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Abstract
This research study was undertaken as part of a business management undergraduate degree. Greggs is a leading “food on the go” bakery chain that has been operating for more than 70 years.  Greggs is seen as a successful business therefore this research aimed to understand some of the reasons why Greggs is perceived as being successful.  The research methodology undertaken for this research was a quantitative one, using both secondary and primary data.  The primary data was gathered via an online questionnaire to gain an understanding of why Greggs is so successful. For the secondary data collection, the Greggs corporative website was used, together with Statista.
A comprehensive literature review was done to gain a better understanding of the core reasons for the success of a business, looking at competition and the main critical success factors. The literature review aided the researcher in creating a research method, which would successfully help reach the aims and objectives of the research study.  The aims of this research study were: 1) To investigate the development and the progression of Greggs; 2) TO identify the main success factors for Greggs’ success; 3) To identify competitors and future improvements to remain current.   This research study suggests that Greggs has increased its sales over the past 10 years, with the number of stores increasing over the same time; the main success factors identified were customer service, product differentiation, efficient operations, finance, and competitive advantage. Several recommendations were made which could be considered for future improvements, for example, the expansion of their services to include the delivery of their products to local businesses.
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1. [bookmark: _Toc42463658][bookmark: _Toc42466059]CHAPTER ONE-INTRODUCTION
1.1. [bookmark: _Toc42462544][bookmark: _Toc42463659][bookmark: _Toc42466060]Background
The “food on the go” sector has seen an increase over the past five years, and it will continue to grow in the future. Food to go specialists such as Greggs would see the biggest rise in value (Atherton, 2017). Greggs is one of the largest bakery chains in the UK. It was reported by the (BBC, 2017) that Greggs sales have risen by 7% since 2015 which means that they are growing and becoming more successful. This Research project will investigate the reason why Greggs is the largest chain and better understand the factors that have come into play for them to be successful. 
1.2. Rationale
This research project will investigate the success behind Greggs. This topic is being researched, as there has not been much research done on the success of Greggs. 
1.3. [bookmark: _Toc42462546][bookmark: _Toc42463661][bookmark: _Toc42466062]Aims and objectives
This research project aim is to critically evaluate the factors that have affected Gregg’s current success and growth.
The research objectives for this project are:
I. To investigate the development and progression of Greggs
II. To identify the main success factors to evaluate why Greggs is still growing and doing successful
III. To Identify competitors and future improvement to stay current
The researcher will conduct research using a quantitative approach using questionnaires to collect data.  Questionnaires will be distributed to members of the public using Google forms, SPSS, and Excel will be used to analyse the data. According to Saunders et al (2009), this data collection method is convenient as it allows for large amounts of data to be collected in an easily managed way. 

2. [bookmark: _Toc42462547][bookmark: _Toc42463662][bookmark: _Toc42466063]CHAPTER TWO- LITERATURE REVIEW
2.1. [bookmark: _Toc42462548][bookmark: _Toc42463663][bookmark: _Toc42466064]Introduction 
Greggs is a bakery “food-on-the-go” retailer in the UK. It sells savory products such as pastries, sandwiches, and sweet items such as donuts. It has over 1,700 stores up and down the UK. It was founded 75 years ago by John Gregg. Many developments have happened over the last five years with changes to how the shops look, introducing drive-throughs, and starting to do deliveries with Deliveroo (Greggs, 2013). Over the years Greggs, as shown an increase in sales revenue and, has become quite successful.  This research tries to understand the factors that have contributed to Gregg’s success but also first looks at the literature to understand the different factors that contribute to success.
2.2. [bookmark: _Toc42462549][bookmark: _Toc42463664][bookmark: _Toc42466065]Competition
The competition gives purpose or reason for the existence of a business; it is the rivalry between businesses, it increases sales and allows for more customers. The more customers the business has the more profit would be made so having a great sense of competition and staying ahead of business competitors is important (Gitonga, 2018).
2.2.1. [bookmark: _Toc42462550][bookmark: _Toc42463665][bookmark: _Toc42466066]Competitive advantage
Competitive advantage is the advantage that is gained by offering great value or providing a great service. Innovation drives competitive advantage (Clegg, Kornberger, and Pitsis, 2016).  Porter (1998) recognised that businesses are likely to watch their rivals but encouraged them to examine factors that could impact the business environment. He acknowledged that five forces make up foundations to gain competitive advantage. The forces are Competitive Rivalry, Supplier Power, Buyer Power, Threat of Substitution, the threat of New Entry. It is an essential and helpful tool to help chose the correct strategy to use for a competitive environment (Porter, 1998).  Each of the forces influences the level of competitiveness. It helps managers determine whether they want to stay in the industry, they are in. The threat of new entrants refers to the risk that new competitors pose to existing businesses. The threat depends on the entry barriers which are economies of scale, access to distribution, legislative and brand loyalty (Combe, 2014). 
[image: ]Competitive rivalry happens when a company has lots of competitors, customers can easily switch suppliers. Supplier power is determined by how easy it is for suppliers to increase their prices. The more suppliers there are the easier it would be to choose a cheaper alternative. The success business has depended on the power of the buyer. Buyer power refers to the consumer using on a business to get better quality products or services at a lower price. The threat of substitute products refers to customers finding different other ways of doing the same thing. A substitute that is cheap and easy can weaken a business’s position and profit (Mindtools, 2019).
[bookmark: _Toc42506316]Figure 1: Competitive advantage (Porter,1998)

[image: ]Achieving a competitive advantage can be done in many ways but there are two types of competitive advantage, which are cost advantage and differentiation advantage. A company that can dominate in cost or differentiation can provide products or services at a lower cost and can compete with its competitors 







