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1. [bookmark: _Toc201776317]Introduction
This chapter opens with a comprehensive overview of the current landscape in the global and Hong Kong instant coffee industries. It then delves into the research background, highlighting the motivation behind the study, as well as the key research questions and objectives. To conclude, it will emphasize the significant contributions this study could make to enhance business practices in the field.

1.1. [bookmark: _Toc201776318]Research Background
The global instant coffee market is experiencing steady growth driven by fast-paced lifestyles and increasing demand for convenience foods.  The global convenience food market, which includes instant coffee, is expected to be valued at USD 41.88Bn in Year 2025 and expected to reach USD 58.73Bn in Year 2032, to grow at a compound annual growth rate (CAGR) of 4.95% from 2025 to 2032 (Coherent Market Insights, 2024), reflecting rising consumer preference for ready-to-eat and easy-to-prepare products.   Based on the analysis and forecast, the fastest growing region is Asia Pacific.

In Hong Kong, instant coffee is essential for keeping up with the city’s fast-paced lifestyle and increasing coffee consumption. With total revenue reaching USD 1.53 billion, it reflects strong demand in both at-home and out-of-home markets, the at-home revenue expected to grow annually by 3.48% (CAGR 2025-2029). Furthermore, the trend toward higher average per capita consumption indicates a growing appreciation for instant coffee (Statista, 2025). Hong Kong consumers increasingly value health benefits and lifestyle factors associated with coffee. Studies show that even moderate coffee intake in Hong Kong linked to reduced risks of diseases and lower mortality, which may encourage consumers to explore diverse coffee options beyond traditional brews. This health-conscious mindset, combined with a preference for convenience and quality, drives interest in specialty coffee innovations (Jonathan et al., 2024). 


1.2. [bookmark: _Toc201776319]Research Motivation
Hong Kong is highly regarded globally for specialty coffee, with innovations like the invention of "The Dirty" coffee drink and techniques such as freezing milk gaining international attention, the article illustrates that Hong Kong consumers value coffee experiences that combine entertainment, social interaction, trendiness, and word-of-mouth communication, making these elements central to the city’s dynamic coffee culture (Vittitow, 2022).
The Hong Kong government is strongly committed to sustainability and environmental friendliness, placing these priorities at the forefront of the city's future development (GovHK, 2025). The government aims to balance economic, environmental, and social factors to achieve sustainable development. In response, leading local coffee businesses, such as The Coffee Academics and 7-Eleven Hong Kong, have implemented sustainable practices. These include using Rainforest Alliance-certified coffee beans, biodegradable packaging, and promoting plant-based alternatives, all with the goal of reducing their carbon footprints and meeting consumer demand for ethical products (The Coffee Academics, 2017; DFI Group, 2025).
Nescafé is a prominent instant coffee brand operated by Nestlé, which maintains a significant presence in Hong Kong. This brand is readily available in both large and small retail establishments throughout the region. As the world continues to evolve towards different communication platforms, the emphasis on authentic branding and the statistic that 88% of consumers prefer genuine brands indicate that brand trust plays a significant role in purchase intention. When consumers trust a brand, they are more likely to engage with it and make a purchase, as trust fosters confidence in the brand's products and values (Tanic, 2023).
Hong Kong's dynamic coffee culture thrives on consumers' desire for unique experiences and social connections. This, along with the government's strong focus on sustainability and local coffee businesses adopting ethical practices, creates an excellent environment for examining purchase intentions toward Nescafé, a leading instant coffee brand. While Nescafé benefits from high visibility, it must navigate a market increasingly influenced by sustainability and authentic messaging. With 88% of consumers favoring brands perceived as genuine, trust in Nescafé is vital for driving purchase decisions. These cultural and branding factors highlight the need to explore what motivates consumers to choose Nescafé instant coffee in Hong Kong, enabling the brand to align its strategies with consumer values effectively.

1.3. [bookmark: _Toc201776320]Research Questions
This study aims to investigate the following key questions:
1. What are the key factors influence consumer purchase intention for Nescafe instant coffee in Hong Kong?
2. How do these factors interrelate for purchase intention in instant coffee industry?
3. What practical recommendations can be made to Nestlé regarding Nescafé instant coffee to effectively enhance its market presence in Hong Kong?

