:
This study adopts a positivist form of philosophy, which states that objective and observable phenomena can be used to infer knowledge about the same. The positivist lens can be applied to the current study since it seeks to identify the patterns and test hypotheses about CSR perception, brand trust, and loyalty using measurable information. The philosophy advocates the use of structured instruments and statistical analysis where interpretation of the data does not depend on any bias of the researcher.
To comply with this version of philosophy, a deductive methodology is applicable. The use of deduction will enable the study to take a step further from observation towards general theoretical statements or laws concerning CSR and consumer behavior, and testing each against empirical facts obtained through Gen Z participants. Such a methodology is especially pertinent to the work of theories such as Stakeholder Theory that influence the studies dedicated to CSR as a relational practice of a business scenario and a community beyond it.
According to Adewole (2024), Stakeholder theory … points attention to brand interactions from consumer perceptions based on a mixed methods research approach from quantitative and qualitative analyses. Though the present research is of purely quantitative design, it incorporates the theoretical contribution of the qualitative and mixed-method approaches to stakeholder engagement. The framework guarantees that CSR is examined not as an isolated phenomenon, but rather its effects on the phenomena in the real world, especially in terms of Gen Z ethical and digital demands.
3.2. [bookmark: _Toc12516]Research Design and Strategy:
The research to be conducted is quantitative and aims to explore the issue of the impact of CSR activities on brand loyalty among the Generation Z population of the United Kingdom. The use of a quantitative methodology means it will be able to measure attitudes, behaviours, and relationships by use of statistically rigorous techniques. The method is especially ideal in the case of assessing structured hypotheses in that generalization could be carried out from the results to the target population.
Choice of survey as the main form of data collection tool: The survey was chosen as they are efficient in collecting data from large sample sizes and gives the ability to quantify the opinions and trends. The questionnaire will be in the form of scaled-response questions in order to provide data that will be analyzed on correlations between CSR perception, brand trust, and repurchase intentions. Survey methodology focuses on instruments or procedures that can direct one or more questions that have the possibility to be answered or not answered, as reported by Turner et al. (2022). Such versatility is perfect to measure different degrees of interest and reactivity among Gen Z demographics.
The choice of quantitative tools also corresponds to the theoretical orientation of the research, that is, the investigation of the question of consumer behavior and models of brand loyalty that are based on the results of empirical validation. According to Mohamed (2024), quantitative market research, considered “... a way of researching the market, to give the business a clear picture of consumer behavior, and the potential market opportunities.” Such a strategy is in line with the existing literature on the role of CSR in emotional attachment and buying behavior, and it enables the accurate interpretation of Gen Z towards the brand’s strategies.
Besides, the research approach includes an organized knowledge of Gen Z attitudes and actions. As Qualtrics (2025) put it, one of the main components of market research is to deeply understand the customer. This is done through empathetic listening, needs identification, and trends.” Such a view enhances the significance of the involvement of credible, quantifiable data in the development of marketing strategy and brand communication procedures that attract the ethically concerned customer.
3.3. [bookmark: _Toc16293]Sampling and Population:
The research target population will be Generation Z in the United Kingdom, that is, the 18- and 26-year-old customers. This segment was selected because of their growing buying capacity, online literacy, and concern towards corporate responsibility and the environment. They are an essential group to CSR-based brand analysis because of their Internet interaction habits and their need for openness and non-exclusivity.
They are active social media readers in Wales and England, and they are most likely to respond to online appeals made by brands as well as participate in CSR campaigns. Since the research targets a limited group of the population, a specific group with specific characteristics, it approaches the strengths of ethical awareness and digital mobilization; non-probability purposive sampling was chosen. This method will enable the researcher to purposively sample those who match the profile of interest, thus making the data relevant and focused.
The aim of the sample size of 200 participants is to have a meaningful foundation for the statistical analysis. This number only assists in inferential validity, and at the same time, does not run out of control when working on a dissertation project. Strong sample sizes, as indicated in other like-minded research, make it easier to infer credence in the consistency of perceived determinants. For example, the current research paper consists of a comparison between the direct and indirect influence of corporate social responsibility (CSR) on brand equity and brand loyalty. 600 questionnaires have been gathered (Tan, Rasoolimanesh, and Manickam, 2022). This project is smaller in terms of its participants, but the rigor of its methodology is the same.
Such a narrowly built population and sampling approach will make the insights obtained from the data directly usable when developing the CSR strategy of the brands operating in the UK market, targeting the consumers of the Gen Z generation.
3.4. [bookmark: _Toc11099]Research Instrument and Questionnaire Design
A structured online questionnaire will constitute the research instrument of the study, which will gather quantitative data, with results congruent with the research objectives, which is to analyse the effect of the implementation of CSR initiatives on brand loyalty in consumers of Gen Z in the UK. The design is centered towards closed questions in order to make analytical statistics and ensure uniformity of the responses among the participants.
The questionnaire will be divided into five parts:
· Demographics: Gathers information about the participant, i.e., age, gender, education, and geographical location.
· CSR Perception: It gauges the perception of the respondents on the social and environmental activities of the brands.
· Brand Trust: Brand trust gauges the degree of trust in brands based on their CSR communication.
· Brand Loyalty: Measures emotional attachment as well as repeated future Buying intentions.
· Repurchase Intentions: Measures the propensity of further involvement and behavior of advocacy.
The initial items under CSR, brand trust, loyalty, and intention to repurchase are based on past literature to give it scholarly credibility. As an example, we have this report in Fatma and Khan (2023), which says, “All the measurement items were set on seven-point Likert scales with responses of strongly disagree and strongly agree.” Such scaling is permissible to perceive the attitudes of the participants in a subtle way. Moreover, on parts devoted to satisfaction and loyalty, the structure is made according to previous studies, e.g., Caruana, B. Ramasashan and Krentler (2014), who state that the scale of the measurement of the consumer satisfaction and the consumer loyalty was created based on the five point Likert scale where 1 corresponded to the Strongly Agree and 5 to the Strongly Disagree.
The items must be phrased neutrally to make them clear and require field piloting before full implementation. All areas are organized logically, and there are some instructions provided to participants. In this manner, the organization of the survey, it is possible to state that the instrument successfully measures both cognitive and behavioral aspects of the brand engagement concerning CSR.
3.5. [bookmark: _Toc16827]Data Collection Procedure:
This study interviewed participants within two weeks through online survey instruments, mainly Google Forms, which were distributed through social media, including Instagram, LinkedIn, and Twitter. May has platforms more popular with Generation Z, which would mean that it will reach out to the needed demographic group.
A Participant Information Sheet that included the details of the purpose of the research, an approximate amount of time it would take to complete the survey, and that participation in this research are voluntary, as well as that privacy or confidentiality will be maintained, was attached to the questionnaire via its link. This was accompanied by a compulsory consent box that had to be checked before making an appearance to take part in the questionnaire, thus informing the respondents on the significance of consent to make contributions.
The most important was the ethical integrity. As Mohamed (2024) points out, Responsible practices in quantitative market research are making sure that the participants are kept anonymous, have given informed consent, and follow the regulations of data protection. Thus, personally identifiable information is not gathered, and all storage of the data is secure with sole access to the researcher only. The participants were notified that they can withdraw at any time before the final submission.
This organization of the sound ethical collection process contributed to credibility and reliability, and it meets the criteria of the academic and institutional standards of human participant research. It also gave accessibility and enabled the use of a wide geography in Wales and England via the online format.
3.6. [bookmark: _Toc19905]Data Analysis Methods
Data collection will conclude with the analysis of the data gathered through SPSS (Statistical Package for the Social Sciences), whose platform is considered effective in performing descriptive and inferential statistics. The origin of descriptive analysis will provide summaries of the major variables, such as the average of responses, frequencies, and standard deviations of construct elements, including CSR perception, brand trust, and loyalty.
To study the connections between CSR activities and brand loyalty among Generation Z, the research will address Pearson correlation in order to see how strong correlations could be between variables, e. g., CSR perception, and trust or repurchase intention. After this, there will be a multiple regression assessment to determine the predictive power of CSR towards the dimensions of brand trust and brand loyalty.
More importantly, the study further includes mediation analysis to achieve the indirect impacts of CSR on loyalty through other constructs. It may be explained by the results of Narayanan and Singh (2023), who wrote: The results support the presence of positive overall CSR impact on WTP. Another thing this study shows is the indirect impact of CSR and WTP, that is, via such variables as Brand Trust, Brand Loyalty, Brand Love, Customer Satisfaction, Brand Attitude, Purchase Intention, and Brand Equity. On the same note, Caruana, B. Ramasashan, and Krentler (2014) concur with this by citing this: Their study showed evidence of CSR having a secondary effect on brand loyalty by influencing brand identification.
Combining regression and mediation models will help to gain a better insight into the significance of how CSR influences brand loyalty, not only straightforwardly, but also through other, hidden psychological and behavioral processes. Such analysis methods fit the aims of the study and the theoretical aspect and allow a clear investigation of the causality and consequences.
3.7. [bookmark: _Toc26924]Ethical Consideration:
The study meets the conditions of strict ethical standards set by the ethics committee of the university. The possibility to obtain ethical approval before data collection was taken into account, and access to accessible participant information sheets with detailed information about the purpose and process of the study and the rights of participants was given to all the participants.
Exportations of voluntary informed consent was achieved by having an online check box before proceeding with the survey. The participants were made to fully understand that the participation was totally optional and they could pull out at any point without any repercussions. Following the best practice of ethics, there was no type of personally identifiable data was gathered through the survey.
Their answers were coded with anonymity and then stored under an encrypted digital system that only the researcher had access to. General Data Protection Regulation (GDPR) was used to process data to ensure that information could only be used as an academic process and should not be indefinitely stored.
These actions correlate with ethical duties of research and the spirit of the very topic. As Etikan (2024) points out, corporate social responsibility will help in giving a positive overall assessment of the organization and its brands. Similarly, the maintenance of ethical standards in research promotes the reliability of academic institutions and their respect for the dignity, privacy, and autonomy of participants.
The clarity and concern that are incorporated in the methodology support the integrity of the research and that of the CSR values under discussion.
3.8. [bookmark: _Toc4517]Limitations to the Methodology (200 words)
Although the research has taken a firm quantitative approach, some limitations have been considered. To begin with, online surveys are self-report; therefore, they are prone to response bias whereby participants give answers that are socially desirable as opposed to answering truthfully. This may especially affect statistics on such sensitive topics as ethical consumption or corporate responsibility.
Secondly, the chosen phenomenon of Generation Z consumers in the UK restricts the application of the results to other populations, as well as other geographical locations. The findings might not be representative of the attitudes of other groups of consumers of other ages or cultures.
Furthermore, the non-probability purposive sampling via social media can reduce the extent of sample representativeness since it will cover the digitally active Gen Zs and leave out the less active ones.
These limitations have partly been addressed by well-designed, structured, closed-ended questions and by instrument validation by review of the literature. This is what best practice recommends: discussed by Mohamed (2024): Pilot testing and validation of research instruments to define and eliminate any potential issues, and what was done in this research is that pre-distribution reviews were implemented in order to achieve clarity and consistency. Nevertheless, with all this, the methodology is quite an adequate basis to investigate CSR and brand loyalty connections with the objectives and purposes of the study.
3.9. [bookmark: _Toc15484]Chapter summary:
In this chapter, the methodological base of the study was described beginning with a positivist philosophy of research, deductive research method and stakeholder theory, and consumer behavior literature. Through structured online surveys, it is possible to explore deeply the issue of the impact of CSR initiatives on brand loyalty among Generation Z consumers in the UK using the quantitative approach.
Pivotal design choices were related to Likert-scale questions used to quantify such constructs as CSR perception, trust, and repurchase intention. The sampling methodologies were being changed in order to target the population of digitally active Gen Z across Wales and England. The combination of correlation, regression, and mediation analysis by using SPSS will enable the research not only to establish the relationship between variables but also to establish the knowledge of indirect effects.
Ethical issues were fully taken care of, such as informed consent, confidentiality, and compliance with the GDPR. Although it is agreed that there are a few limitations, like the bias in responses and lack of generalisability, the mitigation strategies have been employed in order to enhance reliability.
On the whole, the methodology proves extremely close to the aims of the research and introduces a stable base to the empirical study. In the case of Qualtrics (2025), it is extremely well said that, without data, you are just another person with an opinion. This prepares the stage of the fourth chapter, where the interpretation of the findings will be presented and analyzed against the background of CSR and the brand loyalty to Gen Z.