[bookmark: _Toc42506317]Figure 2: Generic strategies (Porter,1998)
According to Porter (1998), cost advantage can be achieved through performance by producing quality products or services at a lower cost. Companies that can do this is using a cost leadership strategy. Differentiation advantage can be achieved by offering unique products or services and charging superior prices. Businesses that depend more on branding, quality, and advertisement rather than efficiency. Some customers are prepared to pay more for a unique product and the best quality (Cambridge, no date).
A business that can perform better than its competitors over time can achieve a sustainable competitive advantage (Jurevicius, 2013). Businesses need to be able to find a strategy that is best to achieve a competitive advantage. They need to have at least one to be successful. 
2.2.2. [bookmark: _Toc42462551][bookmark: _Toc42463666][bookmark: _Toc42466067]Competitive Analysis
Competitive analysis is crucial for understanding the environment in which the business operates (Deshpandé and Gatignon, 1994). It is a method used to evaluate competitors and get an understanding and comparison of their strengths and weaknesses (Boyd, 2019). Analysis should include and identification of present and potential competitors and where they are most vulnerable.
David Aaker (2001), suggests that the performance of a business is related to the control of resources and skills. Therefore, analysis reveals the causes behind such a successful track record on the other hand analysis of their failure should also be done as it will provide an idea of skills and resources that are needed to be successful within a given industry.
2.2.3. [bookmark: _Toc42462552][bookmark: _Toc42463667][bookmark: _Toc42466068]Competitive priorities
Competitive priorities are the abilities that the operations function can develop to give a business a competitive advantage in the market (Ried and Sanders, 2013). Managers must work closely with marketing to understand the competitive situation. Competitive priories that are important can be identified using four categories which are cost, quality, time, and flexibility. Competitive priorities are important as it allows businesses to set up goals.
2.3. [bookmark: _Toc42462553][bookmark: _Toc42463668][bookmark: _Toc42466069] Success factors 
Business success is about the achievement of the goals and objectives of a company (Foley and Green, 1989). There are five main critical success factors for a business. A critical success factor can be defined as a business capability or condition that is essential to achieve a goal. The five critical success factors are Leadership, People, Operations, Marketing, and Finances (Foley and Green, 1989). 
2.3.1. [bookmark: _Toc42462554][bookmark: _Toc42463669][bookmark: _Toc42466070]Operations 
Internal factors can influence business success positively and negatively. Internal factors are things such as business culture, employees, finance, procedures, and technology (BBC, 2020). Slack, Brandon-Jones, and Johnson (2016) define operations as the decisions and responsibilities of managing the production and delivery of services and products. Businesses need to implement systems that are reliable, consistent, and repeatable.
2.3.2. [bookmark: _Toc42462555][bookmark: _Toc42463670][bookmark: _Toc42466071]Work procedures
Procedures and policies in business are an essential part of a business. They are important as it will address any issues and allow businesses to follow correct steps consistently (Sanelli, 2018).
Policies and procedures that are used effectively allow businesses to run much more smoothly and efficiently. They communicate the values and vision of the organization, ensuring employees understand exactly what is expected of them in certain situations. if used effectively, they can streamline your business. Policies and procedures allow also for business growth for the future (Unknown, 2020).
Having policies and procedures in place has many benefits for a business. It will set expectations it will allow employers to commit to values and missions of the business. It will ensure compliance with the law and will assist a business in meeting its requirements at law (Neideck, 2016).
2.3.3. [bookmark: _Toc42462556][bookmark: _Toc42463671][bookmark: _Toc42466072]People
Employees need to perform effectively as customers will feel that the business does not care about their needs and will go seek help somewhere else. Business success is also due to employee performance and it is a critical factor in their success. Businesses need a positive work environment so that employees can do their jobs effectively. Rewarding high performers and having incentives for employees will create a positive workplace. Another factor in achieving goals. Employees need to meet deadlines as it will avoid any unnecessary delays which could be detrimental to the business. (Leonard, 2019)
2.3.4. [bookmark: _Toc42462557][bookmark: _Toc42463672][bookmark: _Toc42466073]Leadership
Leadership in a business is important as it handles both internal and external stakeholders. (Patel, 2017).Strong leaders help organisations maximize productivity to achieve goals. There are many different effective-and ineffective-leadership styles ad is important for businesses to make sure they have an effective leadership style to be successful. Leaders have to motivate employees to work hard so that they can meet the business’s needs (Unknown, 2016).
2.3.5. [bookmark: _Toc42466074] Marketing 
The heart of any business lies in marketing. Some aspects of a business rely on successful marketing. Marketing is the process in which a service or product is promoted to customers, without its customers and potential customers would not know about it, and businesses will not succeed. Marketing is important as sales drop, and some businesses will have to close because of it. Customers may not be aware of any offers being put out so businesses may not have the opportunity to progress and grow. Marketing is also a way of getting new customers. Business reputation also relies on marketing as it builds the brand name. Marketing allows for healthy competition as it gets the word out of prices of services or products which not only reaches existing customers but their  competitors customers (Eddine, 2015).
2.3.6. [bookmark: _Toc42462558][bookmark: _Toc42463673][bookmark: _Toc42466075]Product differentiation
Product differentiation allows customers to choose certain brands to use which helps defend high prices products or services. It gives companies reason as to why they change product prices and allows for competition in prices. Product differentiation builds brand loyalty and equity (Pahwa, 2020).
2.3.7. [bookmark: _Toc42462559][bookmark: _Toc42463674][bookmark: _Toc42466076]Finance 
Finance is the last factor that is important to the success of a business. Businesses should have Advanced financial controls to monitor their profits. A business needs to keep its pricing on par with what their competitors are charging. Businesses need to make sure they their assets are up to date and in good condition (Unknown, 2001).
2.3.8. [bookmark: _Toc42462560][bookmark: _Toc42463675][bookmark: _Toc42466077]Customers and customer services
Customers are the foundation for any business success. If a business does not have any source of income, then the business will fail. Businesses need to meet customers' needs to get ahead of the competition.
Turban et al (2002) describe customer services as several activities that are designed to improve customer satisfaction. Customer service is important as it increases customer loyalty, generates word of mouth, increases how often a customer uses business, and increases the amount of money they will spend. There are many reasons why customer service is important but each business must deliver the perfect service for the customers (McQuerrey, 2019). An essential part of customer service is keeping customers as it costs more to appeal to new customers. Businesses can provide excellent service by providing training as employees represent the business so it important for them to have the correct attitudes, having customer service policies in place, and surveying customers (Adams, 2016).
Customer loyalty allows for repeat business, which means customers, will buy products or use services repeatedly. Customer loyalty improves business image as loyal customers are likely to share positive experiences this will lead to new customers. The business provides customer loyalty schemes such as rewards for being a loyal customer.
.
3. [bookmark: _Toc42462561][bookmark: _Toc42463676][bookmark: _Toc42466078]CHAPTER 3 – METHODOLOGY
In this chapter, research will be defined and the reasons why it is important will be given. Using the Saunders et al (2009) research onion a structure for the research will be explained. The researcher will highlight some of the limitations of the research that will be undertaken, and remedies will be explained. Additionally, ethical implications that may arise will be addressed. The most beneficial method to investigate why Greggs is so successful will be evaluated. 
3.1. [bookmark: _Toc42462562][bookmark: _Toc42463677][bookmark: _Toc42466079] Research Onion 
Research is defined as a systematic and methodical process of investigation to grow to understand (Collins and Hussey, 2014). According to Clifford Woody research includes redefining problems and formulates a hypothesis or provides a solution (Korthari C.R, 2004).
The researcher will use the research onion, which is shown in Figure 3 to make sure that all the stages of research are followed and explained thoroughly.
[image: Image result for Research Onion]
[bookmark: _Toc42506318]Figure 3: Saunders et al (2009)
The research onion illustrates a description of each stage of the research process. It works the same way as peeling an onion, from outer layers to the inner layers. Each layer has different options for the researcher to choose techniques and tools which are best suited. By working through the layers of the onion the researcher will have a comprehensive piece of research (Sahay, 2016).
	LAYER
	Method Taken