1.4. [bookmark: _Toc201776321]Research Aims and Objectives
This study explores the key factors that drive consumers' purchase intentions for instant coffee in Hong Kong.  By examining Nescafé's strategic approaches to expanding its consumer base, it aims to uncover effective methods for business growth in this competitive market.
1. To identify and analyze the key factors that contribute for purchase intention for instant coffee brands in Hong Kong.
2. To explore the relationships between these factors and their impact on purchase intention.
3. To provide practical recommendations for Nescafe and similar brands to expand the customer base in the competitive Jong Kong market.

1.5. [bookmark: _Toc201776322]Research Aims and Objectives
This study examines purchase intention for Nescafé in the Hong Kong instant coffee market; however, some limitations must be acknowledged. Firstly, the research relies on current market data and consumer trends up to 2025.  Given the fast-evolving nature of the coffee market and consumer preferences, especially with emerging trends in sustainability and digital marketing, the findings may become less applicable over time. Secondary, the view on figures is searching in open source while internal data cannot be accessed.  Lastly, the research focuses exclusively on Hong Kong, which has a unique coffee culture and market dynamics influenced by local lifestyle, government sustainability policies, and consumer preferences. Therefore, findings may not be generalizable to other regions or countries with diverse cultural or economic contexts.
1.6. [bookmark: _Toc201776323] Concluding Summary
This study offers an in-depth exploration of the key factors shaping consumer purchase intentions for Nescafé instant coffee in Hong Kong, a market characterized by a fast-paced lifestyle, evolving consumer preferences, and a strong emphasis on sustainability by government. The research underscores the significance of brand trust; environmental consciousness are critical to drivers influencing consumer choices. Hong Kong’s unique coffee culture, which values innovative experiences and social engagement, further shapes purchasing behavior, creating both opportunities and challenges for instant coffee brands like Nescafé.
By focusing on these factors, the study provides actionable insights that can help Nescafé align its marketing and product strategies with the values and expectations of local consumers. While the research presents valuable findings, it also acknowledges limitations such as its geographic focus on Hong Kong, the brand-specific scope centered on Nescafé, and the rapidly changing market dynamics that may affect long-term applicability. These constraints suggest the need for ongoing research to monitor evolving trends and broaden the understanding of consumer behavior across different markets and brands.
The next chapter will delve into the essential theoretical frameworks and concepts that underpin this study, while comprehensively reviewing the pertinent literature. This research will critically analyze the interplay between social media marketing activities, environmental consciousness, sustainability, and brand trust on consumers' purchase intentions. By exploring these concepts, we will construct a robust conceptual framework that not only enhances our understanding of these dynamics but also empowers Nescafe to strategically expand its customer base and elevate consumption levels in the competitive Hong Kong market.


