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Abstract

Through the cosmetic industry to understand the relationship between
social media marketing activities, consumer experience, brand trust and
purchase intention in the Hong Kong market. In recent years the growth
of the cosmetic industry is continuously rising and the consumer shopping
behaviour has been shifted. Consumers not only purchase and shop offline
but also online therefore combine the different ways into omnichannel.
Omnichannel provides more options and is more comprehensive for the

consumer and established the new model of retail.

Identify the research motivation and the research which selects the most
repeated key word from the focus group to determinate the research
framework. The research framework is based on the most repeated key
word from the focus group and the literature review to develop a linear
hypothesis of the research framework. An assumption of all three
independent variables social media marketing activities and brand trust
cause positive linear relationship with the dependent variable purchase
intention. The questionnaire sampling size is 395 taken by a snowball data
collection. Then based on the collected interpretation and determining the

means of the analysis date and further implications.

There are four major data analyses which are descriptive, reliability test,
correlation and regression analysis. According to these research models,
the results indicate that between social media marketing activities,
consumer experience and brand trust may not have a significant linear
relationship with purchase intention. Suggested enhancing the service
and engaging the interaction with consumers to create a high level of the
stratification of consumer experience is the number one priority for the

industry.

Key words: Social media marketing activities; Consumer experience; Brand trust:
Purchase intention; Omnichannel; Cosmetic industry
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1. Introduction

This chapter will provide the background of this research. Firstly describe
the industry that focuses on, what is about and what are the challenges

currently. Follow with the research motivation, questions and objectives.

1.1 Background

Cosmetics includes the skincare, hair care makeup and fragrances
products that all categorised into the beauty and personal care range.
These product ranges are intended for beauty purposes in addition to
personal appearance and well-being motivation (Cosmoprof Worldwide,
2024).

Cosmetics is a fast moving range of new products and new brands
launching everyday. Skinification is the new trend, skin care became the
main and largest for the beauty aficionados. Skincare held the market
share of nearly 40% in 2024 and projected approximately USD 236 billion in
2030 (Petruzzi, 2024). Skin benefits will play a major role in the future
trend in the cosmetic industry. Howarth (2025) found out that 22% of
female skincare routines have been changed from the COVID-19 pandemic

and 40% of facial skincare products used more often.

Cosmetic industries have grown continuously in recent years. According to
Cosmoprof (2024) forecast in 2024 the global market for beauty and
personal care generated a revenue of 648.6 billion U.S. dollars. 35.2% of total
sales are contributed from online sales. Figure 1.1 shows the trend from
2018 that is slightly down in 2020 and consistently growing, between 2024
and 2029 the industry CAGR forecast is at 3.11% (Cosmoprof Asia, 2024).



Figure 1.1 Global revenue forecast of the beauty and personal care industry 2018-2029
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The cosmetic industry is controlled by a number of multinational brands
such as L'Oréal, Unilever, Estée Lauder Companies, Procter & Gamble Co.
(P&G), LVMH, etc. In 2024 L'Oréal as the largest market lead including retail
and manufacturing generated over USD 44 billion revenue, followed by
Unilever over USD 26 billion and the third Estée Lauder Companies over 15

billion U.S. dollars, see details in Figure 1.2 (Howarth, 2025).



Table 1.1 Revenue of top 10 market lead in cosmetic industry: 2024

Brand Beauty Sales
L'Oréal $44.53 billion
Unilever $26.15 billion
Estée Lauder $15.2 billion
P&G $15 billion
LVMH $8.94 billion
Chanel $8.32 billion
Beiersdorf $8.14 billion
Shiseido $6.94 billion
Nature & Co $6.39 billion
Coty $6 billion

Figure 1.2 shows Asia Pacific holds the largest market share as of 2024 with
approximately 40% in the global market. Second is North America 22%,
Europe is the third largest share around 20% and followed by Latin
America and the Middle East (Shea, 2024, Grand View Research, 2024).

Figure 1.2 Cosmetic global share by region: 2024

Cosmetic global share by region: 2024
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China has the largest market share in Asia generating USD 32.52 billion
(Nan, 2024), then Japan USD 30.4 billion (Report Linker, 2025) and South
Korea USD 25 billion in 2024 (Invest KOREA, 2024). In general the growth
rate for these three countries are slightly slowing down with the 1-3%

decline (Grand View Research, 2024).

China is the market leader in Asia. The market contains different
international brands such as L'Oréal, Estée Lauder, LVMH, Shiseido,
Unilever and etc. However, these big brands' revenue in China are
beginning to decline and planned to reduce the 3-5% of its global
workforce in China. The Sephora subsidiary from LVMH was reducing
approximately 10% of its workforce in China around 4000 employees (Nan,
2024). This phenomenon is due to the consumers shifting the brand

selection from international brands to local brands (Ou, 2024).

In recent years in China there are a number of local cosmetic brands
established such as Proya, Florasis, Kans and more. Local brands are driving
the market with high-quality and lower prices that are more comparable to
the international brands. Also the local brand not only focused on the
offline platform but also leveraged the marketing budget to online (Nan,
2024). Most of the local brands also establish on the Taobao, Tmall, Douyin
these mature online platforms which can provide a strongest consumer

experience and cross platform connection for the consumer (Ou, 2024).

Looking back, Hong Kong as part of Asia in 2024 generated a revenue of
approximately USD 2.3 billion with the expected growth rate 2.82 % for
2025 to 2030 (Cosmoprof Worldwide, 2024). Cosmetic and personal care is
one of the popular categories for local and visitors to purchase with an
attractive price due to the no tax fee for import products and a wide range
of selection from multi-national brands (InvestHK, 2023). The industry

manufacturing sector in Hong Kong is small, very few brands are made in



Hong Kong such as Choi Fung Hing, The Preface, Factiy, etc. The local
cosmetic industry majority are the traders who act as agents for the
international brands to export and expand the business to China and other

Asian countries (HKTDC Research, 2023).

The major market share in Hong Kong is driven by the internations big
brands. Figure 1.4 shows Hong Kong cosmetic market share by brands in
2024, as the result L'Oréal has the largest market share in H.K. with 54%
which aligned with the global market share. Second is Estée Lauder 23%,

followed by Asia brand Shiseido 14% and Amore Pacific (Cosmoprof, 2024).

Figure 1.3 Hong Kong cosmetic market share by brands: 2024

ESTEE LAUDER

b
3
()
D
o
Q
o.
=h
(@]

LOREAL

L'Occitane

4%

Hong Kong as an international city many intonation brands not only
establish sales counters or stores in the local market, but also set up offices

in Hong Kong for expanding business into other Asia markets (HKTDC

Research, 2023).

Cosmetic chain stores such as Sasa, Colourmix, Watson's, Mannings and
etc are popular in Hong Kong. These chain stores offer huge discounts for
international brands and also supply private label products which are

popular for the consumer, especially visitors. Visitors can purchase various



brands in one store which is more convenient and time saving for them in

a limited time (HKTDC Research, 2023).

Impact from COVID-19 pandemic not only changed the skincare routines
of the consumers but also shifted the shopping behaviour from offline to
online. Shop online has grown continuously in recent years for all
consumer goods. Figure 1.5 shows the global online share growth rate of
consumer goods spend. The trend had slightly dropped in 2022 and 2023
and growth 8.3% in 2024 (Kemp, 2025). Figure 1.6 shows the global annual
spend for e-commerce by category, for beauty and personal care annual

spend USD 227 billion in 2024 (Kemp, 2025).



Figure 1.4 Global trend of online share of consumer good spend
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Figure 1.5 Global e-commerce consumer goods by categories: 2025
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As shopping behaviour shifted from offline to online it also fundamentally
changed for the brands to find a new way to approach the consumer.
Figure 1.7 shows the global forecast trend for the cosmetic market from
2023 to 2028. Sales from e-commerce are continuously rising and physical
channels as well, which is an insight for the industry approach by

omnichannel is needed (Weaver et al,, 2024).



Figure 1.6 Global forecast cosmetic market retail sales by channel: 2023 to 2028
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Omnichannel can be separated into two parts, “omni” means “all,” and
“‘channel” is a reference to different sales platforms that include online
stores, physical stores, mobile apps, social media and etc (McKinsey &
Company, 2025). Omnichannel is a cross channel that can improve the
consumer experience and connect better across all possible channels and

touchpoints (Donlan, 2024).

Omnichannel seamlessly connects between channels that brings benefits
not only for the consumer but also to the business. It can provide centricity
for the consumer with a consistent, convenient and flexible experience
which the purchase process can cross between channels. Omnichannel
also helps to centralized data including purchase history, consumer
preference and etc. Those data feedback to the brand and allows the brand
to provide personalized experience for consumers (McKinsey & Company,
2025).

As mentioned, shopping online is the trend which is a benefit and

opportunity for the cosmetic industry to enhance the popularity through



the social media channels such as Instagram, TikTok (Douyin), Little Red
Book (Xiaohongshu) and YouTube (Daxue Insights, 2024). Social media
have become important marketing channels. Many brands take this as an
advantage to collaborate with beauty influencers (KOLs/KOCs) that help
brands to create relationships between consumers and brands, also for the
influencers to promote cosmetics to their audience (Investhk Gov HK.

2025).

According to Global Digital Report 2025 (Kemp, 2025) the global growth
rate of social media use over time, it raised 4.4% as 5.24 billion of user
identities in 2025. Figure 1.8 shows the reasons for using social media are
connecting with family and friends 50.8%, second is filling spare time 39%,
third is reading news stories 34.5% and reason for looking for a product to

purchase is the sixth with 27.5%.

Figure 1.7 Main reason for using social media in global
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Nowadays shopping will not be limited by one single platform, it can
combine with different channels. Shop and place order online and collect

the purchased goods in the physical store; or vise versa visit to the physical



store for product testing with real touch then purchase online with free
door to door delivery. That drives a significant consumer shopping
behaviour transformation from traditional way to a “new retail” format

(Nan, 2024).

Better understand the factors that affect consumers' purchase intention
for cosmetics products through omnichannel in Hong Kong. A focus group
has been organised on 20th November, 2024 with 10 participants. Focus
group is a research technique for collecting data through a group
interaction. The purpose is to identify and explore participants thoughts
and behaviours through why, what and how questions (B2B International,
2021).The main purpose of this focus group is to gather inspiration from the
participants on what are the key factors that will affect the participants to

purchase cosmetics products, details of the full record see appendix 1.

During the conversation participants mentioned they were happy to
purchase cosmetic products through omnichannel and got experience for
that. They consider the convenience and the cost/ promotion consistency.
Participants said they will cross check the price through all channels
included offline and online to ensure they purchase the item at the best
price. From their point of view omnichannel creates more flexibility for

them without time and region boundaries.

Furthermore, participants mentioned a good consumer experience will
engage their revisit of the store and the brand images either online or
offline. Participants also mentioned purchase intentions of new products
will affect or attract by social media. Constant marketing activities through
social media will create impressions of content then increase the purchase

intention.

At the end, from the participants point of view if there is an entire new

product and new brand for them it may not be considerate to purchase at

10



the beginning. The reason is there is a lack of trust in the brand and they
may wait until family and friends have experience of the product and
brand then they may have a try. On the other hand, if the new product is
from an existing brand they may consider the existing brand image

established by the brand.

1.2 Research motivation

According to the industry background and the information through the
focus group we can understand that consumers are willing to purchase
cosmetic products offline and online is popular in recent years. Due to the
use of social media, marketing activities not only focus in the traditional
way but also are more active on the online platform compared to previous.
In addition, the focus group conversation found some interesting
perspectives from the participants that affect their purchase intention
such as social media marketing activities, consumer experience and brand
trust. Following in this research study will focus on these three factors for

further research and analysis.

1.3 Research Question

The whole research will be around the below three research questions,
firstly found out the key factors that created the purchase intention in
beauty industries. Second, understand the relationships between the
factors. Third based on the finding to provide practical suggestions for the

beauty industries.

1. Identify the variables that created the purchase intention in cosmetic

industries.

2. What are the definitions of the variables and how can they be measure

1



3. Based on the relationship then provide practical suggestions for the

industry.