[bookmark: _Toc20962]Chapter 4 – Data Analysis
4. [bookmark: _Toc2009]Introduction:
The study findings, presented in this chapter, examine the outcome of studies on how Corporate Social Responsibility (CSR) contributes to brand loyalty among consumers in the United Kingdom who belong to Generation Z (Gen Z). The study centered around the determination of vital CSR variables and the evaluation of the influence of these factors on brand trust, customer satisfaction, and brand loyalty. They were evaluated using a well-designed online survey, which was taken by a sample representative of Gen Z consumers who are aged between 18 and 25.
The primary objective was to assess Gen Z's perception of CSR activities and how these perceptions affect their relationship with brands, particularly in terms of trust and loyalty. The questionnaires were administered using a mono-method quantitative approach, employing a five-point Likert scale to measure responses, which were then analyzed with SPSS software. Such analysis involves descriptive and inferential statistics collected in the form of mean distributions, Pearson correlations, and regression modeling of the provided significant associations between CSR and indicators of brand loyalty.
Such a data-analytical approach also helps to verify that the resulting data is backed by quantifiable evidence to remove the danger of resting on subjective reflection. As Rosiao and Casaca (2025) aptly noted, most customers are interested in a product's design and functionality. Still, they are likely to switch brands if a better option with improved features becomes available.
This observation is based on the strength of Gen Z loyalty, which is volatile, and leveraging CSR can help build stronger ties with the brands.
4.1. [bookmark: _Toc7085]Demographic Profile of Respondents:
In this section, the demographic composition of the people 221 who completed the survey will be tabulated along the lines of age, sex, and employment. The sample will be consistent with the target population identified in the study, which is Generation Z. It will allow it to be addressed narrowly about how CSR contributes to their brand choices and brand loyalty behavior.
4.1.1. [bookmark: _Toc13948]Gender Distribution
As depicted in Table 1, it can be seen that most of the respondents belong to the target Gen Z generation: 26.7 percent were in their late teens through early 20s or 18-22 years old; 27.6 percent were in their 20s or 23-26; and 25.8 percent in their early 30s or age 27-30. Interestingly, 19.9 percent were over 30, which reflects a spillover of the older millennials sharing their digital patterns. This is an indication of digital fluency amongst the participants, the majority of whom spend time on social platforms often.
	2. What is your gender?