2. [bookmark: _Toc201776324]Literature Review
This chapter offers an in-depth exploration of the fundamental concepts and theoretical frameworks that form the backbone of this research. It provides a critical analysis of social media marketing activities, environmental consciousness, sustainability, brand trust, and purchase intention. By dissecting the connections between these vital constructs, the chapter builds a compelling conceptual framework to enhance the understanding and impact of this study.
2.1. [bookmark: _Toc201776325] Social Media Marketing Activities
2.1.1. [bookmark: _Toc201776326]Definition
Social media marketing (SMM) is the strategic use of social media platforms to promote products or services, engage with customers, build brand loyalty, and increase online visibility (Hayes, 2025). These actions involve creating and sharing engaging content for the target audience, scheduling posts to reach more people, and managing online communities by responding to comments and encouraging interaction. Social media marketing also means monitoring conversations and trends through social listening, analyzing performance data to improve campaigns, and using paid ads to increase visibility. By combining these efforts, businesses want to raise brand awareness, build customer loyalty, drive traffic to their websites, and increase sales through meaningful engagement and targeted communication on social media. (Carr and Hayes, 2015).
2.1.2. [bookmark: _Toc201776327]Measurement
Social media marketing activities research measurement constructed by entertainment, interaction, trendiness, and word of mouth (Kim and Ko, 2012).  By integrating diverse data sources and analytical methods, this approach provides a comprehensive understanding of how social media activities influence purchase intention.
2.2. [bookmark: _Toc201776328] Environmental Conscious
2.2.1. [bookmark: _Toc201776329]Definition
Environmental consciousness refers to the awareness and understanding of the intricate relationship between human life and the environment, recognizing the impact of human actions on ecological balance and the broader ecosystem (Jiménez Sánchez and Lafuente, 2010).  It encompasses not only knowledge and attitudes but also a sense of responsibility and accountability to minimize negative environmental effects through proactive behaviors and sustainable practices. This consciousness integrates beliefs, values, and knowledge that inspires individuals and societies to engage in actions that protect natural habitats, use renewable resources, and promote eco-friendly lifestyles. It goes beyond awareness to motivate tangible efforts to harmonize human activities with nature, addressing issues such as resource exploitation, biodiversity loss, and climate change, thereby fostering a more sustainable coexistence for present and future generations (Majeed et al., 2022). 
2.2.2. [bookmark: _Toc201776330]Measurement
The research measurement of environmental consciousness, as outlined in the Majeed et al. (2022), involves constructing a composite indicator that captures multiple dimensions of environmental attitudes, beliefs, and behaviors at the individual level. Environmental consciousness—comprising factors like environmental knowledge and perceived consumer effectiveness—positively influence consumers' intentions (D’Attoma and Ieva, 2024).  Thus, environmental consciousness not only shapes consumers’ attitudes but also, when supported by favorable situational contexts, drives their eco-friendly purchasing decisions (Kim and Lee, 2023).
2.3. [bookmark: _Toc201776331] Sustainability
2.3.1. [bookmark: _Toc201776332]Definition
Sustainability refers to the ability to maintain or enhance the quality and availability of valuable resources or conditions over time, without jeopardizing the capacity of future generations to fulfill their needs (Panda et al., 2020). It encompasses the integration of environmental health, social equity, and economic vitality to create thriving, resilient communities (Smowltech, 2023). Sustainability involves using natural resources at a rate that allows ecosystems to replenish, ensuring that present development does not diminish the opportunities for future generations. This concept is central to addressing global challenges such as climate change, resource depletion, and social equity, requiring a systems approach that acknowledges the interconnectedness and complexity of environmental, social, and economic factors (UCLA, 2025).
2.3.2. [bookmark: _Toc201776333]Measurement
Sustainability typically involves assessing environmental, social, and economic indicators to evaluate the products performance in terms of sustainable development. These measurements often include metrics such as resource efficiency, environmental impact, social responsibility, and economic viability. The study highlights that consumers’ purchase intentions are increasingly influenced by perceptions of sustainability; when sustainability attributes are clearly communicated and measured, they can enhance consumer trust and preference for products. Thus, integrating sustainability measurement into marketing strategies can positively affect purchase intention by aligning products with consumers’ growing environmental and social concerns (Panda et al., 2020).
2.4. [bookmark: _Toc201776334]Brand Trust
2.4.1. [bookmark: _Toc201776335]Definition
Purchase intention refers to a consumer's stated likelihood or willingness to buy a product or service in the future. It is a widely used metric in market research to gauge potential consumer behavior and is often measured using a scale that ranges from "definitely will buy" to "definitely will not buy" (Cardoso et al., 2022).  This measure serves multiple purposes such as a key performance indicator in product testing, an input for sales forecasting models, or a dependent variable in evaluating marketing effectiveness. Research has shown that different response categories in purchase intention scales correspond to varying probabilities of actual purchase, which can be influenced by factors like product category, purchase cycle, and price sensitivity (Morwitz, 2014).
2.4.2. [bookmark: _Toc201776336]Measurement
Brand trust is usually assessed using multi-item scales that evaluate consumers' confidence in a brand's reliability, safety, honesty, and ability to meet its promises (Cardoso et al., 2022).  Empirical studies using structural equation modeling confirm that brand trust not only directly influences purchase intention but also reduces perceived risk, which itself negatively impacts purchase intention, thus highlighting brand trust’s mediating role in consumer decision-making (DAM, 2020).