1.4 Concluding Summary

This chapter has provided the background of cosmetic industries and what

isomnichannel. Firstly describe the cosmetic industry with definition, the

current global and in Hong Kong market, also with the market trend by

omnichannel. Following with the summary of the focus group result as an

inspiration for the research topic then further develop the research

motivation and research question.

Figure 1.8 Research flowchart
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2. Literature Review

This chapter will provide the definitions and measurements for the
individual variables that develop for the research framework, which are
inspired from the industry background research and focus group

discussion that mentioned in chapter 1.

The variables are social media marketing activities, consumer experience,
brand trust and purchase intention. Also will provide the compare and
contrast for each variable within scholars to explain which is more

appropriate for this research study.

2.1 Social media marketing activities (SMMA)

When talking about social media normally people will think of Whatsapp,
Youtube, Instagram, Tiktok and a number of applications. People are using
those apps daily as a communication and connection tool. As the
shopping behaviour has been shifted to omnichannel, social media
marketing strategy has become more important for the business. Social
media is not only a communication app but also is a bridge for the
business/ brand to connect with consumers for providing its product

information, services, promotions and more.
Following with further definition of social media marketing activities
(SMMA) and how it can be measured. Conclude by a compare and contrast

with appropriate measurement for this research study.

2.1.1 Definition

Social media marketing activities are the practical actions taken to

implement a social media marketing strategy, purpose is for a businesses

13



or organizations to promote products, brand and service through the social
media platforms to engage with the consumers (Ashik, 2024). These
activities leverage the interaction across platformms combining social media
with other channels (e.g., email, offline events) for cohesive omnichannel

campaigns to achieve marketing goals (Hayes, 2025).

Purpose of social media marketing strategy is to connect with consumers,
build brand awareness, drive consumer engagement and achieve business
goals (Li, Larimo and Leonidou, 2020). It is important to drive interaction
on social media, as the major use of social media is to connect with others
and create a community for the followers or consumers through a
discussion group with interactive content (Parsons and Lepkowska-White,
2018). Online communities are different from real-life commmunities as the
operation of the former is facilitated by computers. Certain brands and
services used to set up a community which created interactions without
geographical restrictions between brand and consumers (Chen and Lin,
2019). Followers and consumers can share information within communities
and also spread out the information and hot topics to others then create

their own social network (Beig and Khan, 2018).

Social media marketing also engaged the changes to shape the brand
awareness and brand images and thoroughly changed the way of content
creation, distribution, and consumption patterns for the brand (Tsai and
Men, 2013). According to Seo and Park (2018) SMMA generates a positive
influence on brand awareness and brand images. Create a consistent and
recognized tone of voice through the communication on social media that

develops an unique brand voice.

Sharing brand story and value, sharing behind the scenes and
highlighting customer stories and evaluation these actions and content
engage the interaction with the consumers. Also built a deeper connection

and sense of belonging between brand and consumers (Keller 1993).

14



Last but not least, information and technology are constantly changing.

Social media as a real time and fast moving trend, updated and trendiness

of information are important for the followers. Providing the latest

information that allows consumers to feel they are synchronous with the

brands and enhance the transparency and honesty to consumers (Godey

et al., 2016).

Figure 2.1: Summary of definition: Social media marketing activities

Scholar (year)

Definition

Keller 1993

Tsai and Men (2013);
GCodey et al. (2016);
Seo and Park (2018)

Engage the interaction with the consumers. Also built a deeper
connection and sense of belonging between brand and consumers

Engaged the changes to shape the brand awareness and brand
images and thoroughly changed the way of content creation,
distribution, and consumption patterns for the brand

Parsons and
Lepkowska-White (2018);
Beig and Khan(2018) ;
Chen and Lin (2019);

Connect with others and create a community for the followers or
consumers through a discussion group with interactive content

Li, Larimo and Leonidou

Connect with consumers, build brand awareness, drive consumer

(2020) engagement and achieve business goals.
For businesses or organizations to promote products, brand and
Ashik (2024) service through the social media platforms to engage with the
consumers.
Leverage the interaction across platforms combining social media
Hayes, 2025 with other channels for cohesive omnichannel campaigns to

achieve marketing goals.

Source: Contribute by author

15



2.1.2 Measurement

Measuring social media marketing activities is crucial to understand the
effectiveness of the strategies and the goals achieved such as counting
followers, likes, shares, and comments across social media and number of

active account interactions.

According to Wibowo et al. (2021) social media marketing activities can be
measured by number of subscribers, likes, shares, and comments to
understand the enjoyment from the followers. The interaction of
comments, share and hash tag creation can help to track the interaction
and customization. Frequency of updating as a support for the trendiness
on the social media and how often they view the new post. Number of
posts for sharing the event or repost from the social media assistance to

observe the spreadability of the topic and events.

Moreover Karakadilar, G6gus and Ozkaya (1997) and Tsimonis and
Dimitriadis (2014) share similar views with Wibowo et al. (2021). However
they are more focused on the interactive and engagement for social
media. The trendiness, customization and WOM for social media have not

been mentioned.

Providing up to date information regularly, creating interactions by
hashtag also is a quickest way to spread the news and draw attention
widely for the brand. Therefore the measure for social media marketing
activities will according to Wibowo et al. (2021), as the proves is more recent
and more comprehensive by comparison with the other two scholars, ses

figure 2.2.

16



Figure 2.2: Summary of Measurement: Social media marketing activities

Scholar (year) Measurement

Karakadilar, Gogus |Counting followers, likes, shares, and commments across social media
and Ozkaya (1997) |and number of active account interactions.

Counting followers, likes, shares, and comments across social media at
the end of your chosen timeframe from the number of followers you
had at the start

Tsimonis and
Dimitriadis (2014)

Entertainment: Counting the review, comments and the activeness

Interaction: Counting consumers to likes, comments, shares, and story

interactions.

Wibowo et al. (2021 ) . . .
( ) Trendiness: Frequency of updating posts or information.

Customization: Counting the hashtags or number of searches.

WOM: Counting the new posts or share of the events.

Source: Contribute by author

2.1.3 Conclusion summary

Social media as a marketing tool that provides a different apparel
compared to traditional marketing platforms that can create more
interactions, connections and flexibility with consumers (Kim and Ko, 2012).
It also provides customized information for consumers to utilize the
searching services and support in more real time or asynchronous

information (Carr and Hayes, 2015).

Seo and Park (2017) mentioned social media is a platform that provides
real-time interaction with consumers. As well as a platform that can
engage consumers to interact, like, comment and share feedback. Kim
and Ko (2012) mentioned that SMMA has a major effect on brand equity,
buying intentions,etc. The brand equity and buying intentions are based
on the developed consumer experience and relationship. A stronger

customer relationship which leads to the behavior generating sustainable
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relationship between consumer and retailers. A long term relationship can

develop the influence of brand equity and buying intentions (Klaus, 2015).

According to Wibowo et al. (2021) measurement for SMMA compared to
the other two scholars, which has a significant relationship with consumer
experience that is collectively engaged in social media marketing activities,

the construct of SMMA covers more areas with latest theories.

2.2 Consumer experience (CX)

Consumer experience is an explanation of a business to manage
engagement for the consumers during the entire purchasing journey. The
journey includes marketing, sales, product and consumer services without

limitation of platforms.

Following with further definition and measure of consumer experience.
Conclude by a compare and contrast summary with appropriate

measurement for this research study.

2.2.1 Definition

Consumer experience is a concept of the consumer satisfaction of
experience from the purchasing journey instead of the product. The
experiences are accompanied by an emotional response from the
interactions of the consumer with a product or service. It subjectively
refers to customers' direct or indirect interactions between products and

retail companies (Verhoef et al., 2009).
According to Lemon and Verhoef (2016) consumer experience is

constructed multidimensional, such as think, sense, fee, act and relate

called as five senses. Hances, consumer experience is a subjective feeling
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from the consumer. The strongest sense of feeling creates a positive and
long lasting emotional response from the consumer (Holbrook and
Hirschman, 1982). Think determinate as the recognition of the brand
based on the cognitive experience. Fantasies, feelings, smell and fun
created the sensory experience and feeling can be leveraged by those
experiences. Except for the invisible sense of feelings, the consumer
satisfaction of experience also can be influenced by physical experience,
behaviours, lifestyles and social-identity experience (Schmitt, 2003).

In recent years, purchasing journeys have been changed not only from the
individual offline and online platform but also a combination of both and
more. Omnichannel also is important to improve the consumer experience

and connection between channels and touchpoints (Donlan, 2024).

According to Piotrowicz and Cuthbertson (2014) omnichannel provides a
more comprehensive purchasing journey for the consumer. Omnichannel
includes marketing, sales, product and consumer services across all
platforms which is a chain of consumer services that influences the
consumer satisfaction of experience (Hajdas, Olczyk and Gebczynska,

2022).

Consumer experience through omnichannel can be explained into two
aspects which are hedonic experience and utilitarian experience (Gao,
CTOMKa, and Bolton, 2021). Hedonic experience is interpreted as the
emotional and sensory influence from the purchase journey which is an
immediate pleasure and enjoyment instead of long term (Babin et al,,
1994). According to Voss, Spangenberg and Burns (2003) the maxim of
well-being and happiness is through the practical and goal-oriented
actions to gain the utilitarian experience. Not only driven by emotional or

sensory but also can be measurable.

19



Figure 2.3: Summary of definition: Consumer experience

Scholar (year) Definition
Holbrook and A subjective feeling from the consumer, the strongest sense of feeling
Hirschman (1982); creates a positive and long lasting emotional response from the

Verhoef et al. (2009) [consumer

Schmitt (2003);
Lemon and Verhoef Satisfaction of experience also can be influenced by physical

(2016) experience, behaviours, lifestyles and social-identity experience

Piotrowicz and
Cuthbertson (2014);
Hajdas, Olczyk and
Gebczynska (2022)

Omnichannel provides a more comprehensive purchasing journey for
the consumer and as a chain of consumer services that influences the
consumer satisfaction of experience.

Hedonic experience: Provide positive emotions in decision-making by

Gao, cTtoika, and emotional and sensory pleasure derived activity.

Bolton (2021); o . X . L

Zhang et al. (2023); Utilitarian experience: Practical goal-oriented of maximizing

Donlan (2024) ' well-being or happiness through actions or decisions to emphasizing

measurable outcomes over emotional or sensory gratification.

Source: Contribute by author

2.2.2 Measurement

Consumer experience can be measured by the interaction and satisfaction
of experience with the brand from the entire purchasing journey. The
satisfaction accompanied with emotional response from the interactions of

the consumer purchasing process and the behaviours (Klaus, 2015).

According to Kim and Perdue (2013) point of view consumer experience
can be measured by five senses which are sense, feel, think, act and
related. View, sound, scent, taste and touch all these primary senses are
conducted to influence the consumers satisfaction of experience when
they visit the store (Klaus, 2015). Based on the senses to integrate the
emotions and create a direct interaction between consumer and retail. If

consumers are willing to respond and generate positive emotional
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feedback which the retail influence the consumer successfully (Lemon and
Verhoef, 2016).

Through the marketing campaigns and activities to create an innovative
way of experience and engage with consumers for interaction (Verhoef et
al., 2009). Those activities take actions to create a connection between
consumer and retailers that based on the physical activities, patterns of life
and engagement to experience different types of behaviour which are

memorable for consumers to think of continuously (Schmitt, 2003).

According to Zhang et al. (2023) consumer experience can be measured by
hedonic experience and utilitarian experience which is more appropriate
for the current market. As omnichannel is important for a business the
consumer experience should not only focus on the offline related activities
but also for all different ways that connect with consumers (Verhoef,

Kannan and Inman, 2015).

Hedonic experience and utilitarian experience measure as a whole which
cannot be separated. A more comprehensive purchase journey the
consumer satisfaction of experience from emotional and practical are
required(De Keyser, Schepers and Bejou, 2015). Hedonic experience al
can be interpreted as the happiness of sensory emotion generated during
the process and the utilitarian can be determined by practical
goal-oriented such as the service of develivy and the experience from the
online platform may affect the satisfaction of emotions thought

omnichannel (Ishfaq and Raja, 2021).