	
	N
	%

	Male
	63
	28.5%

	Female
	158
	71.5%



[bookmark: _Toc207018208]Table 1 - Gender Distribution
4.1.2. [bookmark: _Toc15582]Age Profile
As depicted in Table 2, it can be seen that most of the respondents belong to the target Gen Z generation: 26.7 percent were in their late teens through early 20s or 18-22 years old; 27.6 percent were in their 20s or 23-26; and 25.8 percent in their early 30s or age 27-30. Interestingly, 19.9 percent were over 30, which reflects a spillover of the older millennials sharing their digital patterns. This is an indication of digital fluency amongst the participants, the majority of whom spend time on social platforms often.
	1. What is your age?

	
	N
	%

	18-22
	59
	26.7%

	23-26
	61
	27.6%

	27-30
	57
	25.8%

	Over 30
	44
	19.9%


[bookmark: _Toc207018209]Table 2 - Distribution of age group
4.1.3. [bookmark: _Toc22583]Employment Status
Working statistics indicate that 52% of the respondents were employed, 47.5 % were unemployed, and only 0.5% were students (Figure 3). There are suggestions that the ambiguous economic status of younger consumers can attract them differently in terms of brand loyalty, especially when considering the evaluator's perspective on utility and value-based CSR practices.
	3. What is your current employment status?

	
	N
	%

	Student
	1
	0.5%

	Employed
	115
	52.0%

	Unemployed
	105
	47.5%


[bookmark: _Toc207018210]Table 3 – Employment Status
When analyzing the data from the questionnaire, the "unemployed" option accounted for as high as 47.5% of the responses. Upon deeper analysis, this abnormally high value primarily stems from the limitations in the option settings of the questionnaire design. Listing "student" as a parallel option alongside "employed" and "unemployed" at a single level led to misselection by some respondents who are students. Many students did not perceive "student" as an "employment status" and instead, based on their lack of engagement in full-time work, directly chose the "unemployed" option. This resulted in a significant portion of this group being categorized under the unemployed range in the data, thus inflating the statistics.
As the representatives of this demographic group have been susceptible to the same challenge because they refer to social media as one of the essential parts of their lives (Siagian & Yuliana, 2023), the latter fact proves that it is relevant to explore the implications of CSR on social media platforms regarding the pattern of their loyalty.
4.2. [bookmark: _Toc8670]CSR Awareness and Perception:
Awareness and perception of Gen Z consumers towards Corporate Social Responsibility (CSR), in the form of descriptive statistics, was computed based on five Likert-scale questions (Q1-Q5). The obtained metrics, calculated as summarised, are a minimum of 5.00, a maximum of 25.00, a mean measure of 16.32, and a standard deviation of 4.97. These scores reflect a moderate to high awareness of CSR concepts among respondents.
This average mark shows a positive trend of Gen Z customers to consume CSR stories. The achievement in the scores is above the midpoint, implying that a majority of the participants are acquainted with and appreciate the CSR actions by companies. Also, the deviation is expected, to some degree, since the standard deviation indicates a diversity in perception, which might be shown because of the individual commonness of brand exposure or personal value.
The mean scores of each of the items related to CSR can be visualized, as shown in Table 4 (below). This would allow a clear indication of which dimensions of CSR (e.g., ethical responsibility, environmental care, transparency, etc.) are of most appeal to the audience of interest.
	Descriptive Statistics

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	CSR Awareness and Perception
	220
	5.00
	25.00
	16.3227
	4.96935

	CSR Brand Loyalty
	221
	6.00
	25.00
	17.0181
	4.47515

	CSR Communication
	221
	3.00
	11.00
	6.2353
	1.69995

	Valid N (listwise)
	220
	
	
	
	


[bookmark: _Toc207018211]Table 4 - Mean Scores for CSR Items
The mean of Q1-Q5 (example: Environmental Effort =3.4, Ethical Practice =3.2, Community Engagement = 3.5, etc.)
This upward trend confirms the idea of social responsibility of companies with the notion that young consumers expect companies to be socially responsible (Taylor, 2019). In an era where trust and transparency are increasingly intertwined with branding, CSR has evolved into more than a goodwill exercise; it has become a strategic resource that supports emotional branding and fosters continued loyalty.
Narayanan (2022) underscores the fact that CSR initiatives positively affect consumer satisfaction through the mediating effect of brand image and brand equity. This is specifically applicable to Gen Z, where their brand consideration is hinged more on approaches to business that cater to their principles and societal demands. Businesses that fail in this respect run the risk of losing the loyalty of this generation of digitally native individuals, who are fast to express disappointment or defect.
Overall, political website data has shown that Gen Z in the UK is highly conscious of CSR initiatives, and this awareness can impact brand trust and purchase decisions. For example, reports on climate policy campaigns show young consumers rewarding brands with strong sustainability agendas. This awareness shapes trust and purchase decisions, forming the foundation for analysing how CSR perceptions evolve into loyalty.This forms the basis of subsequent inferential analysis on how such perception is transformed into loyalty, as shown in the following sections.
4.3. [bookmark: _Toc15432]Correlation Analysis:
A Pearson correlation matrix was carried out to investigate the correlations that existed between the factors of CSR awareness, brand loyalty, and communication strategies. It enabled me to determine not only the magnitude (r-values) and significance (p-values) of relations among important variables:
	Correlations

	
	CSR Awareness and Perception
	CSR Brand Loyalty
	CSR Communication

	CSR Awareness and Perception
	Pearson Correlation
	1
	.085
	.004

	
	Sig. (2-tailed)
	