	Philosophy
	Interpretivism

	Approach
	Inductive

	Method
	Mono-method

	Strategy
	Case study

	Time
	Cross-sectional

	Technique and Procedure
	Questionnaire









[bookmark: _Toc42080867]Table 1: Overview of Research approach
3.1.1. [bookmark: _Toc42462563][bookmark: _Toc42463678][bookmark: _Toc42466080] Research philosophy
Research philosophy is the first layer of the onion that a researcher will have to peel back. There are many types of philosophy within this layer and the researcher needs to choose the right one. Research is defined as a belief about how data about a trend should be collected, analysed and used (Dudovskiy, 2019).  According to Avogousti (2013), researchers need to first look at the range of philosophies to establish a high quality piece of research. Easterby-Smith, Thorpe, and Loewe (1994) suggest that there are three main reasons for understanding research philosophy. Firstly, it can help with clarifying research designs, secondly, it will help the researcher know which research designs the best suit them, and finally, it helps identify certain drawbacks within areas, and researchers can change it to fit their research design. The researcher has chosen to use an interpretive approach.
3.1.2. [bookmark: _Toc42462564][bookmark: _Toc42463679][bookmark: _Toc42466081]Research approaches
The second layer of the onion is research approaches. There are two types of approaches, inductive and deductive. According to Bryman and Bell (2015), inductive is an approach to the relationship between theory and research in which the past is generated out of the latter and deductive is the opposite, an approach to the relationship between theory and research in which the latter is conducted regarding a hypothesis and ideas inferred from the former. The difference between the both is that inductive is forced on testing existing theory whereas deductive is focused on generating new theory form data. The deductive approach begins with a hypothesis whereas inductive uses a research question (Gabriel, 2013).
This study will use an inductive approach. The researcher is using this approach as it best suits the study. The researcher aims to ask questions the research for this study will be a questionnaire and will provide quantitative data.
3.1.3. [bookmark: _Toc42462565][bookmark: _Toc42463680][bookmark: _Toc42466082] Method
The research method is the next layer. The researcher will be using a mono method. A mono-method study uses one type of method, quantitative or qualitative. Using a mixed method is often too long and complicated so there for the researcher has chosen to gather primary quantitative data a questionnaire.
3.1.4. [bookmark: _Toc42462566][bookmark: _Toc42463681][bookmark: _Toc42466083] Strategy
Samar Rahi (2017) defines a research strategy as a process of collecting and interpreting data with clear objectives. Some research strategies are case studies, surveys, experiments, ground theory, and ethnography. This researcher will be using a case study,  an in-depth investigation of a particular case, in this instance the case is Greggs,  that answers a specific research question (Gillham, 2000). Case studies are widely used research designs and are popular in research (Eisenhardt and Graebner, 2007). An advantage of used case studies is that they can be done remotely, research do not need to be present. A disadvantage of using a case study is that the data takes longer to analyse (Gale, 2018).
3.1.5. [bookmark: _Toc42462567][bookmark: _Toc42463682][bookmark: _Toc42466084]Time
The researcher has chosen to do a cross-sectional study design. A cross-sectional study is a type of observational study, which measures the outcome and experiences in the population. Surveys are a method of cross-sectional studies. The strengths of cross-sectional studies are that they are conducted faster (Setia, 2016). Another strength is that it paths away for further research. By using cross-sectional, it will allow the researcher to gather a large amount of data in a short time and can provide help with information about a variety of variables in determining the success of Greggs. A Cross-sectional study differs from longitudinal studies as they look at multiple measures over an extended period (Cherry, 2019). The researcher has chosen a cross-sectional research method, as it is the best method, which will help with achieving the aims and objectives of this study.
3.1.6. [bookmark: _Toc42462568][bookmark: _Toc42463683][bookmark: _Toc42466085] Techniques and procedures
The researcher has decided to use a questionnaire. Questionnaires are a research instrument that has a set of questions that is used to gather information from participants(Dudovskiy, 2018). It is a form of quantitative research. According to peters (2019), it collects a large amount of data that can be explored. The strengths of questionnaires are that they are relatively easy to analyse, they have quick response times and are simple to put together (Mcleod, 2018).
For this research, questionnaires will be shared online in Swansea. It will include both short and long questions about Greggs. The questionnaires will be made using Google forms, this will allow the survey to be easily accessed and shared. The questionnaire will consist of 20-25 questions based on some of the themes depicted from the literature review that was discussed at the start. The questions will be written clearly to prevent any misunderstandings. Please see appendix one for the questionnaire.
The questionnaire will be based on how the participants feel about being customer, customer service, the products, the prices, and convenience. It will get an understanding of the experiences at Greggs and weather there is any correlation of factors that have led to their success. 
3.2. [bookmark: _Toc42462569][bookmark: _Toc42463684][bookmark: _Toc42466086] Sampling
Sampling is the selection of the population to observe so that one may estimate something about the population as a whole (Thompson, 2012). If done correctly sampling will let the results be valid and reliable if not the results may have little scientific and practical value (Daniel, 2012). A perfect sample would be like a scaled-down version of the population but this does not exist so a sample would have to be representative, this means it will seek to accurately reflect the characteristics of the population (Lohr, 2010).
3.3. [bookmark: _Toc42462570][bookmark: _Toc42463685][bookmark: _Toc42466087] Analysing 
Once the data is collected, it will be analysed using SPSS and Excel. This will allow the researcher to get a deeper understanding of the data. A descriptive analysis will also be used to analyse the data.
3.4. [bookmark: _Toc42462571][bookmark: _Toc42463686][bookmark: _Toc42466088]Validity and Reliability 
For results to be meaningful, it must have high validity and reliability. They show how well a method measure something. Validity is the extent to which results can measure to what they were supposed to measure (Middleton, 2020). Validity can be checked by comparing results with established theories. If results are accurate then they should be reproducible.
Reliability refers to the research instrument and whether it will produce the same results if the study was done at a different time (Denscombe, 2014). A reliable measurement may not always be valid, results may be reducible bot not accurate. Validity is the accuracy of a measure whereas reliability is the consistency of a measure. Questionnaires are low on validity and high on reliability.
The researcher will conduct a pilot study to see if the questions are suitable and understandable the researcher will carefully develop the questionnaire to minimize any validity issues.
3.5. [bookmark: _Toc42462572][bookmark: _Toc42463687][bookmark: _Toc42466089] Limitations
There will be some limitations to any research. It is important to understand that there may be limitations so that researchers can plan remedies to be able to solve the problem. The first limitation of this study is that because the questionnaire is online the sample size may not be met. There also may be sample bias as participants are self-selected which means it may not be representative of the population. The second limitation is that there is a deadline for the study, so the amount of time needed to collect data could be affected. 
3.6. [bookmark: _Toc42462573][bookmark: _Toc42463688][bookmark: _Toc42466090]Ethics
Ethics considerations are an exceptionally important part of the research. It is important to deal with any ethical issues that may arise at any part of a research paper (Fisher, 2010). The researcher will take ethical consideration seriously and will consider it throughout the research.
The participants in the questionnaire will have to be over 18 to take part. Participants will be able to opt-in and out and anytime they wish. They will stay anonymous to protect them. Responders will have to complete a consent form before carrying on with the survey. See Appendix B for the consent forms. All the data will be kept on one password-protected device. The research will go through the University’s ethical approval procedure. See Appendix C