2.2.3 Conclusion summary

Consumer experience as a multidimensional construct focusing on a

consumer’s cognitive, emotional, behavioral, sensorial, and social responses
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to a firm’s offerings during the customer’s entire purchase journey (Lemon
and Verhoef, 2016)

According to Zhang et al. (2023) although consumer experience is very
subjective and the consumer emotion is not the only thing reflecting on
the satisfactions. However Kim and Perdue (2013) and Lemon and Verhoef
(2016) insist on measuring the consumer satisfaction experience by five
senses that are very subjective based and difficult to measure the

consumer experience for the entire purchase journey.

Consumer satisfactions can be influenced by many different reasons, for
more effectively measuring the consumer experience can be based on the
emotional and practical cause. Emotions can be observed by the direct
emotion of the consumer to identify the satisfaction levels. Positive
emotion interactions means consumers are satisfied during the shopping,
vise versa which means the satisfaction level is lower. Another way to
assess the consumer feeling is caused by the practical orientation such as
feedback or complaints for shopping platforms, delivery or product and
packaging that something is functional. Consumer satisfaction experience
is important that may directly influence the relationship between the

consumer and the retails.

Figure 2.4: Summary of Consumer experience

Scholar (year) Measurement

Kim and Perdue . . . .
Measure customer satisfaction by feeling, consumer reaction and

(2013); the length of the consumer relationship between the brand or
Lemon and Verhoef buSiness
(2016) '

Hedonic experience: Observes the direct for the consumer while
shopping and continues buying.

Zhang et al. (2023)
Utilitarian experience: Assess any feedback or complaints for the
practical oriented.

Source: Contribute by author
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2.3 Brand trust (BT)

Brand trust is the business or brand image that established the

representation for external or consumer which is based on trust.

Following with further definition of the explanation and the measure of
brand trust. Conclude by a compare and contrast summary with

appropriate measurement for this research study.

2.3.1 Definition

A trust of the brand can contribute by reliability, honesty and genuineness
that influence the brand representation of the business image and the
connection between consumers of the loyalty (Yoon, Suh and Oh, 2005).
Brand trust is about the confidence from consumers' reliability. Ability to
fulfill promises, deliver key value consistently without changing day by day
(Erdem and Swait, 2004). Authentic and positive interactions are the core
values to contribute to the trust of the brand. It's a cornerstone of customer
relationships to drive loyalty, advocacy and long-term relationships for the

success of the business (Morgan and Hunt, 1994) .

Brand trust also is subjectively, a feeling of reliability from consumers
which is based on consumers’ experience, the understanding of the brand
and previous and existing action from the brand (Erdem and Swait, 2004).
These factors interpret the brand images and continuously develop and
contribute to the interaction and connections between consumer and the

retailer (Ailawadi and Keller, 2017).

According to Esch et al. (2006) providing transparency in values, actions,

and communications encourages emotional connection. Brands must be
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honest about challenges and provide consistent positive actions and

feedback as the consumer values (Sirdeshmukh, Singh and Sabol, 2002).

A positive and seamless interaction should consist of consistency through

all channels (e.g., intuitive website design, responsive customer service) to

enhance the confidence from consumers' reliability Also providing

consistent price, experience, promotion, activities for omnichannel

consumers which influence the reliability levels from the consumer (Zhu et

al., 2020).

Chaudhuri and Holbrook (2001) explained brand trust, brand

performance, brand image and brand loyalty which created a chain of

effects that are closely connected with each individual. Developed a

healthy and strong relationship between consumers in need which also

can enhance the consumer satisfaction of experience to create a long-term

relationship and establish brand loyalty (Yoon, Suh and Oh, 2005).

Figure 2.5: Summary of definition: Brand trust

Scholar (year)

Definition

Sirdeshmukh, Singh and
Sabol (2002);
Zhu et al. (2020)

Chaudhuri and Holbrook
(2001); Yoon, Suh and Oh
(2005);
Ailawadi and Keller, 2017

Esch et al. (2006)

Erdem and Swait (2004)

Brands must be honest about challenges and provide consistent
positive actions and feedback as the consumer values.

A strong relationship between consumers in need which also can
enhance the consumer satisfaction of experience to create a
long-term relationship and establish brand loyalty

Brand images and continuously develop and contribute to the
interaction and connections between consumer and the retailer

is subjectively and is based on consumers’ experience, the
understanding of the brand and previous and existing action
from the brand.

Source: Contribute by author
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2.3.2 Measurement

Brand trust can be measured by reliability, honesty and safety. These are
the major factors to create the confidence of reliability from consumers

that may influence the relationship between the consumer and the brand.

Esch et al. (2006) explained emotional connection between the consumer
is important that can be determined by the brand honesty and
transparency. Be transparent and honest to the consumer even facing the
challenging time by positive actions and feedback. Consumers based on
the response to generate emotional feedback that influence relationships

between the consumers, as a chain of effects (Ailawadi and Keller, 2017).

According to Koay, Cheah and Goon (2023) shared the same explanation of
measurement on brand trust. Also observing the consistency of
information shared across all platforms is important which can reflect the
honesty and reliability of the brand. Therefore Koay, Cheah and Goon (2023)

measure for brand trust will apply for this research study.

Figure 2.6: Summary of measurement: Brand trust

Scholar (year) Measurement

Esch etal. (2006); The action on the consumers continuity of purchase for the brand.

Ailawadi and Keller, |Assess the number and continuity of purchase for the consumer
2017 also from the consumer feedback.

Assess the number and continuity of purchase for the consumer
Koay, Cheah and also from the consumer feedback. Observes consistency and

Goon (2023) honesty on the information that is shared from the brand across
all the platforms.

Source: Contribute by author
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2.3.3 Conclusion summary

Brand trust is a consumer mindset construct, holistic in nature, that
involves customer knowledge about the retailer and its value proposition
of the brand (Katsikeas and Swoboda, 2016). It also is subjectively assessed
by consumers and based on their ongoing experience and the value

proposition of the retailer (Ailawadi and Keller, 2017).

Hassanet al. (2016) point of view, a brand must establish a consistent
alignment by product, services, visual identity, etc. That can provide a
reliable, safe and honest brand image for the consumer. According to Koay,
Cheah and Goon (2023) measured brand trust compared to the other two
scholars which is more solid and practical. It also explains the significant
relations with consumer experience and relationship to measure the

brand trust components.

2.4 Purchase intention (PI)

Purchase intention is a consumer conscious plan to make a particular
purchase of a product or service which is a crucial concept of marketing

and consumer behavior as a strong predictor of actual purchase behavior.

Following with further explanation and measurement of purchase
intention. Conclude by a compare and contrast summary with appropriate

measurement for this research study.

2.4.1 Definition

Purchase intention can determine the possibility that the consumer is
planning and willing to purchase the product and services. Purchase

intention is a combination of consumer interest in a product and the
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probability of purchasing. Purchase intention also is essential in the entire

purchase journey (Wu, Yeh and Hsiao, 20T1).

According to Khan and Fatma (2020) purchasing the internet is an
experience based behaviour. Consumers purchase a product and services
may consider the previous experience from the brand or product. The
experience created a positive sense of feeling and beliefs have been

engaged to enhance purchase intentions (Yague and Romero, 2016).

Figure 2.7: Summary of definition: Purchase intention

Scholar (year) Definition

A combination of consumer interest in a product and
Wu, Yeh and Hsiao (2017) the probability of purchasing. Purchase intention also is
essential in the entire purchase journey

Experience created a positive sense of feeling and
Yague and Romero (2016) beliefs have been engaged to enhance purchase
intention

an experience based behaviour. Consumers purchase a
Khan and Fatma (2020) product and services may consider the previous
experience from the brand or product

Source: Contribute by author

2.4.2 Measurement

Purchase intention can be measured by the probability of purchase that is
influenced by brand trust, social and personal needs and desires. A
potential purchase can be influenced by experience, brand trust and the
awareness of brand or products. Kim and Oh (2020) explained that
consumers may purchase from a brand they trust with a positive emotion
to develop a long term relationship which is more willing for the consumer

to purchase from the brand again.
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A probability of purchase can also be influenced by friends, family and
online reviews and influence each other. The willingness to share is based
on the developed brand loyalty and brand love which the consumer also

represents of the brand that they love and trust (Wu, Yeh and Hsiao, 2011).

According to Hsu, and Lin (2023) measurement of purchase intention
assessing through number of purchases, willing to recommend others to
purchase and continuing purchase even price increase. Although the
measurements of purchase are similar Hsu, and Lin (2023) explained in
further details different aspects which apply the measure for this research

studly.

Figure 2.8: Summary of measurement: Purchase intention

Scholar (year) Measurement

Wu, Yeh and Hsiao (2011); [The action on the consumers number and continuity of purchase,
Kim and Oh (2020) also willing to recommend others to purchase.

Hsu, and Lin (2023). Assessing through number Qf p.urchases, willing to repommend
others to purchase and continuing purchase even price increase.

Source: Contribute by author

2.4.3 Conclusion summary

Purchased indentation is an experience based on behaviour that interrupts
the experience form the consumer or from others that influence the action
behaviour. Koay, Cheah and Goon (2023) explained that consumers may

purchase from a brand they trust with a positive emotion to develop a long
term relationship which is more willing for the consumer to purchase from

the brand again.
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Wu, Yeh and Hsiao (2011) explained in general measurement of purchase
intention is the probability of purchase that is influenced by different types
of experience. Brand loyalty, brand loves, brand trust, social influence all are

developed by the stratification of consumer experience.

2.5 Relationship between variables

The section explains the relationship between variables through the

findings.

Social media marketing activities and Purchase intention

Relationship between social media marketing activities and purchase
intention is social media allows for direct interaction between brands and
consumers (Heidari et al., 2023). Engage consumers for interaction to
explore brands and products. Based on the build of relationships and
experiences to enhance the brand image and trust. Enhance the reliability
to influence consumers more comfortably and confidence to consider

purchasing (Alnaser et al., (2024).

Consumer experience and Purchase intention

Relationship between consumer experience and purchase intention is
building positive emotions which directly contribute to a higher inclination
to purchase (Hamalainen, 2021). Enhancing consumer satisfaction based on
previous experiences and positive experiences can engage emotional
connection between consumer and the brand influence more inclined to
support the brand through purchases (Nasermoadeli, Ling and Maghnati,
2013).
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Brand trust and Purchase intention

Brand trust is the business or brand image that established the
representation for external or consumer which is based on trust. A trust of
the brand can contribute by reliability, honesty and genuineness that is
subjective to the consumer experience (Yoon, Suh and Oh, 2005).

Also the cornerstone of customer relationships to drive loyalty, advocacy
and long-term relationships for the success of the business. Therefore
consumers are more likely to purchase from brands they trust and have a

positive attitude towards (Morgan and Hunt, 1994).
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3. Research Methodology

This chapter is based on the research motivation and objectives in Chapter
1and the theory of the literature review in Chapter 2 to construct the
research framework and proposed the research hypotheses. Furthermore,
according to the research framework to design a questionnaire and collect

data to verify the research hypotheses are valid.

According to the research background, purpose, problems and literature
discussion in the previous chapter, this study uses social media market
activities, consumer experience and brand trust as independent variables,
purchase intention as dependent and independent variables, experience
extension as dependent variable, and perceived risk as a moderating

variable, as shown in Figure 3-1.

3.1 Research framework

The research framework is based on the most repeated key word from the
focus group and the literature review to develop a linear hypothesis of the

research framework shown as figure 3.1.
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Figure 3.1: Research framework

Source: Contribute by author

H1 Social media marketing activities have a linear relationship with

purchase intention.

H2 Consumer experience has a linear relationship with purchase intention.

H3 Brand trust has a linear relationship with purchase intention.

The research framework assumes all three independent variables cause

positive linear relationship with the dependent variable purchase intention.

3.2 Type of Research

There are many types of research methods that can be classified into three

major research methods, quantitative and qualitative and mixed research.
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In this section look into the difference between each research type and the

application in this research study (Reichardt and Rallis, 2001).

3.2.1 Qualitative research

Qualitative research is focused on the understanding and interpretation of
the qualities, characteristics and meanings of the phenomena. Explore the
background, experience and behaviours by “why"” and “how” to provide

descriptive and in-depth insights (Dudwick et al., 2006).