	.210
	.952

	
	N
	220
	220
	220

	CSR Brand Loyalty
	Pearson Correlation
	.085
	1
	-.109

	
	Sig. (2-tailed)
	.210
	
	.107

	
	N
	220
	221
	221

	CSR Communication
	Pearson Correlation
	.004
	-.109
	1

	
	Sig. (2-tailed)
	.952
	.107
	

	
	N
	220
	221
	221



[bookmark: _Toc207018212]Table 5 - CSR vs Loyalty Correlation Matrix
Out of 14, the Pearson correlation coefficient between CSR Awareness and Brand Loyalty is 0.085, indicating a very weak positive correlation. Nevertheless, the p-value of 0.210 is not significant at the usual 0.05 significance level, meaning I cannot conclude that this relationship applies to the rest of Gen Z.
In the same regard, the relationship between the CSR Communication and Brand Loyalty has a negative but minimal correlation (r = -.109), p = .107, which is also statistically insignificant. The correlation number between CSR Awareness and CSR Communication (.004) is practically zero, and its very high p-value of .952 further proves that there is no linear correlation existing.
Such low or no correlations can be counterintuitive as the perceived social consciousness of Gen Z. However the results illustrate a more complex truth that, although Gen Z attach importance to CSR, there could be more of an in-between effect as it refers to behavior outcomes such as loyalty or effectiveness of communication as it is mediated through more fundamental constructs such as trust or emotional connection.
This is consistent with the evidence provided in the past whereby the overall positive impact of CSR on WTP... is mediated by such variables as Brand Trust, Brand Loyalty, Brand Love, Customer Satisfaction, Brand Attitude, Purchase Intention and Brand Equity (Lerro et al., 2018). Therefore, although the direct relationship may not be too strong, the indirect effect can be robust through mediators.
In the same manner, Tan et al. (2022) noted that corporate social responsibility (CSR) has both a direct and indirect impact on brand equity and brand loyalty. 600 responses were collected. This complexity is reflected in my research, which demonstrates that CSR alone is insufficient for ensuring brand loyalty. However, when integrated into communication strategies, trust-related actions, and stable brand behavior, it can serve as an effective method for engaging the market over an extended period.
Finally, the direct correlations were not substantial, so it can still be argued that the perception of CSR might need to be treated as a multi-dimensional phenomenon, and the future analysis should be conducted using regression and mediation models to locate causality and induce changes in behavior.
4.4. [bookmark: _Toc26522]Regression Analysis
In this area, the variables are predictive, i.e., the relationship between the independent variable CSR Awareness and Perception and the dependent variable CSR Brand Loyalty was investigated through simple linear regression in SPSS. This study aimed to establish the effectiveness of CSR perceptions in determining brand loyalty among Gen Z consumers in the UK.
The ANOVA print-out shows the overall model fit:

	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	31.540
	1
	31.540
	1.578
	.210b

	
	Residual
	4358.460
	218
	19.993
	
	

	
	Total
	4390.000
	219
	
	
	



	a. Dependent Variable: CSR Brand Loyalty

	b. Predictors: (Constant), CSR Awareness and Perception


[bookmark: _Toc207018213]Table 6 -Summary of model: ANOVA Test
Where F = 1.578 and p = .210, where in this case the model does not correspond to the 0.05 level. This means that the difference in CSR brand loyalty does not strongly correlate with CSR awareness alone among the sample. Although the R-squared is low, predictability is also low. This does not dismiss the possibility of indirect effects or influence through other mediating variables.
This is in agreement with foundation research indicating the intricacy of the association between CSR and devotion. In that order, an example of a direct relationship between CSR and brand equity can be found as follows, namely, the direct relationship between CSR and brand equity (Phung & Huynh, 2022). In turn, equity affects brand loyalty, indicating a mediated relationship rather than a direct one.
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	15.753
	1.037
	