2.5. [bookmark: _Toc201776337] Relationship between Variables
2.5.1. [bookmark: _Toc201776338]Social Meida Marketing Activities and Purchase Intention
Social media marketing activities positively influence purchase intention by enhancing perceived value, brand engagement, and consumer satisfaction. These activities, including entertainment, interactivity, customization, and electronic word-of-mouth, foster consumer engagement, which mediates the relationship between social media marketing and purchase intention, leading to higher likelihood of purchase (Alnaser et al., 2024).
2.5.2. [bookmark: _Toc201776339]Environmental Conscious and Purchase Intention
Consumers’ environmental consciousness positively affects their purchase intention by increasing awareness and preference for eco-friendly products. Environmentally conscious consumers tend to favor brands and products that demonstrate sustainable practices, which strengthens their intention to buy such products, reflecting a growing trend toward ethical consumption.
2.5.3. [bookmark: _Toc201776340]Sustainability and Purchase Intention
Sustainability initiatives by brands enhance purchase intention by building consumer trust and aligning with customers’ values on social responsibility. Sustainable practices contribute to a positive brand image and reduce perceived risks, thereby encouraging consumers to prefer and purchase sustainable products over conventional alternatives.
2.5.4. [bookmark: _Toc201776341]Brand Trust and Purchase Intention
Brand trust significantly boosts purchase intention by fostering consumer confidence in a brand’s reliability and promise fulfillment. Research shows that trust reduces perceived risk and acts as a mediator between marketing efforts and purchase behavior, making it a critical factor in converting consumer interest into actual purchases (Liang and Jui, 2024).


3. [bookmark: _Toc201776342]Literature Review
This chapter outlines the research design, data collection methods, pilot test and data analysis strategies for this study. it aims to explore the connections between social media marketing, environmental consciousness, sustainability, brand trust, and purchase intention for Nescafé instant coffee in Hong Kong. It will ensure that our results are reliable and provide valuable insights into the brand's market impact.
3.1. [bookmark: _Toc201776343]Research Methodology
The research framework enhances this study by illustrating the relationships between key variables. Figure 3.1 presents the conceptual framework that examines how social media marketing, environmental consciousness, sustainability, and brand trust collectively influence purchase intention. This framework supported by the literature review in Chapter 2, highlights the importance of these variables in shaping consumer decisions.
[image: ]


3.2. [bookmark: _Toc201776344]Type of Research
To gain a thorough understanding of consumer preferences for instant coffee, the study uses both qualitative and quantitative research methods. 
The qualitative aspect consists of individual interviews and focus group discussions, which provide deep insights into consumer desires when selecting instant coffee. 
On the other hand, the quantitative component employs an online survey created with Google Forms to gather structured data. This approach enables statistical analysis of the relationships between different variables.
3.3. [bookmark: _Toc201776345]Data Collection Method
This study will implement a dynamic mixed-methods approach, integrating both qualitative and quantitative research techniques to maximize the advantages of each (University of Westminster, 2022).  By collecting primary data directly through empirical methods and complementing it with secondary data from current literature and statistical websites, it will achieve a thorough understanding of the factors that drive purchase intentions for instant coffee. 
The primary data collection will utilize both qualitative and quantitative strategies. For the qualitative component, it will engage focus groups in guided discussions that delve into perceptions and ideas, tapping into the richness of group interactions for deeper insights (University of Westminster, 2022). Furthermore, it will deploy questionnaires and surveys to capture a range of opinions. By distributing formal surveys, it will gather measurable data on various variables, ensuring a well-rounded approach to effectively evaluate our research objectives.
3.4. [bookmark: _Toc201776346]Sampling Method
This research utilizes a snowball sampling method and Google Forms to recruit participants. Snowball sampling is effective for accessing specific demographics (Oregon State University, 2010).