Explore the topic from broad to develop the understanding of the theories
and the literature (Neumen, 2026). A focus group also can facilitate an open
discussion for the specific topic to explore perceptions, opinions, and
experiences through the participation. Based on the collected perspectives
and information for further deeper research and development for value

aspects (McCusker and Gunaydin, 2015).

Advantages for qualitative research is flexibility and adaptability to create
and build a better understanding for the topic and explore the behind
behaviours and experiences during the research process. It also captures
different perspectives and experiences of participants which help to

generate ideas and hypotheses for further research study.

On the other hand, the disadvantage for qualitative research is that it is
easy to create bias from the researcher based on the personal experience
and knowledge that will potentially influence the data collection and

interpretation (Yauch and Steudel, 2023).

3.2.2 Quantitative research

Quantitative research is a systematic investigation to measure and quantify

relationships between variables by numerical data and statistical analysis.
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The purpose is to build objective facts, test hypotheses, identify patterns
and averages within the population. In general quantitative research is to

extrapolate sample results to the population level.

The common methods for quantitative research are surveys, experiments,
correlational studies, comparative research and systematic observations
(McCusker and Gunaydin, 2015). Surveys can be done in different ways for
collecting data that can be through questionnaires with closed ended
questions, rating scale (Likert scale) and multiple-choice options

administered online, by mail, phone or face-to-face.

Quantitative research also determines the dependent variable is affected
by independent variables and controlling for extraneous variables. Then
through the correlational studies to examine the statistical relationship
between variables and identify associations and the strength. Observing
and recording behaviours and activities in a structural and quantifiable

way by rating scale or predefined categories.

Advantages for qualitative research is generalizability from representative
large population sample size. Collected data are more objective which can
reduce bias and standardised procedures for statistical analysis. Data also is
easy to analyze with statistical software that can project more precision,
accuracy and replicability results through the standardized methods.
Based on the analyzed result effectively to identify the statistical
relationships between variables and more appropriate for testing the

hypotheses.

However, there are few limitations of qualitative research. Full range of
responses or perspectives are not easy to capture through the closed-end
guestion. Oversimplified the complex phenomena by presenting as

numerical variables that are difficult to establish causation by the
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correlation analysis. Also qualitative research is focusing on the numerical

which is difficult to measure abstract concepts.

3.2.3 Mixed research

Mixed research method combines quantitative and qualitative approaches
to leverage the strengths of both (Tashakkori and Creswell, 2007). Ercikan
and Roth (2016) believed quantitative and qualitative research approaches
should not be separated. It is more comprehensive to collect, analyze and
integrate both numerical data and narrative data across the whole

research study.

Although mixed research is more comprehensive as it may increase the
complexity for the research process. Collecting and analysing both
guantitative and qualitative data are massive and time consuming. Also
required specific skill sets for the data analysis through the software. There
also will create conflict between findings and the analysis which to address

and interpret the result carefully.

Qualitative and quantitative research methods each have their own
advantages and disadvantages. There is no perfect combination between
the two, but their complementarity can help each other enhance their
advantages and reduce their disadvantages (Choy, 2014). An effective
research approach should apply flexibly and appropriately, instead of

following a specific set of rules or a signal standard (Bazeley, 2004).

3.2.4 Triangulation

Triangulation is a multiple method or data source that develops a
comprehensive understanding of phenomena through different types of

research (Patton, 1999). Triangulation is also explained as a qualitative
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research strategy to validate the convergence of information from different

sources (Carter et al., 2014).

Triangulation is benefin to integrate different types of research into one
research study to provide a multi-dimensional point of view to analyse the

data and information.

3.2.5 Summary of type of research

This research will use triangulation across the whole research study. Firstly,
we did the quantitative research through a focus group to understand the
background, behaviour and experience from the consumer for the
cosmetic industry in the Hong Kong market and based on insight to do

further research by literature review to generate the questionnaire.

Following qualitative research that collects data through questionnaires
with rating scale (Likert scale) 1 strongly disagree to 5 strongly disagree
through google form. Based on all the collected data to do the research

analysis by SPSS a data analysis system from IBM.

3.3 Data collecting

Data collection method is divided into two parts which are primary data
and secondary data (Morgan, 1997). Primary research mainly is for first
hand data collecting, such as focus groups, observation, questionnaire
(Bertrand & Bourdeau, 2010). Secondary research is the analysis through
the existing data of information such as academic journals, published

reports, government statistics, etc (Bowen, 2009).

In this research report all collected data and information are the
combination of primary and secondary data. Figure 3.2 shows the data

collection process. Firstly collected valuable aspects from the focus group
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and based on the key aspect to understand each individual variable's
definition, measurement and relationship through the literature review.
Then according to the literature review to establish the questionnaire for a
pilot with a focus group to gather feedback from the questionnaire. At last

based on the feedback to modify the final questionnaire and roll out.

Figure 3.2: Data collection process

Primary data Secondary data Primary data Primary data Primary data Primary data

Collection
cutoff for
analysis

Focus Literature Deswtgeztpnot Focus Questionnaire Final Responses

group review questionnaire group adjustment Questionnaire follow up

Source: Contribute by author

3.4 Interpretation method

Completing the data collection through the questionnaire follows the
process of data interpretation and determining the means of the analysis
date and further implications. There are four major data analyses which are

descriptive, reliability test, correlation and regression analysis.

3.4.1 Descriptive analysis

Descriptive analysis is a fundamental step for data analysis to summarize
and describe the key features of the dataset. Purpose is to provide a clear
and understandable overview from a large scale of raw data into a

mManageable and interpretable format (Sarkar and Rashid, 2016).

Descriptive analysis generally measures by mean (average), standard
deviation and frequencies. In this report will look into participants' overall
preferences by mean (average) and the answer variance by standard

deviation.
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Standard deviation is the variance of the average. Table 3.1 shows the
interpretation of standard deviation values. Interpret the result of standard
deviation in lower values or close to O is less fluctuating from average, vise

versa higher values is more fluctuating from the average (Andrade, 2023)

Table 3.1: Standard deviation value interpretation

Standard deviation value Interpretation
0.0 Perfect comparison with consensus group
<1.24 Acceptable
1.25-1.49 Acceptable to marginal performance.
1.5-1.99 Marginal performance
>2.0 Unacceptable

Source: Contribute by author

In this report will interpret the standard deviation values from O to 1.24 as

acceptable and over 1.25 is unacceptable.

3.4.2 Reliability analysis

Reliability analysis is used to analyse the consistency and stability of the
measurements from a test, scale, or research instrument (Kothari, 2004).
Purpose is to determine the trustworthiness of the collected data, also
ensure the results are consistent and similar in the same measurement

that is taken repeatedly in the same conditions.
According to Nunnally and Bernstein (1994) the reliability analysis

interpretation shown as Table 3.4 is based on Cronbach's coefficient alpha.

The value is higher than 0.90 is excellent, 0.80-0.89 is good, 0.07-0.79 is
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acceptable, 0.60-0.69 is questionable, 0.50-0.59 is poor and less than 0.50 is
unacceptable (Collins, 2007).

Table 3.2: Coefficient of Cronbach’s Alpha interpretation

Coefficient of Cronbach'’s Alpha (a) Reliability level
>0.90 Excellent
0.80-0.89 Good
0.70-0.79 Acceptable.
0.60-0.69 Questionable
0.50-0.59 Poor
<0.50 Unacceptable

Source: Contribute by author

In this report will interpret the reliability level of Cronbach's coefficient
alpha from 0.70 or above, any result less than 0.7 is considered to remove

or modify the question.

3.4.3 Correlation analysis

Correlation analysis is a statistical measurement to describe the strength
and direction of a linear relationship between two continuous variables.
Correlation does not determine causation as correlations describe the
relationship between variables but not one cause the other (Jamieson,

Govaart, and Pownall, 2023).

According to Hair et al.(2007) the interpretation of correlation coefficient

as shown in Table 3.3 the range is from -1to 1. The coefficient close to 1is a
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strongest positive correlation, -1is a strongest negative correlation and

close to O is weak or no linear correlation between the variables.

Table 3.3: Correlation Coefficient interpretation

Correlation Coefficient Strength relationship
1or -1 Strongest
0.7<r<1 or -0.7<r<-1 Strong
0.3<r<0.7 or -0.3<r<-0.7 Moderate
O<r<0.3 or 0<r<-0.3 Weak
0 Weakest

Source: Contribute by author

In this report will interpret the correlation coefficient based on Table 3.3 to

describe the finding of relationship between variables.

3.4.4 Regression analysis

Regression analysis is a statistical tool used to model and analyze the
relationship between a single dependent variable (the predicted outcome)
and one or multiple independent variables (the factors). Purpose is to find
a mathematical equation for a best description on changes between
dependent variable and independent variable(s) (Montgomery, Peck and

Vining, 2012).

Regression analysis interprets the result of a model summary that
evaluates the fitness of the model and data by R-squared (R?) values;
ANOVA tables for testing the significance for the overall of the model and
the coefficient show the importance of independent independent

variables (Gujarati and Porter, 2009).
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R-squared (R?) is the coefficient of determination which is a statistical
measure in the regression model to represent the proportion of the
variance in the dependent variable that is predictable from the

independent variable(s).

R-squared (R?) interprets the linear relationship levels from O to 1. Table 3.6
shows the linear relationship level, the value close to 1 determines perfectly
matches the predicted outcome, O represents no linear relationship
between independent variables and outcome. Range between 0.1-0.99
determines the percentage of the variance that the model accounts for, for

example 0.7 indicates 70% of variance (Wooldridge, 2019).

Table 3.4: Model summary R-squared (R?) interpretation

R-squared (R?) Linear relationship level
1 Perfectly predict the outcome.
0.1-0.99 Percentage of the variance

0.7 equals to 70%
( q )

0 No linear relationship

Source: Contribute by author

R-squared measures the linear relationship only, not the rating of good and

bad for the model.

ANOVA tests an analysis of variance which is a statistical test for comparing
the means of two or more groups. ANOVA test is a tool for determining any
statistically significant differences between the average values of different

populations (Howell,2017).

According to Maxwell, Delaney and Kelley (2018) ANOVA tests observe the

differences between means of the groups by statistically significant (a)
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levels. The significance level (a) represents the probability of the null
hypothesis rejection when it is actually true (a Type | error). Table 3.7 shows
the common significance levels are 0.05, 0.01, and 0.001. The determination
is 0.05 indicating 5% making a Type | error, 0.01 determining 1% of making a
Type | error, and 0.001 is 0.1% of making a Type | error.

Table 3.5: ANOVA significance interpretation

ANOVA significance (a) Significance Level
0.001 0.1% of making a Type | error
0.01 1% of making a Type | error
0.05 5% of making a Type | error

Source: Contribute by author

ANOVA test is a multifunctional statistical tool to compare means across
multiple groups and provide valuable insights of the significant differences
based on categorical independent variables. The significance shows the
potential consequences of making a Type | error and the common

practices (Howell,2017).

Coefficient significance from statistical models which is particularly in
regression analysis and ANOVA. The significance of the estimated
coefficients or the result of the overall model are statistically different from
zero (or null value). Determining the independent variables in the model
have a significant impact on the dependent variable. Coefficient
significance is assessed and interpreted by null and alternative hypotheses,

P-value, significance level (a) and the decision rule (Howell,2017).

Null and alternative hypotheses indicated the linear relationship between

independent variable and dependent variable in regression analysis. Null
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hypotheses (Ho) stand for the coefficient is equal to zero which is no linear
relationship in between and alternative hypotheses (H; or Ha) means the
coefficient is not equal to zero that indicate a statistically significant

relationship in between (Montgomery, 2017).

P-value is the primary way to conduct the significance of the coefficient or
the overall ANOVA model which examines the p-value related to the
coefficient or the F-statistic that generated in ANOVA. It is observing the
probability from the calculated sample data of the test statistic as extreme
as or more extreme than (Hosmer, Lemeshow and Sturdivant, 2013). A
small p-value provides evidence against the null hypothesis which is
explained as less than or equal to a pre-determined significance level a =

0.05.

The determination between p-value and significance level. If the p-value <
a means the the null hypothesis is rejected which is the dependent
variable has real affected on the independent variable; vise versa if the
p-value > a the null hypothesis is not rejected with not enough statistical
evidence to proof the coefficient is significantly different from zero

(Wooldridge, 2019).
Through the four major data analyses descriptive, reliability test, correlation

and regression analysis which helps to interpret the analysis of the

collected data from the questionnaire.