4. [bookmark: _Toc42462574][bookmark: _Toc42463689][bookmark: _Toc42466091]CHAPTER 4- RESULTS
This chapter introduces the results received from the data collected.  Participants were customers of Greggs.
4.1. [bookmark: _Toc42462575][bookmark: _Toc42463690][bookmark: _Toc42466092]Demographics
There was an equal number of males and females answering this questionnaire. Most of the participants were in the age group 18-25 (34%), with the next popular age group being 55-64 years of age (18%).

[bookmark: _Toc42506319]Figure 4:Gender (Author, 2020)
[image: ]
[bookmark: _Toc42506320]Figure 5: Age (Author, 2020)
Most of the participants visited Greggs either once a day (18%), once a week (18%), once every two weeks (12%), once a month (38%), and a large majority of the participants were long standing Greggs customers of between 1– 5 years, with 4% having been a customer for longer than 10 years.
The results below are presented alongside the aims of the research that has been set out:
Aim 1: To investigate the development and progression of Greggs
The researcher used secondary data to investigate the development and progression of Greggs, which was the first aim of the study. The secondary data used was gathered and turned into graphs to clearly show the increase of turnover and the number of stores Greggs has over a period of 13 years.

[bookmark: _Toc42506321]Figure 6 :Greggs Turnover (Greggs, 2020)
Greggs turnover for the last 13 years clearly shows that there has been a positive increase in their turnover from 2005 -2018.

[bookmark: _Toc42506322]Figure 7: Greggs Stores (Greggs, 2020)
This graph clearly shows the progression of Greggs in terms of how many shops they have opened over 13 years.
Aim 2: Identify the main success factors to evaluate why Greggs is growing and being successful
The literature suggests the following success factors, which the questionnaire tried to gather data.
4.2. [bookmark: _Toc42462576][bookmark: _Toc42463691][bookmark: _Toc42466093]Critical Success factors:
1. Operations
The graph below suggests that a large majority of the participants believed that the processes Greggs used were extremely efficient (with 5 = very efficient, 4 = Efficient) 
[bookmark: _Toc42506323][image: ]
Figure 8: Operations (Author, 2020)
4.2.1. [bookmark: _Toc42462577][bookmark: _Toc42463692][bookmark: _Toc42466094]Product differentiation
Eighty percent of the participants ranked the Product as a very important factor when they shop at Greggs, while sixty-four percent indicated the next important factor was Price, then Convenience (62%), and the last factor being Customer service (50%)
[image: ]






[bookmark: _Toc42506324]Figure 9: Important factors (Author, 2020)
Eighty-eight percent of the participants indicated that they were happy with the range of products Greggs provided and all the participants believed that the quality of the product matched the advertisements.
[image: ]
[bookmark: _Toc42506325]Figure 10: Range of products (Author, 2020)