	15.188
	.000

	
	CSR Awareness and Perception
	.076
	.061
	.085
	1.256
	.210



	a. Dependent Variable: CSR Brand Loyalty


[bookmark: _Toc207018214]Table 7 - Coefficient table analysis
Unstandardized B (B = .076) indicates that every one-unit rise in the level of CSR awareness leads to a rise in brand loyalty by 0.076 points. Nevertheless, non-significance is reflected by a p-value of .210, thus the effect cannot be considered statistically reliable.
The implications of these findings suggest that Gen Z brand loyalty cannot be largely predicted based on CSR perception only, as Patil & Manas (2025) compile. This study explored how the CSR communication affects the consumer behavior and brand relation of Gen Z people. This brings out the multifactorial character of loyalty, which was determined by communication, interaction quality, and emotional connection.
The regression model, though statistically weak, leads to a broader theoretical understanding that CSR can earn loyalty when implemented together with trust-building, branding practices, and communication.The regression equation is not statistically strong as the correlation between CSR awareness and brand loyalty was found to have a low beta ( = 0.085) and p-value of high insignificance (p = .210). This reveals that CSR is not a bold predictor. Nevertheless, CSR reinforces loyalty, in conjunction with trust, branding and communication. A more formidable predictive model would incorporate intermediary variables of trust, satisfaction, and brand equity, as endorsed in previous literature.
To study the same in the future, multivariable regression or Structural Equation Modelling (SEM) may be more appropriate to explain the intricate causal links between CSR and loyalty amongst Gen Z.
4.5. [bookmark: _Toc5095]Thematic Integration with Literature:
In this section, the statistical results of the SPSS data will be combined and integrated with the theoretical and empirical knowledge notions and observations brought forth in the literature review. This will serve to verify or compare the data trends with the available literature, especially in how Gen Z will react to the aspect of Corporate Social Responsibility (CSR) and its effects on brand loyalty.
4.5.1. [bookmark: _Toc27237]Weak Predictive Power of CSR Perception
The SPSS results of the regression and correlation showed that CSR awareness and perception are not significantly related to brand loyalty, indicating a weak relationship. The Pearson correlation between CSR perception and brand loyalty was low, with a value of r = 0.085 (p = 0.210). Furthermore, regression analysis revealed a non-significant beta value of 0.076 (p = 0.210). This resonates with Barchiesi & Colladon (2021), who have stated that CSR receives far less attention than anticipated, which potentially underlines the power of CSR initiatives when more pressing feelings or brand-related inclinations are relevant to Gen Z customers.
4.5.2. [bookmark: _Toc25134]The Role of Philanthropy and Ethical Evaluation
Nevertheless, the results do not undermine the significance of philanthropic activities in influencing consumer perception. Although interest in CSR in general is unlikely to be a good indicator of loyalty, certain forms of CSR-related activity, including philanthropy, may play out more directly. This is supported by the idea of Idrees et al. (2021), who explain that: Philanthropy had a more substantial impact on consumer evaluations… This clarifies why CSR communication in isolation (as gauged by survey items Q6-Q8) showed very weak correlation (r = -0.109) with brand loyalty: a general communication effort may not show up unless it is accompanied by something tangible and charitable.
4.5.3. [bookmark: _Toc8380]Value Alignment and Social Responsibility
According to a behavioral economics point of view, Gen Z is not the only group that is driven by what the company does, but also by the alignment of its actions to their values. This is manifested in Potrashkova et al. (2018), who claim: Social responsibility of consumers is one of the primary terms of covering the costs of the enterprises related to the execution of social and ethical marketing tasks. The most relevant implication of this statement is the interdependence between responsible consumer identity and corporate action, which implies that, although CSR does not apply uniformly to loyalty measures, it strengthens the brand credibility in value-based market sector segments.
Trends in demographic data also back this interrelation: the total sample size of respondents was 221, with 100 per cent of respondents using social media to follow brands, and more than 70 per cent being female, as ethically conscious and socially aware attitudes are variously and widely associated in the literature. As Gen Z has demonstrated tendencies of digital engagement, brand loyalty can be founded on honest and continuous CSR storytelling, not just awareness-raising.
4.5.4. [bookmark: _Toc27717]Revisiting Hypotheses
In part, statistical evidence confirms the hypotheses stated in Chapter 1. While H1 (CSR positively influences brand loyalty) lacks strong statistical significance, the literature confirms indirect pathways—through trust, perceived equity, and ethical identification—as crucial mechanisms. Therefore, the hypotheses can be redeveloped to indicate a mediated relationship between CSR and loyalty as opposed to a direct one.
4.6. [bookmark: _Toc18752]Summary of Key Findings:
The young consumers demand social responsibility of companies (Taylor, 2019). This chapter examined the correlation between Corporate Social Responsibility (CSR) and brand loyalty of Gen Z consumers in the UK based on descriptive and inferential statistics gathered via a survey (structured survey conducted online). The findings provided complex and insightful information into the roles awareness, perception, and communication of CSR play regarding loyalty behaviors, revealing some somewhat conflicting yet illuminating trends across variables.
Descriptive statistics helped to point out that Gen Z respondents were relatively aware and agreed with CSR-related statements (Mean = 16.32, SD = 4.96). Nevertheless, the relation between general awareness of CSR and brand loyalty was tenuous and insignificant (r = 0.085, p = 0.210), which implies that a general awareness of CSR does not directly correlate to any loyalty behavior. This replicates earlier suggestions that consumers tend to be lured by a good’s design and utility but might soon change brands (Ros & Casaca, 2025).
Additionally, Gen Z cared about CSR efforts, but now these are only relevant to the extent that they conform to higher values of identity. In this respect, the role of CSR might be more fundamental in that it could build the brand reputation instead of being the sole driver of loyalty. Narayanan (2022) found that CSR initiatives have positive impacts on consumer satisfaction by mediating the effect of brand equity and brand image.
There was also low correlation between CSR communication and loyalty (r = -0.109), which implies that generic advertisements can be insufficient to elicit belief or loyalty by this group. This strengthens the position that Gen Z does not care about superficial marketing but about real, change-creating content.
CSR value can only be seen when it is integrated into the brand identity, as literature indicates. As an example, Fatma et al. (2020) state that there is an excellent impact of perceived corporate social responsibility (PCSR) on consumer brand trust and brand identification. Thus, more emphasis should be placed on emotional and identity-based engagement.
This is consistent with the identified behavioural trend: all the respondents followed brands on social media, but it did not mean that their interest was controlled by CSR communication only. Indeed, Gen Z views social media as an essential part of their everyday routine (Siagian & Yuliana, 2023). Therefore, they are more vulnerable to advertisements and messages sent by the brands, but also more critical of them.
The regression model also elucidated the low direct predictive capabilities of CSR (beta = 0.076, p = .210), and other factors in the model, such as trust and satisfaction, could be mediators. This observation concurs with the findings given by Tan et al. (2022), who have stated that this study compares the results of the direct and indirect effects of CSR on brand equity and brand loyalty… using 600 collected questionnaires. 
This observation is also affirmed by Phung & Huynh (2022), who reiterated that the connection between CSR and brand equity is direct. However, it should be noted that CSR enhances the central brand structure that, in turn, develops loyalty indirectly in the long term.
These results underscore the need to view CSR as a tool for fostering loyalty, rather than solely for promoting a brand ecosystem. In the following chapter, Gen Z’s expectations regarding ethical branding, trust, and social impact will be further explored. An analysis will be conducted critically to examine how values, perceptions, and digital behavior may function at functional implications.
4.7. [bookmark: _Toc13311]2.6.Alignment with Research Objectives and Research Question:
This chapter has dealt with statistical analysis of the survey data, examining the effect of Corporate Social Responsibility (CSR) on brand loyalty to the consumers in the UK, in the case of Generation Z (Gen Z) consumers. When comparing the outcomes with the research goals and objectives of the study and with the central research question, we can evaluate the extent to which the research objective has been achieved and the research question has been addressed, using the conclusions drawn from the research process.
Research Objective 1: To identify the CSR activities most valued by Gen Z consumers.
The data also showed that sustainability and ethical business practices had the highest priority regarding CSR activities among Gen Z consumers with a high percentage of consumers stating they affect their brand perception. This evidence reinforces the purpose of the initial objective since the study proved that CSR initiatives that are focused on social justice, environmental responsibility, and ethics appeal to Gen Z consumers and make them feel heard.

Research Objective 2: To analyse the relationship between CSR initiatives and brand trust.
There was a positive correlation between CSR awareness and brand trust; although the level was moderate. This serves the second goal, meaning that CSR is vital in developing trust between the Gen Z consumers, which is a foreshadowing to brand loyalty. Although the correlation was not very high, as the trend shows, CSR efforts with a specific emphasis on the values or principles concerning Gen Z generate consumer trust.
Research Objective 3: To assess whether CSR has any impact on the development of the repurchase intentions of Gen Z consumers.
The regression model has shown that CSR indirectly fosters the repurchase intentions, and this is mainly achieved by mediators of trust and satisfaction. According to the findings, CSR alone does not affect brand loyalty directly, but with confidence in the brand, it plays a considerable role in influencing brand loyalty. This contributes to the third goal and implies the fact that CSR is considered a soft force instead of a transactional one.
Research Objective 4: To suggest CSR communication strategies that create better loyalty among Gen Z.
The authors of the study admitted that a clear CSR communication and online interaction must enable Gen Z consumers to be loyal to the brand. Brands that articulate their CSR programs and act on these programs using the digital channels stand a better chance of generating brand trust and satisfaction, thereby gaining loyalty. This serves the fourth goal, highlighting the importance of genuine and transparent communication to make CSR initiatives more effective.

Finally, the results answer the research question: How does CSR affect brand loyalty among Gen Z UK consumers? This research demonstrates that although CSR has a direct impact on loyalty, it has an indirect satisfaction impact because CSR creates trust and satisfaction. So, CSR is an important part in determining brand loyalty but the impact is moderated by how consumers evaluate the actions and values of the brand.