3.5 Sampling method

For better data collection cluster sampling is the best option to represent
the population and reduce sampling bias. However, based on the

population in Hong Kong according to Census and Statistics Department
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(2025) population in Hong Kong by year-end of 2024 were 7,534,200 which

is not able to complete the target in a short period of time.

Sampling methods are the techniques for selecting a subset of individuals
or items from a larger population that inferences for the whole. The major
methods are probability sampling (random) and non-probability sampling
(non-random). Probability sampling requires a sample frame, while
non-probability sampling does not require a sample frame (Acharya et al,,

2013).

Probability sampling is where every member of the population has a
known and non-zero chance for being selected into the sample scope.
Allows the research to create statistical inferences about the entire
population. As the probability of selection is known which probability

samples are representative of the population and reducing sampling bias.

Advantages of probability sampling provides a different representative
sample of the population compared to non-probability sampling to reduce
bias. As the probability of selection is known therefore the sampling error
can be calculated and create statistical generalizations about the selected

population to provide a higher external validity.

However probability sampling can be complex and time consuming that
requires more time for planning and resources especially for the stratified,
cluster and multi-stage sampling. Probability sampling also requires a
sampling frame for a list of population elements which is not always
available. Probability sampling is potentially costly especially for
geographically dispersed populations and may need an automatic dialing

system to support.

Another sampling method is non-probability which provides a probability

of each member for the selected population into the sample as unknown.
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Non-probability sampling is comment for exploratory research or not
feasible for random sampling and non-probability samples cannot be
reliably generalized to the entire population for the findings (Acharya et
al., 2013).

Non-probability sampling is categorized into three types which are
convenience sampling for easy access, purposive sampling is based on
researcher's judgment to select participants and snowball sampling is a
chain referral that initial participants requested to refer to other individuals

such as family and friends (Anieting and Mosuhu, 2017).

Advantages of non-probability sampling provides a cost and time
effectiveness for the whole process. Data collection can be faster and easier
which does not require any sampling frame or list of population. Based on
the collected data can provide initial insights and generate hypotheses

about the topic.

On the other hand, non-probability sampling may cause bias as the
sample size is not able to interpret the entire population then projected to
biased results. Non-probability sampling can be subjectivity based on the
researcher's judgment of the participant selection and difficult to calculate

the sampling errors (Etikan et al., 2016).

Although both sampling methods contain its advantages and
disadvantages. An appropriate sampling method is more important for
individual research study. As this research study without a sample frame to
support therefore a snowball sampling will apply into this research study

for initial insights about the selected topic.

The infeasibility of collecting data from the entirety of the population
within the available temporal and financial constraints necessitates the use

of sampling techniques to derive a representative subset for analysis.

45



(Taherdoost, 2016). This report based on the population in Hong Kong by
year-end of 2024 were 7,534,200 then adopting Cochran's formula to a

selected sample size based on the entire population.

Based on Cochran’s formula (1977) is a tool for determining the ideal
sample size for survey or experiment. This formula is specified to estimate
population proportion with a specified level of confidence and margin

error.

Firstly is to determine the sample size by the following formulan=(Z2*p *
(1-p))/E%
Z-Score (Z) = corresponding confidence level

Proportion (p) = proportion of population
Margin of Error (E) = acceptable margin of error

According to Krejcie and Morgan (1970) the proportion (p) as 1that lead to
the maximum variance and produce the largest sample size. The
acceptable margin of error (E) is calculated to be 0.1% (Taherdoost, 2017);
Z-Score (Z) is 1.96 (95% of confidence level) (Moore, Notz and Flinger, 2013).

Adopted to Cochran’s formula the result of sample size is 384.16.

n=(1x196)2/01%=38416

Z-Score (Z) =1.96 (for a 95% confidence level)
Proportion (p) =1
Margin of Error (E) = 0.1

Lohr (2019) suggested sample size correction is needed for adjustment
based on the population size of the research target area for adjustment by
following the formula of nc = nN/(N+n-1). Adopted to Hong Kong
population with the formula nc =384.16 x 7,534,200 / (7,534,200 + 384.16-1
) = 384.14 the result of the target sample is 384.14, round up as 385.
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According to the above, determining sample size with the assumed
population adjustment in this research study required to collect 385 valid

guestionnaires.

3.6 Questionnaire design

Questionnaire design conducted basic research of the cosmetic industry
from the existing information to understand the background and status of
the industry. Following up with a focus group to collect first hand
information as an insight from consumers preference and behaviour about
the Hong Kong market. Then collecting secondary information through
literature reviews to understand the selected variables and the relationship
in between. Based on the literature reviews to create the research

framework, hypotheses and generate the questionnaire.

3.6.1 First draft of questionnaire

The first draft was established on 26th December 2024 which was
generated from the literature reviews that related to the variables and
adjusted to fit for the cosmetic industry. All the reference questions with
Coefficient of Cronbach’s Alpha (a) over 0.7 in acceptable reliability levels.
The questionnaire design was based on a five-point Likert scale (Likert,

1932) 1 as strongly disagree and 5 as strongly agree.

Table 3.3 shows the first draft of the questionnaire that contains thirty

guestions for the variables and two questions for descriptive only.

According to the Civil Service Bureau (2025) the official languages in Hong
Kong are Chinese and English. According to the use of language in Hong
Kong of the population aged 5 and over there are 96.0% of the population

that can read Chinese and 57.7% of the population can read English

47



(Census and Statistics Department , 2021) therefore the questionnaire is
bilingual which allows more participants to fill in the questionnaire.
However, the content shows in English only and the full version with

bilingual content is at the appendix 3.1.
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Table 3.6: First draft of questionnaire

Variables No. Question
ENTI Fun on the social media is important for me before purchase.
ENT2 Interesting contents shown on the social media is important for me before purchase.
ENT3 The social media makes me feel enjoyable is important for me before purchase.
INTI1 Allows me to share its information on the social media is important for me.
INT2 Possible to provide commments on the social media is important for me.
INT3 Encourage to share information on the social media is important for me.
TRN1 Contents shown are up to date on the social media is important for me.
::::?al TRN2 Shows the latest product information on the social media is important for me.
marketing TRN3 Trendiness on the social media is important for me.
a(:::t::‘i:)s CuUs1 Offers customised information searches on the social media is important for me.
CuUSs2 Provides customised service on the social media is important for me.
cuS3 Can save the information that want to view later/ review on the social media is
important for me.
WOMI Pass along information on the brand from social media to my friends is important for
me.
WOM2 |Upload/ repost content from the social media on my social media is important for me.
WOM3 Contents shows on the social media engage me to discuss with friends is important
for me.
HX1 Feel enjoyable when | am shopping is important for me.
HX2 Shopping makes me so immersed that | forget everything else.
HX3 Can explore new products information by shopping is important for me.
HX4 Shopping strengthens my desire to purchase.
eiz:fi:r::e uxi Can easily purchase what | need by using omnichannel is important for me.
(CX) uxz Can save money by using omnichannel is important for me before purchase.
UX3 Price comparison by using omnichannel is important for me before purchase.
UX4 Can make purchases without time constraints using omnichannel is important for
me.
UX5 Omnichannel shopping is convenient to use in many ways is important for me.
BT1 Trust this brand is important for me.
trE;:r(‘:T} BT2 This is an honest brand is important for me.
BT3 This brand is safe to use is important for me.
Purchase PN I will purchase cosmetic products.
intention P12 | would recommend others to purchase cosmetic products.
*h P13 I will continue purchasing cosmetic products after cost adjustment.
01 Age
02 Gender

Source: Contribute by author
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3.6.2 Pilot test

A pilot test was organised when the first draft of the questionnaire was
completed (Fink, 2009). The purpose of the pilot test is to evaluate the
feasibility and reliability of all questions that are able to achieve the
reliability test in Hong Kong markets. According to the literature review
done in chapter 2 the referral questions that were done by scholars for
different regions, different industries, different age groups. Although the
reference questions of coefficient a overall are over 0.7 through the
reliability analysis and that may create deviation when applied to Hong

Kong markets (Saunders, Lewis and Thornhill, 2019).

Pilot test does not have a standard sampling size however may reference
to rule of thumb approximately 10% of the overall sampling size (Hertzog,
2008). Adopted into this research study 10% of 385 overall sampling size

and there will be 38.5 and round up as minimum 40 valid questionnaires

are needed.

In the meantime there is another focus group that has been organized
with 10 participants on 16th January 2025. The main purpose for this focus
group is to ensure the terminologies of the questions are easy to
understand and straightforward enough for the participants to answer, are

there any repetition of questions (Bryman, 2016).

3.6.3 Summary of adjustment

According to the result of reliability analysis for the pilot test the coefficient
a overall is over 0.7 which means all the questions are in acceptable
reliability levels, result shown as Table 3.6. Also received positive feedback
from the focus group participants. Based on the feedback and further
cross check with the literature then create slight adjustments for some of

the words to make it more clear for participants to answer.
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Table 3.7: Reliability of pilot test

Reliability Statistics
Variables Cronbach's Alpha
Social m_e_dla marketing 0.906
activities (SMMA)
Consumer experience (CX) 0.807
Brand trust (BT) 0.818
Purchase intention (PI) 0.760

Source: Contribute by author

The entire questionnaire remains the number of questions that contains
thirty questions for the variables and two questions for descriptive only, in

total thirty two questions without deletion from the pilot test.

The final questionnaire was established on google form on 16th January
2025 to 14th February 2025 and distributed through emails, Whatsapp and
any online communication system. The direct contact participants are also
distributed to their family , friends and colleagues like a snowball. The
whole duration is approximately one month. At the end 395 completed
guestionnaires with 100% valid which met the target of the sampling size

that was calculated on section 3.5 with 385 valid questionnaires.

Figure 3.4 shows the full development process of the questionnaire from

starting with a focus group by literature reviews then developing the
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guestionnaire for the pilot test. After the pilot test based on the analysis

and feedback to modify the final questionnaire for the mass roll out.

Figure 3.3: Questionnaire design and development process

Pilot test
guestionnaire

setup Questionnaire Final
adjustment Questionnaire

Focus arou Literature Design pilot test
g P review guestionnaire

-

Pilot test

reliability test

Source: Contribute by author

3.7 Research Ethics

Research ethics is the study of moral principles guiding research practices,
ensuring integrity, accountability, and respect for participants. It spans
disciplines, institutions, and cultural contexts, with evolving standards and

practices (Bowen, 2009).

Provides a set of guidelines for the responsible conduct of research. Ensure
all the data and information are educated and monitor scientists
conducting research to contain a high ethical standard. For each of the
individual surveys will be declared all the data and information are
confidential and for academic use only. All personal information will not be
disclosed with others, in the report will show the result data only (City U,

2024).

For this research study has declared all the data and information
confidential and for academic use only. All personal information will not be

disclosed with others, in the report will show the result data only and all
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the questionnaires will be destroyed in 90 days after the collection period,

approximately destroyed by 16th May 2025.
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4. Result analysis

After completing the collection of large questionnaire data, this chapter
will analyze the data. First, the original data was imported into IBM SPSS
and converted into graphs and tables in order to obtain a more intuitive

description and analysis of the sample.

4.1 Population

The questionnaires were distributed between Jan 26th, 2024 and Feb 14,
2025 through online by google forms. A total of 395 responses were
collected through the online survey. Based on the received questionnaires
the age group and gender population as Table 4.1 which is not aligned
with the latest population by the Hong Kong Census and Statistics
Department (2025) population in Hong Kong by year-end of 2024 show in
Table 4.2.