[image: ]
[bookmark: _Toc42506326]Figure 11: Quality of products
Seventy percent of participants believed the range of Greggs products were better than the competitors in the market.
[image: ]
[bookmark: _Toc42506327]Figure 12: Range of products better than competitors (Author, 2020)




4.2.2. [bookmark: _Toc42462578][bookmark: _Toc42463693][bookmark: _Toc42466095]Finance
Eighty-two percent of the participants indicated that they thought that Greggs’ products were priced at the value they received.
[image: ]
[bookmark: _Toc42506328]                                                              Figure 13: Priced correctly (Author, 2020)
An interesting figure was  that sixty-eight percent of the participants indicated that Greggs's prices were affordable, with fourteen percent indicating it was cheap.
[image: ]











4.2.3. [bookmark: _Toc42462579][bookmark: _Toc42463694][bookmark: _Toc42466096]Customer Service 
When asked, “How would you rate the customer service at Greggs “using a Likert scale of 1 = very bad to 5 = excellent, most of the participants were very positive about the experience with only 9% being neutral. 
[image: ]
[bookmark: _Toc42506329]Figure 14: Customer Service rating (Author, 2020)
When asked if ever they experienced any bad quality of service from Greggs, 95% of the participants indicated “no”.  One of the reasons given for this was “cold pasties”.

[bookmark: _Toc42506330]Figure 15: Customer experience (Author, 2020)
Many of the participants (82%) also indicated that Gregg’s staff were very efficient, with 2% indicating a negative response, and 13% being neutral.
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[bookmark: _Toc42506331]Figure 16: Staff efficiency (Author, 2020)

Seventy-eight percent of the participants found Greggs staff to be friendly.
[image: ]
[bookmark: _Toc42506332]Figure 17: How friendly are Greggs staff (Author, 2020)
4.3. [bookmark: _Toc42462580][bookmark: _Toc42463695][bookmark: _Toc42466097]Competitive Advantage
For this section, both secondary and primary data were sought.
Secondary data: A competitive analysis was done using secondary data to better understand the competitive advantage that Greggs could have. Greggs has a few competitors but the main two are Costa and Pret a Manger (James, 2018). Pret a manger is an international sandwich chain that has over 400 shops and was founded in 1980 (Pret, 2016). Their strengths are that they have a strong online presence, which means that they have a strong relationship with their customers. They have high product quality, which increases their brand loyalty and improves their performance within the competitive market. Their weaknesses are that they have high job stress which means the work morale makes it difficult for the workers to be productive another weakness is that they are known for their bad customer service  which affects their business growth due to word of mouth (James, 2018). Costa is the UK’s favourite coffee shop and the largest and fastest-growing coffee shop chain in the UK (Costa, 2016). A strength of costa is that they have a wide range of products compared to others. Their biggest weakness is that the prices are considered ability higher than any other food on the go shop (Bhasin, 2018) 
Primary Data: Greggs has a cost advantage as they sell high-quality products for a reasonably affordable price, with deals and rewards being offered to their customers, this leads to brand loyalty.
Question 27 of the questionnaire asked the participants to indicate what they thought Greggs Unique Selling Point was.  The following categories were listed:
Fresh
Tasty
Affordable
Quick and easy 
Variety
Meal Deals
Quality at affordable prices
Vegan options
Convenience
Customer Service

A further question asked of the participants was whether location had an influence on whether they bought from a competitor or not, and the majority (60%) of participants indicated that it did, with 92% of the participants indicating that a Greggs was in an area local to them.

[image: ]
[bookmark: _Toc42506333]Figure 18: Location (Author, 2020)

Aim 3:  To identify competitors and future improvements to stay current.
To answer this aim of the research a question was asked: “Are there any improvements you can suggest making Greggs more successful”.  Some of the themes coming out of this question are:
Deliver to local businesses
Create a drive-thru
More vegan / vegetarian options
A better way of keeping pasties warm
Queuing for services – self-service options
More stock availability at the end of the day
Returning some products to stock
Enabling the breakfast products to be purchased throughout the day



5. [bookmark: _Toc42462581][bookmark: _Toc42463696][bookmark: _Toc42466098]CHAPTER 5- DISCUSSION 
This chapter will show the analysis of the data collected by the researcher, to address the aims and objectives.
Aim 1: To investigate the development and progression of Greggs
From the secondary data collected over the past 10 years, Greggs has developed and progressed as a business, shown by the sales figures and the increase in the number of stores that Greggs has opened each year.
Aim 2: Identify the main success factors to evaluate why Greggs is growing and being successful
From the primary data, Greggs values their customer and their customer service is considered exceptional to most customers. The customer service is considered friendly, and efficient when being served. Brand loyalty is important to Greggs. They have several ways in which they try and keep their customers from going to competitors. Greggs has several ways to keep their customers, they have a rewards system where customers can receive freebies, discounts, and treats on their birthday (Greggs, 2016)
Greggs always have great customer experience as they have a “customer is always right” policy (Greggs, 2016). Greggs has a “mystery shopper” to check how well their staff is performing and how each shop is managed, which is an anonymous process. 
Products are the most important factor when shopping at Greggs, and customers are happy with the range and quality of products provided by Greggs.  Most customers indicated that they prefer the range of products at Greggs compared to the competitors, with Greggs having a variety of products from a vegetarian range to a vegan range. Greggs launch their brand products, for example, their crisps and some drinks are from their brand and have their products in superstores such as Iceland.
The customers valued the price of the products at Greggs which are cheap and affordable.
Greggs Unique Selling Point is that they have fresh products, they affordable, they have meal deals, quality is great, it is convenient with all the stores available in local areas, and they have a variety of affordable and quality options, including vegan and vegetarian options.
Aim 3:  To identify competitors and future improvements to stay current.
The competitors of Greggs are Costa, Starbucks, Pret-a-Manger, Café Nero, and Jenkins. Each one of these competitors has its own strengths and weaknesses, as discussed above in the Competitive Advantage section of Chapter 3.  Greggs takes its competitors weaknesses and makes it their strength, for example, Pret-a-Manger are known for their bad quality customer service, while Greggs makes Customer service a priority. Costa’s prices are considered less affordable, while Greggs has priced its products at an affordable range (Greggs, 2016).
In terms of the future improvements, several suggestions that have been made, some of which are viable and practical, and some of the improvements that Greggs could consider are the following:
1. Deliver to local businesses
2. Create a drive-thru service
3. Improving the queuing system or creating self-service options
4. More availability throughout the whole day
The limitations of this study were that there were only 50 participants involved. The sample may be too small which means there could be some error in the results however the sample has a mix of everyone so therefor is e a representative sample and can be generalised for the wider population.
If this study were to be done again it would be done under better circumstances. Hard copies of the questionnaires could have been given to each Greggs store for their customers to fill out. Interviews would have taken place with shop managers to get a better understanding of Greggs’ processes and operations.