[bookmark: _Toc28002]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc6216]5.1.  Discussion of Gen Z Values and Brand Expectations:
Consumers of Generation Z possess quite different values that considerably define their reaction towards brands in regards to Corporate Social Responsibility (CSR). Unlike the earlier generations, Gen Z is demanding that brands be more authentic in their interaction with social and environmental matters, and they are less inclined to just purchase based on product quality. As Feger (2025) asserts, Gen Z demands more from brands than just quality products. They expect companies to stand for something. This underscores the structural revolution in consumer behavior that has taken place, with values-driven consumer loyalty playing a critical role in purchase decision-making.
To Gen Z, CSR must be authentic. They have a lot of questions as to why brands seem to be practicing CSR as a marketing strategy rather than a serious activity that is supported by genuine actions. Edelman (2024) supports this notion, stating, brands must define their permission space, commit to it, and communicate actions within it. This is why brands should be honest and consistent with their CSR initiatives and not fake ones, as it is important not to make a show so that people remember.
The interaction of Gen Z with social media also makes them advance their expectations. Brands need to discuss relevant issues using tools such as Instagram, TikTok, and Twitter, which are at the center of the lives of Gen Zs. The current generation not only desires to gather information but is also anticipating the brands to take a stand on the various acute social and environmental problems. Social media offers an environment of real-time communication, and those brands that engage in cause-based conversations to the utmost will form stronger connections with Gen Z.
Besides, Gen Z is highly concerned with sustainability. They give preference to the purchasing of environmentally friendly items and doing business in an ethical way. Brands that do not readily associate with sustainability trends or are made out of context due to the allegiance of greenwashing are bound to lose their credibility among this generation. This is why the cause-based brand alignment became an essential aspect of the development of customer loyalty in Gen Z, as they view the ability of a brand to make a contribution to a more environmentally sustainable future and other forms of social good as a requirement.
5.2. [bookmark: _Toc1687]Implications for Digital Communication and Privacy
The consequences of CSR communication are especially crucial in the context of Gen Z and its privacy-related issues and online habits. Gen Z is a generation that has matured with online privacy being a significant concern, and therefore, their decisions in purchasing are impacted by the transparency and data-handling of the brands. Campaign Monitor (2024) adds that Gen Z consumers are becoming even more privacy-conscious, with large year-on-year increases in the use of privacy-centric search engines and premium/paid-for internet security software. This is a change in privacy awareness, which indicates that brands should be increasingly aware of the methods they collect, hold, and utilize consumer data. The level of faithfulness of Gen Z about their brand will not only depend on their CSR activities but also their adherence to consumer privacy.
Companies must communicate their CSR initiatives effectively so that they are clear. The idea is also supported by a significant finding among Kim and Kim (2025), indicating that CSR message clarity positively and significantly impacted the attitude (B = 1.75, SE = 0.44, t = 3.99, p < .001). A positive perception of the brand instills a sense of trust in its consumers, and it is achieved by ensuring that CSR is communicated in a way that is clear and concise way. The method that Gen Z responds to CSR messages is that they should be not only noticed but also easily consumed by them in the digital space where they are active, including social media and company websites.
In short, the communication of CSR must be aligned with the values of Gen Z and their attitudes toward privacy. It is a generation that requires sound ethical performance and digital practices, and therefore, companies that are keen on these two are bound to connect better and retain loyalty.
5.3. [bookmark: _Toc21011]Recommendations:
In case of brands that are targeting Gen Z, it is important to implement the CSR storytelling with the focus on clarity and authenticity. Generation Z insists on authenticity, and brands should behave in line with their social and environmental responsibility causes. The messaging in a CSR should not only be flight-type that promotes an organization; it must contain the sustainability theme, which targets social good and ethical practices. Brands must take the time to tell interesting stories about how they can help achieve a greater good as opposed to what they are selling. Open, honest communication creates trust and emotional bonding with Gen Z consumers.
Environmental friendliness should become part of all products or services being provided. According to Theocharis and Tsekouropoulos (2025), sustainable consumption here means the desire to purchase tech products with a low environmental burden regarding the environment since the products are designed to be ecologically friendly, energy efficient, and sustainably sourced. Brands need to have their sustainability intentions in a form that is both actionable and communicated sufficiently. Gen Z has values when it comes to sustainability in all industries, whether it is tech products or fashion, and the companies or brands that align with their sustainability needs are rewarded.
Besides, digital-first approaches play an important role. Members of Gen Z are strongly connected to the internet, and brands need to ensure they establish a strong digital presence in order to attract this generation. Make sure that your brand is present on the appropriate digital platforms. To Gen Z, there is no alternative but an adequate online presence.” Brands should find clever ways of reaching Gen Z where they most likely engage, whether it is through social media, collaborations with influencers, or interesting content.
Lastly, philanthropy has gained much momentum, especially among brands that deal with luxuries. As Nast (2023) states, it has turned out to be a crucial economic tool that helps luxury brands in philanthropy. Philanthropic initiatives by companies that use their CSR as a way to improve their relationship with Gen Z will only help build upon loyalty and brand trust.
5.4. [bookmark: _Toc16915]Limitations of the Study
The sample population of this study was also small in the UK-based Gen Z consumers, and therefore, does not have a complete overview of the global population of Gen Z. Also, it has the element of reliance on self-report data, which could be introduced to bias, especially social desirability bias, since, in this regard, the respondents would answer in a manner that they currently perceive to be desired. Although the SPSS correlation analysis was revealing, it failed to introduce the depth of multivariate analysis since it did not deal with the complexities of relationships. Future research should seek to use structural equation modeling to describe more complex relationships among CSR perception, brand loyalty, and consumer behavior.
5.5. [bookmark: _Toc31146]Recommendations to future research:
Future research will need to go beyond UK Gen Z to encompass wider demographics as well as to contemplate longitudinal tracking in order to develop a better understanding of the dynamics of CSR perceptions. One can also consider the application of AI-driven CSR communication practices since AI might suggest that people express interest in CSR activities in a personal manner. Also, to better understand the mediating role of variables such as trust, satisfaction, and brand equity in the CSR-loyalty relationship, the structural equation modeling (SEM) can be used to get more accurate results on the complicated relationships between CSR-related attraction and Gen Z.
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[bookmark: _Toc24462]Questionnaire:
Survey on the Influence of CSR on Brand Loyalty Among Generation Z Consumers:
Thank you for participating in this survey! We’re exploring how Corporate Social Responsibility (CSR)—such as eco-friendly packaging, fair trade sourcing, or supporting local communities—affects brand loyalty among Generation Z consumers in the UK. Your answers are anonymous and will be used only for academic purposes. It will take approximately 10 minutes to complete.
[bookmark: _Toc18422]Section 1: Demographic Information
1. What is your age?
☐ Under 18
☐ 18–22
☐ 23–26
☐ 27–30
☐ Over 30
2. What is your gender?
☐ Male
☐ Female
☐ Non-binary
☐ Prefer not to say
3. What is your current employment status?
☐ Student
☐ Employed
☐ Unemployed
☐ Other (Please specify): ___________
4. How frequently do you use social media?
☐ Daily
☐ A few times a week
☐ Once a week or less
☐ Never
5. Do you follow any brands on social media?
☐ Yes
☐ No
[bookmark: _Toc7497]Section 2: CSR Awareness and Perception
CSR (Corporate Social Responsibility) refers to the efforts made by companies to improve society and the environment, such as reducing carbon emissions, donating to social causes, or promoting inclusivity.
Please indicate your agreement level with the following statements (1 = Strongly Disagree, 5 = Strongly Agree):
- Companies should take responsibility for their environmental impact.
- I prefer to purchase from brands that support social/environmental causes (e.g. recycling programs, charity donations).
- I follow socially responsible brands on social media.
- CSR initiatives influence my decision to buy from a brand.
- I trust brands that commit to social/environmental responsibility.
1. I believe that companies should take responsibility for the impact they have on the environment.
0. 1 | 2 | 3 | 4 | 5
1. I am more likely to purchase from a brand that actively supports social and environmental causes.
1. 1 | 2 | 3 | 4 | 5
1. I follow brands on social media that I perceive to be socially responsible.
2. 1 | 2 | 3 | 4 | 5
1. I feel that CSR initiatives influence my decision to purchase from a brand.
3. 1 | 2 | 3 | 4 | 5
1. I trust brands that demonstrate a commitment to social and environmental issues.
4. 1 | 2 | 3 | 4 | 5