3.5. [bookmark: _Toc201776347]Questionnaire Design
3.5.1. [bookmark: _Toc201776348]Focus Group
To effectively design our questionnaire, it will conduct three to four focus groups, each with 6 to 10 participants. These discussions are crucial for gaining valuable qualitative insights into how social media marketing influences environmental consciousness, sustainability, brand trust, and ultimately, purchase intention. The input will help shape the understanding of these important relationships.
3.5.2. [bookmark: _Toc201776349]Pilot Test
A focus group has confirmed that all information will be meticulously recorded for thorough analysis, and participants will be asked to provide written consent for reference. To improve the quality of our research, the survey questions will be refined following the discussion forums. This is to ensures that the data collect is both valuable and closely aligned with the research objectives.
3.6. [bookmark: _Toc201776350]Formal Survey
The goal of the formal survey is to gather enough responses for statistical analysis by collecting data from a sample of approximately 300 participants using snowball sampling. We will use a six-point Likert scale for the survey, which encourages participants to carefully consider each question and select an answer that reflects either a positive or negative response (Thompson, 2018).
3.7. [bookmark: _Toc201776351]Data Analysis
The data collected from Google Forms will be utilized for descriptive statistics, reliability tests, correlation analysis, and regression analysis to meet the research objective.
3.8. [bookmark: _Toc201776352]Research Ethics
This research ethics will comply with a set of fundamental principles that guide researchers in conducting the studies responsibly, safely, and with integrity.  It will ensure the protection of participants' rights by requiring informed consent, voluntary participation, and confidentiality.
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If research activity wil take place overseas, you are responsible for ensuring that local ethical
considerations are complied with and that the relevant permissions are sought. Speciy any local
quidelines (e.0. from local professional associationsfieamed societies/universiies) that exist and
whether these involve any ethical stpuations beyond those usual n the UK (provide details of any.
licenses or permissions required). Also specify whether there are any specific ethical issues raised
by the local context in which the research activiy is taking place, for example, particular cufural
andlor legal sensitivities o vuinerabilties of participants. If you live in the country where you will do
the research then please state this
o |Yes, I understand
Use of documentation not in the public domain: Are any documents NOT | Ng =
10 | publicly avaiable?
YES o
T7Ves, please provide details here of how you Wil gain access (o speciic documentation that is not
in the public domain and that this is in accordance with the current data protection law of the.
country in question and that of England and Wales.
1
(i box should expand a5 you ype)
Does your research relate (o one of more of the seven aims of the Well-being
of Future Generations (Wales) Act 20152 ves | NO
12 | A prosperous Wales o[ =
13 | Aresilent Wales o[ ®
14 | A healtnier Wales. o[ ®
15 | A more equal Wales o | ®
16 | A Wales of cohesive communities o[ ®
17 | A Wales of vibrant culture and thriving Welsh language o[ ®
18 | Aglobaly responsible Wales o | ®
19 | If YES to any of the above, please give details:

this o should expsng sz you type)
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SECTION F: Scope of Research Activity

PG2/E1 FORM

Will the research activity include:

=
s
2
z
3

Use of a questionnaire or similar research instrument?

Use of interviews?

Use of focus groups?

Use of participant diaries?

Use of video or audio recording?

Use of computer-generated log files?

Participant observation with their knowledge?

Participant observation without their knowledge?

ol [oa]=]=~

consent?

"Access (o personal or confidental Information without the paicpants’ Speciic.

0 | Administrafion of any questions, tesT Simul, presentation tha 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 ilegal actvities?

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?

o|o|ofo|o|jofo|e|o|o(e(o|o|e|a|a

®8eeeee|eeeoeaooo

method(s) below.

17 | Oher primary data collection methods. Please indicate the type of data colection

Detalls of any other primary data colection method:

s box shoud expand as you type)

ITNO to every question, then the research activity is (sthically) low isk and may be exempt from some of the

following sections (please refer to Guidance Notes).

1f YES to any question, then no research activity should be underiaken unti full ethical approval has been

obtained.

Aprii 2022 B
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SECTION G: Intended Participants

PG2/E1 FORM

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

Who are the intended participants:

t

‘Students or staff at the University?

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

Vulnerable adults?

‘Chidren and Young People Under the age of 187 (Consent from Parent, Carer or
‘Guardian will be required)

Prisoners?

Young offenders?

Those Who could be considered 1o have a pariicularly dependent relaionship wilh
the investigator or a gatekeeper?

o ~{o|o|alo|n|

People engaged in ilegal activities?

olo|o|o|o|o|=|efd

#Blw|e|e|e oo

Gihers_ Please indicate the pariicipants below, and specificaly any Group Who
may be unable to give consent

Details of any other pariicpant groups:

s box

1 expand 2 you type)

Participant numbers and source

Provide an estimate of the expected number of partcipants. How will you identiy participants and

how will they be recruited?

10

How many participants are
expected?

300-400

1

‘Who will the participants be?