6. [bookmark: _Toc42462582][bookmark: _Toc42463697][bookmark: _Toc42466099]Chapter 6- Conclusion
This study was about the success of Greggs. It aimed to investigate the development and the progression of Greggs, to identify the main success factors for Greggs’ success and to identify competitors and future improvements to remain current. The researcher feels like these aims were met by the gathering of both secondary data which were a set of statistics that the researcher analysed and put into graphs and primary data using a questionnaire given to Greggs customers online. These data aided the researcher to get a better understanding of Greggs and their success factors which were customer service, product differentiation, efficient operations, finance, and competitive advantage.  The researcher gave a thorough discussion of the findings of this study and put forward some recommendations of what to do if this study was done again.
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Appendix C – Ethics approval form
APPLICATION FOR ETHICAL APPROVAL
For research to result in benefit and minimize the risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained before commencement.
The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.
The individual undertaking the research activity is known as the “principal researcher”.
Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.
Please read the notes for guidance before completing ALL sections of the form.
This form must be completed and approved before undertaking any research activity. Please see the Checklist for details of the process for different categories of application.  
[image: ]
[image: ]

[image: ]
[image: ]
[image: ]
[image: ]
[image: ]

Application Process
All staff research projects and all research students must submit the Ethical Approval Form to the University Ethics Committee via the Academic Office (pgresearch@uwtsd.ac.uk).   Staff research directly with personal study for taught undergraduate or master’s programs should be submitted via the Faculty procedures explained below.
Taught masters and taught undergraduate research Ethical Approval Forms are considered within Faculties.  Faculties will provide details of the specific processes for this.  Where the Ethical issues within any single ethical application are of concern the Faculty will refer these to the University Ethics Committee.   Any student activity that involves the collection of primary data needs to undergo Ethical approval; this includes assignment work as well as dissertations.   
Notes for guidance in completion of this form
Section A:  About You
Please complete all relevant sections
Section B:  Approval for research activity
Research proposals must be approved in principle before applying for Ethical Approval.  The proposal approval only becomes final when ethical approval is received.  