From the received data female participants is 86.33% and male is 13.67%
compare to the current Hong Kong population female is 54.6% and male is
45.4%

Table 4.1: Population of participates

Total population of participate

Age group Participate M (%) F (%) Total (%)
1. 19 or below 32 0.51 7.59 8.1
2.20-24 108 4.05 23.29 27.34
3.25-34 71 1.77 16.2 17.97
4. 35-44 90 3.8 18.99 22.79
5.45-54 55 227 11.65 13.92
6. 55-64 30 0.76 6.84 7.6
7. 65 or above 9 0.51 1.77 2.28
All age group 395 13.67 86.33 100
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Source: Contribute by author

Table 4.2: Population in Hong Kong by age

% of total population

Age group M F Total

1. 19 or below 7.2 6.6 13.6
2.20-24 2 2 4.1
3.25-34 5.5 6.5 12

4. 35-44 6.3 9.2 15.5

5.45-54 6.4 9 15.3

6. 55-64 7.2 8.9 16.2

7. 65 or above 11 12.3 23.3
All age group 45.4 54.6 100

Source: Contribute by author

4.2 Descriptive analysis

Descriptive analysis generally measures by mean (average), standard
deviation and frequencies. In this report will look into participants' overall
preferences by mean (average) and the answer variance by standard

deviation.

In descriptive analysis the mean is the average of a set of numerical data
which is calculated by the summing of all values in the dataset and then
dividing by the total number of values. The mean on table 4.3 is based on
participants’ answer from the scale 1 Strongly disagree to 5 Strongly agree.
The mean over 3 which represents the preference from the participants

and the highest mean from each variable is bold and text in blue.

Table 4.3 shows the mean and standard deviation of the final
guestionnaire. According to the result, focus on the highest mean and for
all the individual variables and pull out the highest preference of questions

from the related variables.
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Table 4.3: Descriptive analysis result

Variables Questions Mean D esi:adt.i on
ENTI Fun on social media is important for me before purchase. 3.81 1.0m
ENT2: Interesting contents shown on social media are important for me
before purchase. 4.02 0.874
ENT3: Social media makes me feel enjoyable is important for me before
purchase_ 394 0.963
INTT: Allowing me to share its information on social media is important
for me. 367 1162
INT2: Possible to provide comments on social media is important for me. 37 1189
INT3: Encouragement to share information on social media is important
for me. 367 1172
TRN1: Contents shown on social media are up to date important for me. 43 0.86
Social media - - - —
marketing }'OFiI\rJrYZ]shows the latest product information on social media is important 426 0.895
activities - - - —
(SMMA) TRN3: Trendiness of makeup trends on social media is important for me. 299 0.974
CUSI: Offering customised information searches on social media is
important for me. 398 0.972
CUS2: Providing customised service on social media is important for me. 395 1.001
CUS3: Can save the information that | want to view later/ review on social
media is important for me. 422 0.895
WOMI: Passing information on the brand from social media to my
friends is important for me. 375 1103
WOM2: Uploading/ reposting content from social media into my social
media is important for me. 3.63 1143
WOM3: Content shows on social media engage me to discuss with
friends is important for me. 372 112
HX1: Feeling enjoyable when | am shopping is important for me. 423 0.872
HX2: Shopping makes me so immersed that | forget everything else. 312 1193
HX3: Can explore new product information by shopping is important for
e 383 0942
HX4: Shopping strengthens my desire to purchase. 367 1.098
Consumer | UXI: Can easily purchase what | need by using omnichannel, is 43 0.825
. important for me. : -
experience - - - - —
(CX) UXZ.rI:’rlce comparison by using omnichannel is important for me before 434 0795
purchase.
UX3: Can save money by using omnichannel shopping is important for
me. 434 0.837
UX4: Can make purchases without time constraints using omnichannel
is important for me. 4.32 0.875
UX5: Omnichannel shopping is convenient to use in many ways and is 4.35 0.8
important for me. - .
BT1: Trust on the brand is important for me. 452 0.717
Bra?g_l:c]rust BT2: Brand reliability is important for me. 459 0.649
BT3: A safe brand image is important for me. 4.61 0.641
PI: I will purchase cosmetic products. 397 1108
. Purc.hase P12:I would recommend others to purchase cosmetic products. 365 1137
intention (PI)
PI13: I will continue purchasing cosmetic products after cost adjustment. = 372 1.025

Source: Contribute by author
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The highest mend in social media marketing activities is 4.3 from TRNI

“Contents shown on social media are up to date is important for me”. That

explains showing the latest contents on social media is important.

Consumer experience the highest mend is 4.35 question UX5

“Omnichannel shopping is convenient to use in Many ways is important for

me” shows that shopping though omnichannel convenience is most

important.

Question BT3 is the highest meaning 4.61 in Brand trust “A safe brand

image is important for me”. A safe brand image is important for people to

trust the brand.

Above these three questions will further develop and consider the

recommendation for the industries.

4.3 Reliability analysis

According to the result of reliability analysis from the final questionnaire
the coefficient a overall is over 0.7 which means all the questions are in
acceptable reliability levels, result shown as Table 4.4. The final result

found that the overall coefficient a is higher than the pilot test result.

The final coefficient a for individual social media marketing activities is
0.945, consumer experience is 0.877, brand trust is 0.919, purchase
indentation is 0.840. The result reflects that the questions that gather
from the literature review is reliability even if the samples of data are
collected in different regions and industries it can consistently generate

similar results.
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Table 4.4: Descriptive analysis result

Reliability Statistics
Variables Cronbach's Alpha
Consumer experience (CX) 0.877
Brand trust (BT) 0.919
Purchase intention (PI) 0.84

Source: Contribute by author

4.3 Correlation analysis

This section is based on the Pearson correlation coefficient to determine if
the linear relationship between two continuous variables can be proved.

The purpose is to identify the evidence of the linear relationship not the

causations (Jamieson, Govaart, and Pownall, 2023).
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Table 4.5: Correlations analysis result

Correlations
SMMA CX BT PI

SMMA  Pearson Correlation 1 684" 453" 383"

Sig. (2-tailed) <.001 <.001 <.001

N 395 395 395 395
CX Pearson Correlation 684" 1 576 4157

Sig. (2-tailed) <.001 <.001 <.001

N 395 395 395 395
BT Pearson Correlation 453" 576 1 3237

Sig. (2-tailed) <.001 <.001 <.001

N 395 395 395 395
PI Pearson Correlation 383" 415" 323" 1

Sig. (2-tailed) <.001 <.001 <.001

N 395 395 395 395

**_Correlation is significant at the 0.01 level (2-tailed).

Source: Contribute by author

There are three numbers in each cell, the top shows the number of
Pearson correlation coefficients (r), the second number is the significance
value and the third is the number of respondents (N). In this report will
interpret the correlation coefficient based on Table 3.3 in section 3 .4.3 to
describe the finding of relationship between variables. The coefficient close
to 1is a strongest positive correlation, -1 is a strongest negative correlation

and close to O is weak or no linear correlation between the variables.

Table 4.5 shows that Sig.=<0.001<0.05 for all four variables then have to look

at the r value to interpret the relationship in betweens.

Social media marketing activities (SMMA) the r value between consumer
experience (CX) is 0.684 is a moderately relationship. The r value between

brand trust (BT) is 0.453 also is a moderate relationship and r value
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between purchase intention (PI) is 0.383 which is a weak positive

relationship.

Consumer experience (CX) the r value between brand trust (BT) is 0.576
and r value between purchase intention (Pl) is 0.415 both are in moderate
relationship. The r value between brand trust (BT) and purchase intention

(Pl1) is 0.323 which is a weak positive relationship.

The summary of the correlation result found that the relationship between
these four variables are weak positive to moderate relationships. That
proved the assumption of the research framework caretes a linear

hypothesis is established.

4.3 Regression analysis

Regression analysis interprets the result of a model summary that
evaluates the fitness of the model and data by R-squared (R?) values;
ANOVA tables for testing the significance for the overall of the model and
the coefficient show the importance of independent independent

variables (Gujarati and Porter, 2009).

Overall regression analysis has been done in two rounds. Based on the first
attempt the significance of brand trust is larger than 0.05 which is not
statistically significant. According to UC REGENTS (2024) coefficients
having a p-value of 0.05 or less would be statistically significant therefore
brand trust has been removed at the second attempt, as the result all the
significance are less than 0.05, there are two rounds of attemption

(Hosmer, Lemeshow and Sturdivant, 2013).
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Table 4.6: Model summary

Model Summaryb

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 4392 .193 .189 .85583

a. Predictors: (Constant), CX, SMMA
b. Dependent Variable: Pl

Source: Contribute by author

In the model summary table Table 4.6 shows the value of R-squared (R?) is

0.193 which implies the 19.3% for data variation can be interpreted by the

model.

Table 4.7: ANOVA table

ANOVA?®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 68.500 2 34.250 46.762 <.001"
Residual 287.116 392 732
Total 355.616 394

a. Dependent Variable: PI
b. Predictors: (Constant), CX, SMMA

Source: Contribute by author

Table 4.7 the ANOVA table reveals that the value of Sig. is <0.001 which is

less than 0.05. So the regression model was overall significant.
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Table 4.8 is the final result of the regression analysis as the first attempt to
brand trust Sign. =>0.05 therefore will not be considered in the regression

analysis when it is re-run for a second attempt.

Table 4.8: Coefficients table

Coefficients?
Standardized

Unstandardized Coefficients  Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) 1.198 274 4.377 <.001
SMMA .258 .081 .197 3.163 .002 .531 1.882
CX 405 .090 .280 4.496 <.001 .531 1.882

a. Dependent Variable: PI

Source: Contribute by author

The Coefficients table shows that social media marketing activities (SMMA)
and consumer experience (CX) are significant independent variables since

the Sign .=0.002 and<0.001 which is <0.05.

According to Gujarati and Porter (2009) the reminder variables have a
significant impact on the dependent variable and remove variables less or
without significant impact on the dependent variable. In summary social
media marketing activities (SMMA) and consumer experience (CX) are the
significant independent variables impact on the dependent variable

purchase intention (PI).

Figure 4.1 the histogram of the regression standardized residuals for a
dependent variable named purchase intention "PI". This histogram is
overlaid with a normal distribution curve. The plot provides information
about how the residuals (the differences between the observed values and
the values predicted by the regression model) are distributed (Cohen et al.,

2013).
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The black curve represents a theoretical normal distribution and the blue
bars represent the frequency of residuals falling within different ranges

(Field, 2018)

Figure 4.1 Histogram of the regression standardized residuals
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Source: Contribute by author

The overall shape of the histogram appears close to a bell-shaped with the
highest frequency of residuals clustered around zero. The frequency of
residuals of the blue bars falling within different ranges and more to the

right.

In summary, the histogram suggests that the assumption of normally
distributed residuals is reasonably met for this regression analysis,

although some minor deviations might exist.

Scatterplot of the regression standardized residuals, a type of plot crucial

for assessing several key assumptions of linear regression (Cohen et al., 2013).
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A well-fitting linear regression model that satisfies its assumptions, should
exhibit the random scatter with the residuals randomly scattered around

zero, forming a horizontal band with no discernible pattern (Field, 2018).

According to Hair et al., (2019) scatterplot is determined by homoscedasticity
(Constant Variance) the spread variance of the residuals is roughly constant
across all levels of the predicted values. The width of the band of points

should be consistent from left to right. Also no systematic Patterns with no

clear curves, funnels, or other systematic patterns in the residuals.

Figure 4.2 Scatterplot of the regression standardized residuals
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The result shown on Figure 4.2 is that the majority of the residuals appear
to be centered around the horizontal line at zero. The result of the model is
not systematically over- or under-predicting the dependent variable across

the range of predicted values.
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The spread of the residuals are consistent for predicted values between
approximately -1 and 2. However, there are a few outliers with larger
residuals, particularly on the left side of the plot which is around -4 for the

predicted value.

As a result a subtle downward trend in the central cluster of points, as the
predicted values increase from around -1to 2. It's not a strong pattern
which is a potential slight negative trend. There is a noticeable cluster of
points forming almost horizontal lines or bands, especially for predicted
values between -1 and 2. This is not an ideal since the model might not be

capturing some underlying structure in the data (Cohen et al., 2013)..

The current result explained that the banded structure of the residuals
indicated that a strictly linear model might not be the best fit for the data.
Also there is potential omitted variable bias as the patterns could also
indicate which are from other systematic factors influencing the

dependent variable and not included in the current model (Field, 2018)

In summary, this residual plot interprets the current linear regression
model for purchase intention (Pl) might not be fully adequate. Further
investigation into potential non-linear relationships, omitted variables, and
the nature of the outliers is recommended to improve the model's fit and

the reliability of its results (Fox, 2015).
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4.4 Summary of research findings

According to these research models, the results indicate that between
social media marketing activities, consumer experience and brand trust
may not have a significant linear relationship with purchase intention.
Through the descriptive analysis an interesting point of view from the

individual variables.