Friends and Fellows; Oniine Friends; working partners in coffee industry

12

Fow will you identy the

g Leverage with my network

Tnformation for participant

NA

13

Willyou describe the main research procedures (o paricipants 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 writien consent for participation?

16

Willyou explain (o participants that refusal (o pariicipate i he.
research will not affect their treatment or education (f relevant)?

17

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

18

Willyou tell participants that ihey may withdraw from the research at
any fime and for any reason?

19

o|le(o|o|oje|le

With questionnaires, wil you give paricipants the option of omiting
questions they do not want to answer?

o|ofo|o|olafo

®|o|e|e|a|o|o
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Wil you Tl participants that heir data wil be reated with full
confidentiaty and that. f pubished, it wil not be identiiable as theirs?
Wil you Gebrief participants at the end of their paricipation, n a way

appropriate to the type of research undertaken? o

22 [ 11NO to any of above questions, please give an explanation

20

21

Information for participant

YEs | No | NA

24 | will participants be paid?

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

26 | Are there any financial or other inferesTs {0 the investigator or
University arising from this study?

"Will the research activity involve deliberately misieading paricipants in

any way, or the partial or full conceaiment of the specific study aims?

28 | 11 YES to any question, please provide fulldetails

o|o|o|o
ERERENE
o|o|o|o

F

iz oy

uld expand as you type)

SECTION H: Anticipated Risks

‘Gutline 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.

1f you have completed a fullrisk assessment (for example as required by a laboratory, or extemal
research coliaborator) you may append that to this form.

Yes |0

1| Full risk assessment completed and appended? o I

Risks o participants
2| For example: sector-specific health & safety, emotional distress, financial disclosure, physical ham,
transfer of personal data, sensitive organisational information
NA NA

T research actvity may include sensiive, embartassing or Upseting 10pICs (.. sexual activiyy,
drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give.
3 | detais of the procedures to deal with these issues, including any supporadvice (e.g. helpiine
numbers) to be offered to participants. Note that where appicable, consent procedures should
make it clear that if something potentially or actually ilegal is discovered in the course of a project,
it may need to be disciosed to the proper authorites.
NA

Risks 10 the investigator
4 | For example: personal health & satety, physical harm, emotional distress, risk of accusation of
hamy/impropriety, conictof interest
) T [y
o [Universitynstitutional isks
For exampl: adverse publicty, financialloss, data protection
A [y

& | Environmental risks
April 2022 8 PG2 Ethical Approval Form
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For example: accidental spilage of pollutants, damage 1o local ecosystems.
NA NA

PG2/E1 FORM

Disclosure and Barring Service

ihe research activity involves children or vulnerable adulls, a Disciosure
‘and Barring Service (DBS) certiicate must be obtained before any. YES | NO | NA
contact with such participants.

7 | Does your research require you to hold a current DBS Certificate? o|® |

ITYES, please give the certficate number_f the cerlificate number is not
8 | avaiiable please write “Pending’; in this case any ethical approval will be NA
subject to providing the appropriate certificate number.

SECTION I: Feedback, Consent and Confidentiality

T [Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when?
‘Survey under anonymous and participants wil receive a Thank-You message after completed the
survey in the Google Form piatform, acknowiedging their contribution and time.

2 [ Informed consent

Describe the arrangements to inform potential participants, before providing consent, of what is
involved in participating. Describe the arrangements for participans 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 prevaiing data protection legislation

NA

3| Confidentiality / Anonymity

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

NA

SECTION

ata Protection and Storage

Does the research activily Ivoive personal data (as defined by the General
Data Protection Regulation 2016 “GDPR® and the Data Protection Act 2018 YES | NO
“DPA")?