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

Section C:  External Ethical Guidance materials
Many discipline areas are required to operate with the discipline-specific codes of research ethics (for example health, psychology, education, etc.), any such codes must be listed and you must tick to confirm that you have consulted with these.
Section D:  External Collaborative Research Activity
Provide details of the external collaborative partners, where appropriate you might want to submit a copy of the external collaboration agreement with the Ethical Approval Form.  If the partner requires the research to be subject to its own internal Ethical approval process, then please provide details of that process and a copy of any final (or interim) approvals received from the organization.
Section E:  Details of Research Activity
Remember that the individuals reviewing this Ethical Approval Form may not have seen your research proposal and may not be experts in the specific area of your research.  The information provided should, therefore, be jargon free and clearly stated.
Indicative Title:  please use the same title as used on the research proposal.
Purpose:  The Ethical approval process will want to ensure that the methods you propose are adequate and appropriate to address the research aims and objectives.  Excessive additional data collection be unethical.
Proposed Methods:  The Ethical approval process seeks to ensure that you understand the methods that are intended, and that the implementation of those methods will be appropriate and without unnecessary impact on respondents.  Please be specific.
Location:  this needs to mention geographical location and local situation (for example, within Local Authority Offices in Cardiff, using a private room but close to other individuals).  If you are collecting data within an organisational setting, then you need to explain the permissions that you have obtained to do this.
Research Activity outside of the UK:  please complete this section in detail and note any guidance you have received.  Also describe your own familiarity (or not) with the location that you will be utilising.
Section F:  Scope of Research Activity
Please tick ALL the research activities that might be undertaken.   If any additional types of activity are intended, then please add an extra box and describe these.
If you have answered no to all questions in F, then sections G and J do not need to be completed.  Section H should be considered and may be completed.  Signatures are still required in section K.
Section G:  Intended Participants
Please tick all categories that might apply.
Numbers & Source:  if you are using a series of different methods or research activities please list numbers for each stage/phase.  Be clear about how you will find respondents.   Will you use intermediaries, and if so how?  How will you ensure compliance with your sampling strategy?
Information for participants:  all participants should be appropriately informed about the research, what is expected of them and what will happen to the information that they provide.  The Ethical review process does not ask to see this documentation, but requires this to be reviewed and approved by the Director of Studies in the case of research students, the supervisor/module tutor in relation to students on taught programmes and the Head of School/Assistant Dean in relation to staff research.
Section H:  Anticipate Risks
All research carries some level of risk.  The answers you provide to questions in this section will be reviewed to ensure that you have an appropriate understanding of the type of risks involved and how you can mitigate against these risks. If you have completed a full risk assessment, as required for example for laboratory work, field work, clinical tests, diving operations, or by a collaborative partner, you may append that to this form.  In that case, please tick the box indicating this has been provided.  You will not then be required to complete Section H.
Risk to participants   Think very carefully about how your actions/questions/discussions might affect the people you are involving as participants.  You might identify the risk as small, but it would still be a risk.  Many types of question have the potential to make respondents less content with their life / job; you need to recognise and try to ameliorate any such effects
If these are business owners, time with you may reduce profit.  
In some locations physical risk is very real to both participants and you, please consider this.
Risk to you, the researcher   Think about where you will meet people, if there are any dangers involved in the location.  If you are meeting people as individuals think about using a public place.  In general, do not visit people in their own homes or remote locations.  If you are talking to individuals about certain issues think about how their responses might affect you emotionally.  What about the risk of collecting insufficient data?
Risk to the University   When undertaking your research, you are acting as a member of the University (student or staff).  Professionalism is important, so it is important to be well organised and well prepared. Punctuality, clarity etc. are all part of this.  What will you do to ensure this?  You must ensure you do not harm the good name of the University in any way and do nothing to undermine the reputation of the research it conducts and sponsors.  Upholding high standards of conduct and integrity are vital in this regard. You must also conduct the research in such a way to minimise the potential for claims of negligence made against the University, its researchers and any collaborating individual or organisation. In this respect you should always comply with ethical, legal and professional frameworks, obligations and standards as required by statutory and regulatory authorities, as well as the university’s Research Integrity and Ethics Code of Practice.  Research misconduct in this respect can take many forms, including:
1. fabrication: making up results or other outputs (e.g., artefacts) and presenting them as if they were real
1. falsification: manipulating research processes or changing or omitting data without good cause
1. plagiarism: using other people’s material without giving proper credit
1. failure to meet ethical, legal and professional obligations: for example, failure to declare competing interests; misrepresentation of involvement or authorship; misrepresentation of interests; breach of confidentiality; lack of informed consent; misuse of personal data; and abuse of research subjects or material
1. improper dealing with allegations of misconduct: failing to address possible infringements such as attempts to cover up misconduct and reprisals against whistle-blowers
Adverse Outcomes.  Think carefully about the possibilities, and cover here
Section I:  Feedback, Consent and Confidentiality
Feedback to participants:  outline your approach.   Will interview transcripts be shared with respondents to check accuracy?  Will summaries of questionnaire analysis be made available to respondents in some way?   Will an overview report be provided?  How and when?
Informed consent:   Draft letter / e-mail / or heading (or footer) section of questionnaire must be approved by DoS/supervisor (if research student), supervisor/module tutor if taught student, or Head of School / Assistant Dean if a member of staff. Confidentiality/Anonymity.  Explain clearly how you will ensure confidentiality and anonymity.
Section J:  Data Protection and Storage
Before completing this section, it is necessary to read the University’s Research Data Management information.   The questions that follow are designed to ensure compliance with the Data Protection Act as well as established research protocols.
Many research activities will involve electronic transfer of data and use of data management systems in the summarisation and analysis of data.  You will need to explain these in relation to compliance with the Data Protection Act.
Think carefully about who access to your data will have, this will include supervisors and examiners. Also, that a thesis will be made available via the University library and the British Library system.  If you are seeking an access bar for a period after completion, then mention it here.  If you will provide a copy of your findings, or intend to give a presentation, to a facilitating/ supporting/accessing organisation then explain that in this section.  But also think about the general principle of data sharing, as explained in the Research Data Management information. In terms of storage of data please ensure security and mitigate against loss of data.
Section K:  Declaration
Ensure the appropriate countersignatures have been provided
Look carefully at the checklist and ensure that you comply with and tick all that are relevant to your research.


Count of Q1. What is your gender?




Total	Female	Male	Non-binary	Prefer not to say	24	24	1	1	


Greggs Turnover

#	2005	2006	2007	2008	2009	2010	2011	2012	2013	2014	2015	2016	2017	2018	Total sales growth (%) 	2005	2006	2007	2008	2009	2010	2011	2012	2013	2014	2015	2016	2017	2018	533.4	550.79999999999995	586.29999999999995	628.20000000000005	658.2	662.3	701.1	734.5	762.4	806.1	835.7	894.2	960	1029.3	



Number of shops in operation at year 

2005	2006	2007	2008	2009	2010	2011	2012	2013	2014	2015	2016	2017	2018	1319	1336	1368	1409	1419	1487	1571	1671	1671	1650	1698	1764	1854	1953	2005	2006	2007	2008	2009	2010	2011	2012	2013	2014	2015	2016	2017	2018	


Count of Q13. Have you ever experienced bad quality of service from Greggs?




Total	No	Yes	45	5	
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Q15. How efficient do you think the Greggs staff are when serving customers?
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Q16. How friendly do you find the Greggs staff when dealing with customers?
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Convience

Q24. Does the location of a Greggs shop have an influence on whether you buy from it or a
competitor?
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SECTION A: About You   (P rincipal  R esearcher )    

Full   Name:  Sasha cranfield  

Tick all boxes which apply:  

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

 

Faculty/School/Centre:  Business school  

Campus:  swansea  

E - mail address :  1703081@student.uwtsd.ac.uk  

Contact Telephone Number :  07462234845  

For students:  

Student Number:  1703081  Undergraduate  ☒  

Programme of Study:  Business Management  Taught  Postgraduate  ☐  

Director of Studies/Supervisor:  Caroline Jawad  Research  ☐  

  SECTION B: Approval   for Research A ctivity    

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

       Date  

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

Faculty  Research Committee  ☐   

Other   (write in)    ☒  lecturer  

Approval in principle  must   be obtained from the relevant source prior to seeking ethical approval.     SECTION   C:  External Ethical Guidance M aterials    

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

Research project  ☒  

 ☐  

 ☐  

    SECTION  D :  External  Collaborative  Research Activity    

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

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

Institution   

Contact person name   

Contact person e - mail address   
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SECTION E:  Details of Research Activity   S  