Based on the correlation analysis, the relationship between these four
variables are weak positive to moderate relationships from the research
framework. Although the significant level of relationship is not high, it is
still interrupted by the two important variables that influence the purchase
intention which are social media marketing activities and consumer

experience.

On the other hand, the regression analysis explained the current linear
regression model for purchase intention might not be fully adequate and
there are potential omitted variables bias and systematic factors

influencing the dependent variable and not included in the current model.

66



Figure 4.3 Summary of result
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5 Conclusion and Recommendations

This section will summarise the findings from the entire report and based
on data analysis to provide recommendations of individual variables for the

cosmetic industry and the further suggestions.

5.1 Conclusion

This study looked into the cosmetic industry through the key aspects
between social media marketing activities, consumer experience, brand
trust and purchase intention, particularly omnichannel. Consumer
experience emerges as a significant driver, with findings indicating that
stratification of experience (r = 0.415**) as a critical role in shaping users’
probability to engage in purchasing. This enhances the notion that
consumer experience is important for the cosmetic industry aiming to

encourage adoption.

Social media marketing activities conduct entertainment, interactional,
trendiness:, customization and WOM with a significant driver (r = 0.383**)
to engage probability of purchasing. The result shows brand trust with a

less significant driver for purchase intention.

After analysing all the collected data and comparing it with the literature
review shows that consumer is the core factor for the probability of
purchasing. As the assumption of the research framework all the
independent variables with linear relationship with the dependent
variables. However, the regression analysis shows that there are two
independent variables that are important to the dependent variables

which are social media marketing activities and consumer experience.
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The correlation analysis shows social media marketing activities have the
strongest relationship with consumer experience and brand trust also has
the strongest relationship with consumer experience. The overall

relationship with purchase intention is weak.

5.2 Recommendations

According to the outcome from chapter 1 the assumption of social media
marketing activities, consumer experience and brand trust have positive
significance relationships with purchase intention are established. These
three variables influence the consumers’ purchase intention in the
cosmetic industry through omnichannel and the recommendations for the

above three variables are below.

5.2.1 Recommendations for social media marketing activities

The highest mean from social media marketing activities is TRNT1 “Contents
shown on social media are up to date important for me.” that reflect
participants' preference for up to date content on social media increased
the purchase intention (Winarno and Indrawati, 2022). From Liadeli, Sotgiu
and Verlegh (2023) point of view the information trendiness on social
media influences consumers to purchase by creating engagement and

making the consumer feel they are on trend purchasing from the brand.

Social media world is always changing and it is essential for social media to
update the information regularly. The frequency of updates can be daily,
weekly, monthly or quarterly which can initiate a habit for the views to
check-in constantly and be more reliable on the information that you

share. Also suggest a monitoring team to support which can promptly
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respond to the comments to create real time interactions and take the

feedback for further stetarg and plan if appropriate.

The update information should be shared consistently across all platforms
and all channels. Ensure the social media team communicates effectively
with other departments and align all the messages and respond. Also
support the team to enhance their skill set to create interactive and eye

catching content to engage interaction with consumers or followers.

Last but not least, to ensure the updates information can be delivered to
the consumers or followers successfully, can set up the notification and
push to all the subscribers not only through the social media but also
emails, phone messages or support with the physical shop. These actions
also can initiate habit and engage connections with consumers and

subscribers to visit the social media account regularly.

5.2.2 Recommendations for consumer experience

The highest mean from consumer experience is UX5 “Omnichannel
shopping is convenient to use in many ways and is important for me.

" that reflects participants' preference for convenience in omnichannel is
the major factor that influences purchase intention (Gerea, Gonzalez-Lopez
and Herskovic, 2021). According to Gahler, Klein and Paul (2022) business
should collaborate with technology to provide a fluid, convenient

experience for the consumer.

Enhancing consumer experience it is essential for retailers to combine
offline and online into one complete strategy and retailers can focus on
three gates which are pre-purchase, during purchase and post-purchase

(Furquim et al., 2022).
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Improved the platform interface for consumers to easily find and decide
which consumer can easily be searched by categories, function or price.
Product demonstration and product comparison are needed which can
support consumers to identify product features and information to engage

in the decision making.

For further leverage the platform can provide personal customization for
users to customize the platform function and search utilities in their
individual accounts which can be based on the preferences to enhance the

use of experience.

A simple and easy checkout for consumers is needed. Seamless the
checkout process for consumers can checkout as a guest without creating
an account. Before processing the payment, the cost details including tax,
promotion or coupon should display clearly and transparently. Consumers
can save payment methods for the next purchase then create a one-click
or express checkout instead of typing delivery and payment information
every single time. Also support with multiple payment options such as

credit/debit cards, digital wallets, buy now pay later

As omnichannel is the new style for retail, there should be no limitation for
consumers to purchase in a single way. Consumers can purchase in
multiple ways such as shopping online and collecting the purchase offline
or even vice versa shopping offline and items will be sent by delivery.
Consumers have more flexibility for shopping and can choose whatever is

convenient for them.

In the entire purchasing journey after services are also important,
especially delivery and returns. After purchase will create an excitement for
consumers to receive the purchased item as soon as possible. Therefore

can provide different delivery options for consumers, including curiure

71



options, dispatch time and speed. Also provide tracking for consumers to

track on the status.

Once the item is well received, if a consumer has any questions or
concerns about the product and services consumer can contact any
platform within the brand for further support. Customer services team may
provide guidance based on the concerns and follow up with the
corresponding team either online or offline which can provide more

flexibility and convenience for consumers.

5.2.3 Recommendations for brand trust

The highest mean from brand trust is BT3 “A safe brand image is important
for me."that reflects participants' preference for brand safety is the major
factor that influences purchase intention (Vargo, Hopp and Agarwal, 2024).
Meanwhile Bishop (2021) suggests that brand safety is a major factor that
influences consumer consideration to purchase, brand safety includes

product or services, data, transactional and brand reputation.

Product or service safety is always the major concern for the consumer,
especially for cosmetic industries that product is not safe may cause
allergy or disfigurement. Therefore rigorous testing and quality control is
required. Implement stringent quality control through the entire process
from design development, manufacturing and distribution process to
ensure the full process is satisfied with the industries standards and
regulations. Those tests and quality control except self supervision or
authorise third party laboratory for certification and accreditations. Last but
not least, use of ingredients and care instructions are clearly listed on the

packaging to communicate with consumers.

INn recent years consumers get used to shopping online therefore privacy

and security are also important. Transparent to the consumer about the
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purpose and method of data collections, with completed relevant data
privacy regulations and well communicated with the consumer about the
privacy policy in an easy to understand method. Besides the privacy of
personal data, transaction safety is also important. Provide secure and safe
payment methods for consumers by utilising the payment gateways and
encryption technologies to secure financial information during the
payment process, such as one time password. Reveal the security badges

and certifications on the payment pages before transaction.

Building reliable and trustworthy images is important for a business.
Deliver the business promises regarding product performance and safety
consistently and also act ethical and responsible consistently. Promptly
and seriously respond to all safety related inquiries and complaints and
honestly to communicate about the safety issues and solutions. Also
engage and demonstrate that safety is the community commitment and

deliver the message to the consumer their safety is the priority.

The above recommendations are the key initiative of social media
marketing activities, consumer experience and brand trust that can

influence and engage consumers purchase intention.

5.3 Research limitation and future research

The research limitation may be caused by the sampling method that was
selected for this research study. As this research study without a sample
frame to support therefore a snowball sampling was applied into this
research study. Snowball sampling may cause bias as the sample size is not

able to interpret the entire population then projected to biased results.

The bias can be shown by the population of participants over 86% is

female which is not able to refer to the actual population in Hong Kong as
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the population is 54.6% female and 45.4% of male. Not only gender but also

uneven age group distribution.

Future research can continue with non-probability sasmpling to select
participants instead of snowballs. Select participants can avoid the uneven
gender and age group distribution. During the data collection process can
follow up with the percentage of participants and based on the response
percentage adjust to select accordingly. Of course, if time and budget is
allowed, cluster sampling is the best option to represent the population

and reduce sampling bias.

74



Reference list

Andrade, C. (2023). How to Use Percentiles to Better Understand
Standardized Mean Difference (SMD) as a Measure of Effect Size. [online]
Psychiatrist.com. Available at: https://www.psychiatrist.com/jcp/using-

percentiles-to-understand-smds-as-measure-of-effect-size/.

B2B International (2021). What is a focus group? [online] B2B International.
Available at:
https://www.b2binternational.com/research/methods/fag/what-is-a-focus-

group/.

Becker, M. (2022). The Differences Between Multichannel & Omnichannel
Marketing. [online] Emarsys. Available at:

https://emarsys.com/learn/blog/multi-channel-marketing-omnichannel/.

Bishop, S. (2021). Influencer Management Tools: Algorithmic Cultures,
Brand Safety, and Bias. Social Media + Society, 7(1), p.205630512110030.
doi:https://doi.org/10.1177/20563051211003066.

Carter, N., Bryant-Lukosius, D., DiCenso, A, Blythe, J. and Neville, AJ. (2014).
The Use of Triangulation in Qualitative Research. [online] National Library

of Medicine. Available at: https://pubmed.ncbi.nlm.nih.gov/25158659/.

Census and Statistics Department (2024). Table 110-01001 : Population by
Sex and Age Group. [online] www.censtatd.gov.hk. Available at:

https://www.censtatd.gov.hk/en/web_table.htmI?id=110-01001.

Census and Statistics Department (2021). Use of Language by Hong Kong
Population. [online] Available at:
https://www.census2021.gov.hk/doc/pub/21C_Articles_Use_of_Language.pd
f.

75



Civil Service Bureau (2025). OFFICIAL LANGUAGES DIVISION. [online]
www.csb.gov.hk. Available at:

https://www.csb.gov.hk/english/aboutus/org/scsd/1470.ntml.

Cosmoprof (2024). The global beauty industry: The markets to monitor in
the next future. [online] COSMOPROF. Available at:
https://www.cosmoprof.com/en/media-room/news/the-global-beauty-

industry-the-markets-to-monitor-in-the-next-future/.

Cosmoprof Asis (2025). BEAUTY AND PERSONAL CARE INDUSTRY IN
HONG KONG In collaboration with Statista. [online] Available at:
https://www.cosmoprof-asia.com/wp-content/uploads/2024/12/COSMO-
HONG-KONG-SHORT-REPORT-V3_FOR-REVIEW.pdf [Accessed 1 Mar. 2025].

Divol, R., Edelman, D. and Sarrazin, H. (2012). Demystifying social media |
McKinsey. [online] www.mckinsey.com. Available at:
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-

insights/demystifying-social-media.

Donlan, K. (2024). Multichannel vs Omnichannel: What is the Difference?
https://emarsys.com/learn/blog/multi-channel-marketing-
omnichannel/#:~text=Omnichannel%20marketing%3A%20Prioritizes%20u

nderstanding%20and,integrating%20them%20to%20provide%20a.

Furquim, T.S.G., da Veiga, C.P,, Veiga, C.R.P. da and Silva, W.V. da (2022). The
Different Phases of the Omnichannel Consumer Buying Journey: A
Systematic Literature Review and Future Research Directions. Journal of
Theoretical and Applied Electronic Commerce Research, 18(1), pp.79-104.
doi:https://doi.org/10.3390/jtaer18010005.

Gahler, M., Klein, J.F. and Paul, M. (2022). Customer Experience:
Conceptualization, Measurement, and Application in Omnichannel
Environments. Journal of Service Research, [online] 26(2). Available at:

https://journals.sagepub.com/doi/10.1177/10946705221126590.

76



Gereaq, C., Gonzalez-Lopez, F. and Herskovic, V. (2021). Omnichannel
Customer Experience and Management: an Integrative Review and

Research Agenda. Sustainability, 13(5), p.2824.

Grand View Research (2024). Cosmetics Market Size, Share & Trends
Analysis Report By Product (Skin Care, Hair Care), By End-user (Men,
Women), By Distribution Channel (Offline, Online), By Region (North
America, Europe), And Segment Forecasts, 2024 - 2030. Grand View

Research.