“Personal data” means any information relating o an identifed of ioentiiable
natural person (data subject). An identifiable natural person is one who can
be identified, directy or indirectly,in particular by reference to an identifier

1| such as a name, an identifcation number, location data, an oniine identiieror | 1 ]
to one or more factors specific to the physica, physiological, genetic, mentai,
‘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 ata and explain why this data needs o be collected:

(thi box shouid expand 33 you type)
Does itinvolve special category data (as defined by the GDPR)? YES | NO
Special category daa” means sensiive parsonal dafa consisting of iformation a5
to the data subjects'— o o
(@) racial or ethnic origin,

(b) poitical opinions,

Aprii 2022 s PG2 Ethical Approval Form
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(c) religious belifs or ofher belies of a simiar naturs,
(a) membership of a trade union (within the meaning of the Trade Union and Labour
Relations (Gonsolidation) Act 1992),

(¢) physical or mental health or conditon,

(0 sexwa e,

(g) genetics,

(h) biometri data (as used for ID purposes)

If YES, provide a description of the special calegory Gata and explain why this Gata needs fo be

collecied
N
Wil data from the research activity (collected data, drafts of the thesis, or | YES | NO
materials for publication) be stored in any of the fallowing ways?
5 | Manual files (i in paper form)? = 2
6 | University computers? o =
7 | Private company computers? o | ®
8 | Home or other personal computers? = o
9 | Laptop computers/ CDs/ Portable disk-drives/ memory sticks? = o
10 | “Cloud” storage or websttes? ® [ o
17 [Other—speci; e
For all stored data, explain the measures in place to ensure the security of the data collected, data

12 | confidentiality, including details of backup procedures, password protection, encryption,
anonymisation and pseudonymisation:

(thi box shouid expand 33 you type)

Data Protection

Will the research activity involve any of the following activites: YES

z
3

13 | Electronic transfer of data in any fom?

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

15 | Sharing of data with other organisations?
16 | Exportof data outside the UK or importing of data from outside the UK?

14

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

18 | Publication of data that might allow identification of indviduals?
19 | Use of data management system?
20 | Data archiving? [=]

o|o|ofofefo|o

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

PSS

Aprii 2022 0 PG2 Ethical Approval Form
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2

Listallwho wil have access to the data generated by the research activity:

‘Supervisor Dr. Wong and myself

2

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

‘Supervisor Dr. Wong and myself

2

‘Give detalls of data slorage arangements, IncluGing securty measures in piace 1o protect the data,
where data wil be stored, how long for, and in what form. Will data be archived — if so how and if
not why not.

6 months, data wil be sored in my personal lapiop

2

Please indicate if your data will be stored in the UWTSD Research Data Reposiory (see
hiips liresearchdata uwisd ac ukl ). If so please explain. (Most relevant to academic staff)

NA

‘Confirm hat you have read the UWTSD guidance on Gata management (see

26 | pitps:/lwww uwtsd ac uklibraryiresearch-data-management)) = g
‘Confirm that you are aware that you need to keep all data until after your

27 | research has completed or the end of your funding = &l

'SECTION K: Declaration

“The information which I have provided is correct and complete (o the best of my knowieage. 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 appiication | hereby confir that | undertake to ensure that the above named
research aciivity will mest the University's Research Ethics and Integrity Code of Practice which is.
published on the website: hitps:/iwww uwisd.ac uklresearchiresearch-ethics/

| Bt
Signature of appiicant: )@/
25 30m,2025

For STUDENT Submissions:

2

ot
Smmeeuperusor Dr. Airon Wong

3

Signature:

25 Jun, 2025

For STAFF Submissions:

4

‘Academic Director] Assistant Date:
Dean:

5

Signature:

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

8 | 1 have read the guidance notes suppied before completing the fomn
& [ 1have completed ALL RELEVANT sections of the form in fll

& | 1 confimn that the research activty has received approva in princile

@ | 1 have attached a copy of finalfinterim approval from extemal organisation (where appropriate)
s | 1nave attached a ful rsk assessment (where appropriate) ONLY TICK IF YOU HAVE

ATTACHED A FULL RISK ASSESSMENT

Apri 2022 ki PG2 Ethical Approval Fom
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Iunderstand that it is my responsibilty to ensure that the above named research activity will mest
the University's Research Ethics and Integrity Code of Practice.

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

RESEARCH STUDENTS ONLY
‘Once complete, submit this form via the MyTSD Doctoral College Portal at (nitps://mytsd uwsd ac.uk).

RESEARCH STAFF ONLY
Al communications relating to this appiication during its processing must be in writing and emailed to.
puresearch@uwtsd.ac.uk , with the fitle Ethical Approval followed by your name.

'STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES shoud submit tnis form.
(and receive the outcome) via systems explained to you by the supervisorimodule leader.
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Figure 3.1: Conceptual Research Model
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