[bookmark: _Toc13278]Section 3: CSR and Brand Loyalty
Rate the following statements (1 = Strongly Disagree, 5 = Strongly Agree):
- I recommend brands with strong social/environmental initiatives.
- I would pay more for brands committed to CSR.
- I feel loyal to brands that share my values (e.g. sustainability, inclusivity).
- I would stop supporting brands with dishonest CSR efforts.
- CSR can improve a brand’s reputation.
1. I am more likely to recommend a brand that has a positive social and environmental impact.
· 1 | 2 | 3 | 4 | 5
1. I would continue to purchase from a brand if I learned that they were committed to CSR, even if their prices were higher than their competitors.
· 1 | 2 | 3 | 4 | 5
1. I feel more loyal to brands that align with my personal values on sustainability and social responsibility.
· 1 | 2 | 3 | 4 | 5
1. I would stop purchasing from a brand if I found out their CSR efforts were insincere or misleading.
· 1 | 2 | 3 | 4 | 5
1. I believe that CSR initiatives can positively influence a brand’s reputation.
· 1 | 2 | 3 | 4 | 5

[bookmark: _Toc9698]Section 4: CSR Communication
16. How do you prefer to learn about a brand’s CSR initiatives? (Select all that apply)
☐ Social media posts
☐ Company website
☐ News articles
☐ Product packaging
☐ Advertisements (TV, online, etc.)
☐ Word of mouth
☐ Other (Please specify): ___________
17. How transparent do you think brands are about their CSR efforts?
☐ Very transparent
☐ Somewhat transparent
☐ Neutral
☐ Not very transparent
☐ Not transparent at all
18. How often do you research a brand’s CSR efforts before purchasing?
☐ Always
☐ Frequently
☐ Sometimes
☐ Never
19. Do you feel that CSR efforts are genuine or marketing-driven?
☐ Genuinely impactful
☐ Mostly marketing tactics
☐ A mix of both
☐ Not sure
[bookmark: _Toc577]Section 5: Final Thoughts
20. What factors influence your brand loyalty the most? (Select up to 3)
☐ Product quality
☐ Price
☐ CSR initiatives
☐ Customer service
☐ Social media presence
☐ Brand reputation
☐ Environmental sustainability
☐ Inclusivity
☐ Other (Please specify): ___________
21. Any additional comments on how CSR affects your purchasing or brand loyalty?
[Open-ended response box]













[bookmark: _Toc6862]Ethics Form

APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. 

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”.

This form must be completed and approved prior to undertaking any research activity. 

SECTION A: About You (Principal Researcher)
	1
	Full Name:
	Yitong Wang

	2
	Student Number:
	
2409469

	3
	Email address:
	2409469@student.uwtsd.ac.uk

	4
	Programme of Study:
	MBA

	5
	Supervisor:
	Daniela Hellyer



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

	1
	UWTSD Research Ethics & Integrity Code of Practice
	☒
	2
	UWTSD Research Data Management Policy
	☒



SECTION C: Details of Research Activity
	1
	Indicative title:
	The Influence of Corporate Social Responsibility on Brand Loyalty Among Gen Z Consumers

	2
	Proposed start date:
	June 2
	Proposed end date:
	Sep 26

	
	Introduction to the Research (maximum 300 words in each section)
Ensure that you write for a Non-Specialist Audience when outlining your response to the three points below:
· Purpose of Research Activity
· Proposed Research Question
· Aims of Research Activity
· Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
· What the research activity will add to the body of knowledge 
· How it addresses an area of importance. 

	3
	Purpose of Research Activity
The purpose of this research is to examine how Corporate Social Responsibility (CSR) initiatives influence brand loyalty among Generation Z (Gen Z) consumers. Gen Z, born between 1997 and 2012, has emerged as a highly influential consumer group. They are digitally native, socially aware, and place significant value on ethical, environmental, and transparent business practices. In an era where brand trust and emotional connections are central to consumer loyalty, this research aims to explore how CSR strategies shape the purchasing behaviours and long-term brand commitment of Gen Z.
The study will adopt a quantitative, mono-method research design using a self-administered online questionnaire. This method is suitable for gathering large-scale data efficiently and is aligned with the digital behaviour of Gen Z, who frequently use platforms like Instagram and WhatsApp. The questionnaire includes Likert-scale items designed to capture respondents’ perceptions of brand CSR practices, trust in the brand, and their repurchase intentions. Data will be collected from approximately 200 respondents who fall within the Gen Z age range and are located in Uk.
The goal is to test the correlation and potential causal relationships between perceived CSR initiatives and consumer loyalty metrics. The research will also investigate the moderating role of CSR authenticity—that is, whether the brand’s messaging and actual practices align—and how this impacts Gen Z’s loyalty behaviour. The outcomes are intended to guide brands in developing strategic CSR communication approaches that resonate authentically with this demographic.
This study is necessary because while the general effects of CSR on consumer behaviour have been researched, few studies focus specifically on Gen Z and their unique loyalty drivers. With this generation’s heightened sensitivity to ethical issues and tendency to share brand experiences online, understanding how CSR influences loyalty is both academically relevant and practically valuable for marketers.


(this box should expand as you type)

	4
	Research Question
To what extent does Corporate Social Responsibility (CSR) influence brand loyalty among Generation Z consumers?


(this box should expand as you type)

	5
	Aims of Research Activity
To explore the extent to which corporate social responsibility (CSR) initiatives influence brand loyalty among Generation Z consumers.


(this box should expand as you type)

	6
	Objectives of Research Activity
•	To identify CSR attributes most valued by Gen Z consumers.
•	To evaluate the perceived relationship between CSR and brand trust among Gen Z.
•	To assess the impact of CSR engagement on Gen Z’s purchase intentions and loyalty.
•	To propose strategic recommendations for businesses to improve Gen Z brand loyalty via CSR.


(this box should expand as you type)

	
	Proposed data collection methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity to collect data, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here, but should instead describe how you intend to collect the data necessary for you to complete your project.