Indicative title: A critical study of why Greggs is so successful    

Proposed start date: Feb 2020  Proposed end date:  May 2020  

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

Aim is:  The aim of this research project is to critically evaluate the factors that have impacted Gregg’s current success and growth. Objectives are :  To investigate the development and progression of Greggs To identify the main success factors to evaluate why Greggs is still growing and doing successful To Identify competitors and future improvement to stay current    (this box should expand as you type) 

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

Interview and a questionaire     (this box should expand as you type) 
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SECTION  F :  Scope of Research A ctivity    

Will the research activity include:    YES    NO  

Use of a questionnaire or similar research instrument?  ☒  ☐  

Use of interviews?  ☒  ☐  

Use of diaries?  ☐  ☒  

Participant observation with their knowledge?  ☐  ☒  

Participant observation without  their knowledge?  ☐  ☒  

Use of video or audio recording ?  ☒  ☐  

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

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

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

Investigation of participants involved in illegal activities?  ☐  ☒  

Use of  procedures that involve deception?  ☐  ☒  

Administration of any substance, agent or placebo?  ☐  ☒  

Working with live vertebrate animals?  ☐  ☒  

Other primary data collection methods, please explain in this box        ☐  ☒  

  If NO to every question, then the research activity is (ethically) low risk and  may   be exempt from  some   of the following sections   (please refer to Guidance Notes) .     If YES to any question, then  no research activity should be undertaken until full ethical approval  has been obtained.       
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SECTION  H : Anticipated Risks    

Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them.   If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.   

Full risk assessment completed and appended?   Yes                               ☐  No                                   ☒  

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

  (this box should expand as you type) 

 

If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities 

  (this box should expand as you type) 

 

Risks to investigator For example: personal safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest 

  (this box should expand as you type) 

 

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

  (this box should expand as you type) 

 

Adverse outcomes List measures put in place to limit any adverse effects or outcomes of research activity where appropriate. Include any emergency protocols.  

 Information collected will be stored safely and confidential. (this box should expand as you type) 

     

Disclosure and Barring Service 

If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.       YES        NO        N/A  

Has a DBS certificate been obtained? ☐  ☐  ☒  
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SECTION  I :  Feedback, C onsent   and C onfidentiality    

Feedback What feedback will be provided to participants, how will this be done and when?  

 The participants will be able to view the research project if they request it.   (this box should expand as you type) 

 

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. 

 Before any interviews or questionnaires to happen a consent form will be given to the participants.    (this box should expand as you type) 

 

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

 All participants will remain anonymous. confidentiality will be ensured.  (this box should expand as you type) 
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SECTION  J : Data Protection   and S torage     In completing this section refer to the University’s Research Data Management Policy and the  extensive resources on the University’s Research Data Management web pages  ( http://uwtsd.ac.uk/library/research - data - management/ ).  

 YES  NO  

Does the research activity involve personal da t a (as defined by the Data  Protection Act)?   “personal data”   means data which relate to   a living individual who can be  identified —   (a) from those data, or   (b) from those data and other information which is in the possession of, or is likely to  come into the possession of, the data controller, and includes any  expression of  opinion about the individual and any indication of the intentions of the data controller  or any other person in respect of the individual .  ☐  ☒  

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

  (this box should expand as you type)  

 

Does it involve sensitive personal data (as defined by the Data Protection  Act)?   “Sensitive personal data”   means personal data consisting of information as to  –   (a) the racial or ethnic origin of the  data subject,   (b) his political opinions,   (c ) his religious beliefs or other beliefs of a similar nature,   (d) whether he is a member of a trade union (within the meaning of the Trade Union  and Labour Relations (Consolidation) Act 1992),   (e) his physical o r mental health or condition,   (f) his sexual life,   (g) the commission or alleged commission by him of any offence, or   (h) any proceedings for any offence committed or alleged to have been committed by  him, the disposal of such proceedings or the  sentence of any court in such  proceedings.  ☐  ☒  

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

  (this box should expand as you type)  

 

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

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

University computers?  ☐  ☒  

Private company computers?  ☐  ☒  

Home or other personal computers?  ☒  ☐  

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

“Cloud” storage or websites?  ☐  ☒  

Other  –   specify:    ☐  ☒  

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

    All data collected will be stored on a password protected device     (this box should expand as you type)    
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SECTION  K : Declaration    

The information which I have provided is correct and complete to the best of my knowledge. I have  attempted to identify any risks and issues related to the research activity and acknowledge my  obligations and the  rights of the participants .     In submitting this application I hereby confirm that I undertake to ensure that the above named  research activity  will meet the University’s  Research Ethics and Integrity Code of Practice  

Signature of  applicant :  Sasha lee cranfield  Date:  20/03/20  

  For  students:  

Director of Studies /Supervisor :  Caroline Jawad  

Signature:    Sasha lee cranfield  

Date:  20/03/20  

  For staff:  

Head of School /Assistant  Dean :   

Signature:     

Date:   

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

☒  I have read the guidance notes supplied before completing the form.  

☒  I have completed  ALL   RELEVANT   sections of the form in full.  

☒  I confirm that the research activity has received approval in principle  

☐  I have attached a copy of final/interim approval from external organisation (where appropriate)  

☐    I have  attached a full risk assessment (and have NOT completed Section H of this form)  (where appropriate)    

☒  I understand that it is my responsibility to ensure that the above named   research activity will  meet the University’s Research Ethics and Integrity Code of Practice.  

☒  I understand that before commencing data collection all documents aimed at respondents  (including information sheets, consent forms, questionnaires, intervie w schedules etc.) must  be confirmed by the DoS/Supervisor, module tutor or Head of School.  

   

RESEARCH STUDENTS AND STAFF ONLY   All communications relating to this application during its process ing   must be in writing and emailed to  pgresearch@uwtsd.ac.uk   , with the title ‘Ethical Approval’ followed by your name.   You will be informed of the outcome of your claim by email; therefore   it is important that you check  your University and personal email accounts regularly .  

  STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES  should submit   this form (and receive the outcome) via systems explained to you by the supervisor/module leader.  