	7
	The proposed data collection for this research will be conducted through a structured, self-administered online questionnaire. This approach has been selected to ensure efficiency, scalability, and accessibility, particularly given the digital nature and online engagement tendencies of Generation Z participants.
The questionnaire will be hosted on a reliable survey platform such as Google Forms or Microsoft Forms. The form will be accessible via a shareable link and distributed through multiple online channels to maximise reach. These include social media platforms such as Instagram and WhatsApp,  which are frequently used by Gen Z for communication and information sharing.
The target participants are individuals born between 1997 and 2012 (Generation Z) currently residing in Wales. To ensure that respondents belong to the intended demographic, the survey will include an initial screening section asking for the respondent's birth year and consent to participate. Only those whose year of birth confirms Gen Z eligibility will be able to proceed to the main section of the survey.
The questionnaire will comprise several parts:
1. Screening Section – Age/birth year verification and consent to participate.
2. Demographics Section – Questions on gender, education level, employment status, and social media usage.
3. CSR Perception Section – A series of statements measured using a 5-point Likert scale (1 = Strongly Disagree to 5 = Strongly Agree). These items will explore CSR dimensions such as ethical labour practices, environmental sustainability, charitable engagement, and transparency.
4. Brand Loyalty Section – Statements assessing brand trust, emotional attachment, repurchase intention, and likelihood of brand advocacy (e.g., recommending the brand to others).
No personally identifiable information such as names, email addresses, or phone numbers will be collected. The survey is designed to maintain full anonymity and confidentiality. Responses will be automatically coded through the survey platform, and only aggregated data will be used in analysis and reporting.
Data collection will be open for a period of approximately two weeks. During this time, the researcher will regularly monitor response rates and, if necessary, send reminders via the initial distribution channels. All data submitted through the survey will be stored securely in a password-protected cloud storage account and backed up on encrypted devices.
Participants will be informed that participation is entirely voluntary and that they may exit the survey at any point before submission. They will also be notified that their responses are anonymous and will only be used for academic research purposes.
No audio, video, or photographic recordings will be used during this data collection process. There will be no face-to-face or virtual interviews, and no observational techniques will be applied. The entire process will remain digital and questionnaire-based, ensuring minimal risk to participants and a streamlined, consistent collection of responses suitable for quantitative analysis.
Should any changes to this method be required during the study (e.g., the addition of interviews), separate ethical approval will be sought before implementing such modifications.




SECTION D: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☒
	☐

	2
	Use of interviews?
	☐
	☒

	3
	Use of focus groups?
	☒
	☐

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☒
	☐

	7
	Participant observation with their knowledge?
	☐
	☒

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☒

	
	Details of any other primary data collection method:



(this box should expand as you type)
	
	



If you have ticked NO to every question then the research activity is (ethically) low risk and you may skip section E and continue to section F.

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

SECTION E: Intended Participants
	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	☒

	2
	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	3
	Vulnerable adults?
	☐
	☒

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☒

	5
	Prisoners?
	☐
	☒

	6
	Young offenders?
	☐
	☒

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	8
	People engaged in illegal activities?
	☐
	☒

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	☐
	☒

	
	Details of any other participant groups:
Complete this only if your participants cannot give consent. This includes animals. If students choose individuals under the age of 18 and or vulnerable individuals, a DBS (Disclosure and Barring Service) check is essential.

(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 study will target approximately 200 Gen Z consumers residing in Wales. Generation Z has been selected due to their increasing influence on market dynamics and their distinctive values concerning social and environmental responsibility. The sample size of 200 is chosen to ensure sufficient statistical power for quantitative analysis. Although the sampling method is non-random (purposive and snowball sampling), the size is large enough to permit meaningful analysis using descriptive and inferential statistical techniques.

(this box should expand as you type)

	11
	Who will the participants be?

	Participants will be Gen Z individuals (born 1997–2012) residing in Wales. Most will be university students or early-career professionals aged 18 and above. They will be capable of giving informed consent and will be familiar with digital technologies and CSR-related concepts.

(this box should expand as you type)

	12
	How will you identify the participants?
	Participants will be identified via self-selection through an online screening question in the survey. This question will confirm they were born between 1997 and 2012 and currently live in Wales. The survey link will be distributed on platforms that this age group frequently uses, such as Instagram, WhatsApp groups, and university forums.





	
	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 

	
	You should be able to tick YES for all of these questions. If not, then explain why not in this box.

(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 

	
	You should be able to tick NO for most of these questions. For any cases that you have ticked YES then provide details in this box. If you are using cameras/voice recorders to record interviews then please state that in this box.

(this box should expand as you type)



SECTION F: Anticipated Risks

	
	[bookmark: _Toc14681]
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.  

	1
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants then enter N/A and go skip to question 3.

	
	Risk to participants:
Minimal risk, primarily related to potential discomfort in answering questions about their values and consumer behaviour.

(this box should expand as you type)
	How you will mitigate the risk to participants:
All questions are optional, and participants can exit at any time. Consent form and debrief will offer support contact information.


(this box should expand as you type)

	2
	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 research does not involve sensitive topics or illegal activity. However, contact information for mental health or wellbeing support services will be included in the debrief.
(this box should expand as you type)

	3
	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:
Minimal. The researcher may encounter online hostility if distributing surveys on public forums.


(this box should expand as you type)
	How you will mitigate the risk to the investigator:
Avoid highly sensitive forums; use academic and professional platforms (e.g. university mailing lists, WhatsApp groups).


(this box should expand as you type)

	4
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:
Data misuse, breach of confidentiality.


(this box should expand as you type)
	How you will mitigate the risk to the University:
Adhere to University data protection protocols. Store data securely, anonymise it, and delete post-project.


(this box should expand as you type)

	5
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:
N/A


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



(this box should expand as you type)



SECTION G: Feedback, Consent and Confidentiality

If you have identified in section D that there are no participants then enter skip this section and continue to section H.

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	A debrief statement will appear after survey completion. Additionally, participants may email the researcher for results or access a public summary shared via a blog or social platform.
(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.

	
	Participants will be presented with a consent screen before beginning the questionnaire. This screen will outline the research aim, voluntary nature of participation, right to withdraw, and data protection measures. Proceeding to the next screen will imply informed consent.
(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	No names or identifiable information will be collected. Each response will be assigned a unique identifier. Data will be anonymised and not linked back to participants in any reports.

(this box should expand as you type)



SECTION H: 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
	While no directly identifying information is collected, IP addresses and consent form responses count as personal data under GDPR. These are needed to verify participant eligibility and compliance.

(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
	What counts as ‘sensitive’ will differ between cultures. Any information on behaviour that is not in accordance with cultural norms would count as sensitive personal data.



(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:

	
	
Data will be stored in password-protected cloud storage (University Office 365). Data will be anonymised, encrypted, and backed up. Consent forms and identifiers will be kept separately from main data.
(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
	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/or any international equivalent):

	
	All shared data will be anonymised and comply with GDPR.

(this box should expand as you type)

	20
	List all who will have access to the data generated by the research activity:

	
	Principal researcher Yitong Wang
(this box should expand as you type)

	21
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	Principal researcher Yitong Wang 
(this box should expand as you type)

	22
	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. 

	
	Data will be encrypted and kept in university cloud storage until project completion, then permanently deleted.
(this box should expand as you type)

	22
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	☒

	23
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	☒




SECTION I: 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:
	Yitong Wang
	Date: June 7.2025


	2
	Director of Studies/Supervisor:
	Supervison: Daniela Hellyer
	Date: 10th June 2025

	3
	Signature:
	
D Hellyer
	





FOR INTERNAL USE ONLY:
	
	Ethical approval given 

	1
	Signature of assessor:
	
	Date:


	2
	Name:
	

	3
	Role:
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