Hair, et al. (2007). Research Methods for Business. Education + Training,
West Sussex: John Wiley & Sons Ltd.
doi:https://doi.org/10.1108/et.2007.49.4.336.2.

HKTDC Research (2023). Cosmetics and Toiletries Industry in Hong Kong.

[online] research.hktdc.com. Available at:
https://research.hktdc.com/tc/article/MzEzOTAYNDgO [Accessed 15 Mar.
2025].

Howarth, J. (2025). The Ultimate List of Beauty Industry Stats (2023).
[online] Exploding Topics. Available at:

https://explodingtopics.com/blog/beauty-industry-stats.

Invest KOREA (2024). Beauty. [online] www.investkorea.org. Available at:

https://www.investkorea.org/ik-en/cntnts/i-319/web.do.

InvestHK (2023). Consumer Products. [online] Available at:

https://www.investhk.gov.hk/zh-hk/industries/consumer-products/.

Kemp, S. (2025). Global Digital Report 2025.
https;//datareportal.com/reports/digital-2025-hong-kong. We Are Social
Ltd.

Liadeli, G., Sotgiu, F. and Verlegh, P.W.J. (2023). A Meta-Analysis of the

Effects of Brand Owned Social Media on Social Media Engagement and

77



Sales. Journal of Marketing, [online] 87(3), p.002224292211232.
doi:https://doi.org/10.1177/00222429221123250.

McKinsey & Company (2022). What Is Omnichannel marketing? [online]
McKinsey & Company. Available at: https://www.mckinsey.com/featured-

insights/mckinsey-explainers/what-is-omnichannel-marketing.

McKinsey & Company (2023). The Beauty Market in 2023: a Special State of
Fashion Report. [online] Mckinsey & Company. Available at:
https:.//www.mckinsey.com/industries/retail/our-insights/the-beauty-

market-in-2023-a-special-state-of-fashion-report [Accessed 10 Mar. 2025].

Nan, L. (2024). Global giants stumble, Chinese brands surge. [online]
Jingdaily.com. Available at: https://jingdaily.com/posts/global-beauty-

giants-stumble-as-chinese-brands-surge.

Ou, X. (2024). Cosmetics market in China - statistics & facts. [online]
Statista. Available at: https://www.statista.com/topics/1897/cosmetics-in-

china/#topicOverview.

Parsons, A.L. and Lepkowska-White, E. (2018). Social Media Marketing
Management: A Conceptual Framework. Journal of Internet Commerce,

17(2), pp.81-95. doi:https://doi.org/10.1080/15332861.2018.1433910.

Petruzzi, D. (2024). Cosmetics industry - statistics & facts. [online] Statista.
Available at: https://www.statista.com/topics/3137/cosmetics-

industry/#topicOverview.

Report Linker (2025). Japan Cosmetics Market Report- Q1 2025. [online]
Report Linker. Available at:
https://www.reportlinker.com/dlp/0e0202af35cfffc46f84bf536829a70a.

Research and Markets (2025). Cosmetics Market Size and Share Analysis -

Growth Trends and Forecast Report 2025-2033- Product Image Cosmetics

78



Market Size and Share Analysis - Growth Trends and Forecast Report

2025-2033. Research and Markets, p.125.

Sarkar, J. and Rashid, M. (2016). Visualizing Mean, Median, Mean Deviation,
and Standard Deviation of a Set of Numbers. The American Statistician,

70(3), pp.304-312. doi:https://doi.org/10.1080/00031305.2016.1165734.

Shea, C. (2024). Focus back on Asia’s domestic economies. [online]
Schroders.com. Available at: https://www.schroders.com/en-
hk/hk/individual/insights/focus-back-on-asia-s-domestic-economies/

[Accessed 23 Apr. 2025].

Sneci. (2024). Cosmetic industry: definition, challenges, and advice. [online]

Available at: https://www.sneci.com/en/industries/cosmetic/.

Statista (2025). Cosmetics - Hong Kong. [online] Statista. Available at:
https://www.statista.com/outlook/cmo/beauty-personal-

care/cosmetics/hong-kong [Accessed 13 Mar. 2025].

Vargo, C.J., Hopp, T. and Agarwal, P. (2024). Balancing Brand Safety and
User Engagement in a Two-Sided Market: An Analysis of Content
Monetization on Reddit. Journal of current issues and research in

advertising, pp.1-15. doi:https://doi.org/10.1080/10641734.2023.2301621.

Weaver, K., Lesko Pacchia, M., Hudson, S. and Wolfer, A. (2024). The beauty
boom and beyond: Can the industry maintain its growth? [online]
McKinsey & Company. Available at:
https://www.mckinsey.com/industries/consumer-packaged-goods/our-
insights/the-beauty-boom-and-beyond-can-the-industry-maintain-its-

growth.

Winarno, K.O. and Indrawati, I. (2022). IMPACT OF SOCIAL MEDIA
MARKETING AND ELECTRONIC WORD OF MOUTH (E-WOM) ON
PURCHASE INTENTION. Jurnal Aplikasi Manajemen, 20(3).
doi:https://doi.org/10.21776/ub.jam.2022.020.03.15.

79



Statista (2024) Market Insight.
https://www.statista.com/outlook/cmo/beauty-personal-
care/cosmetics/hong-kong

Cosmoprof Asia Ltd (2025) BEAUTY AND PERSONAL CARE INDUSTRY IN
HONG KONG. https://www.cosmoprof-asia.com/wp-
content/uploads/2024/12/COSMO-HONG-KONG-SHORT-REPORT-V3_FOR-
REVIEW.pdf

McKinsey & Company (2022) What is omnichannel marketing?
https:.//www.mckinsey.com/featured-insights/mckinsey-explainers/what-
is-omnichannel-marketing

Investhk Gov HK. 2025. Consumer Product.
https://www.investhk.gov.hk/en/industries/consumer-products/

Rajjha, 2023 https://learn.rajjha.com/what-happens-to-a-cosmetics-
business-during-a-weak-financial-sector/?app_lang=en-US

SENCI, 2025. https://www.sneci.com/en/industries/cosmetic/

Petruzzi D. (2025) https://www.statista.com/topics/3137/cosmetics-
industry/#topicOverview

Kolmar C. (2023). "25 Powerful Cosmetics Industry Statistics [2023]: What's
Trending In The Beauty Business?"
https://www.zippia.com/advice/cosmetics-industry-statistics/

Sindi et al. (2023) An Evaluation of the Effect of Social Media Platforms on
the General Population's Decision-Making About Cosmetic Procedures in
Makkah City, Saudi Arabia.Cureus 15(6): e41093. DOI 10.7759/cureus.41093

Daxue Insights (2024) Cosmetic distribution in China: Omnichannel, Al,
KOL success.
https:/mp.weixin.qg.com/s?__biz=MzA4MTk50TUXOA%3D%3D&Mid=2649
497379&idx=3&sn=0c0b646b00c97bf8460f9eeca4dbOf86&chksm=86036a7
71ba871cd295fa7dcee9d1c06b9440a9a47e860a1f760b65eaa348c8b89a914
c06951&app_lang=en-US#rd

80



Karakadilar I.S., Gégus C. G. and Ozkaya H. E. (2016). How to Achieve and
Measure Success in Social Media Marketing. DOI: 10.4018/978-1-4666-9787-
4.chl141

Hayes A., (2025) Social Media Marketing (SMM): What It Is, How It Works,
Pros and Cons https:;//www.investopedia.com/terms/s/social-media-
marketing-smm.asp

Tsai, W. H. S, & Men, L. R. (2013). Motivations and antecedents of consumer
engagement with brand pages on social networking sites. Journal of
Interactive Advertising, 13(2), 76-87.

Seo, Eun-Ju,, & Park, J. W. (2017). A study on the impact of airline corporate
reputation on brand loyalty. International Business Research, 10(1) 59-67.

Hollebeek, L. D., Glynn, M. S,, & Brodie, R. J. (2014). Consumer brand
engagement in social media: Conceptualization, scale development and
validation. Journal of Interactive Marketing, 28(2), 149-165.

Brodie, R. J et al. (2011). Customer engagement: Conceptual domain,
fundamental propositions, and implications for research. Journal of Service
Research, 14(3), 252-271.

McAlexander, J. H,, Schouten, J. W., & Koening, H. F. (2002). Building brand
community. Journal of Marketing, 66(1), 38-54.

Weinberg, T. (2014). The new community rules: Marketing on the social
web. O'Reilly Media.

Ashley, C., & Tuten, T. (2015). Creative strategies in social media marketing:
An exploratory study of branded social content and consumer
engagement. Journal of Marketing Communications, 21(1), 22-37.

So, K. K. F,, Li, J,, King, C., & Hollebeek, L. D. (2024). Social media marketing

activities, customer engagement, and customer stickiness: A longitudinal
investigation.

81



Dessart, L., Veloutsou, C., & Morgan-Thomas, A. (2015). Consumer
engagement in online brand communities: A social identity perspective.
Journal of Marketing Management, 31(1-2), 28-49.

Mangold, W. G., & Faulds, D. J. (2009). Social media: The new hybrid
element of the promotion mix. Business Horizons, 52(4), 357-365.

Beig, F. A, and Khan, M. F. (2018). Impact of social media marketing on
brand experience: A study of select apparel brands on Facebook. Vision 22,
264-275. doi: 10.1177/0972262918785962

Weber, L. (2007). Marketing to the Social Web: How Digital Customer
Communities Build Your Business. New Jersey: Wiley.

Kim, AJ.; Ko, E.(2012) Do social media marketing activities enhance
customer equity? An empirical study of luxury fashion brand. Bus.
Res. 2012, 65, 1480-1486.

Wibowo A. et al.(2021) Customer Behaviour as an Outcome of Social Media
Marketing: The Role of Social Media Marketing Activity and Customer
Experience.

Sustainability. 2021; 13(1):189.

Schmitt, B. H. (2003). Customer experience management: A revolutionary
approach to connecting with your customers. John Wiley & Sons.

Holbrook, M. B., & Hirschman, E. C. (1982). The experiential aspects of
consumption: Consumer fantasies, feelings, and fun. Journal of Consumer

Research, 9(2), 132-140.

Schmitt, B. H. (1999). Experiential marketing. Journal of Marketing
Management, 15(1-3), 53-67.

Verhoef, P. C. et al,, (2009). Customer experience creation: Determinants,
dynamics and management strategies. Journal of Retailing, 85(1-2), 31-41.

82



Klaus, P. (2015). Measuring customer experience. Palgrave Macmillan.
Piotrowicz, W., & Cuthbertson, R. (2014). Introduction to the special issue:
Information technology in retail: Toward omnichannel retailing.
International Journal of Retail & Distribution Management, 42(4), 278-286.

Verhoef, P. C, Kannan, P. K, & Inman, J. J. (2015). From multi-channel
retailing to omni-channel retailing: Introduction to the special issue.
Journal of Retailing, 91(2), 174-181.

Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience
throughout the customer journey. Journal of Marketing, 80(6), 69-96.

Gao, T., cTonka, M., 3 Bolton, R. N. (2021). The influence of omnichannel

integration on consumer behavior: A meta-analysis. Journal of Retailing,
97(1), N4-133.

Voss, K. E., Spangenberg, E. R,, & Burns, K. B. (2003). The role of hedonic and
utilitarian motivations in consumer behavior. Journal of Retailing, 79(1), 23-
30.

De Keyser, A, Schepers, J., 3 Bejou, D. (2015). The service experience: Scale
development and validation. Journal of Service Management, 26(1), 24-55.

Hajdas, M., Olczyk, M., & Gebczynska, A. (2022). Determinants of supply
chain integration in omnichannel retailing. Logistics, 6(1), 1.

Ishfaq, R, & Raja, U. (2021). Inventory management in omnichannel
retailing: A systematic review. International Journal of Production
Economics, 232, 107917.

Kim, D.; Perdue, R.R. The effects of cognitive, affective, and sensory
attributes on hotel choice. Int. J. Hosp. Manag. 2013, 35,
246-257.

Becker, L. (2018). Methodological proposals for the study of consumer
experience. Qualitative Market Research: An International Journal, 21(4),
465-490.

83



Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing,
63(4_suppll), 33-44.

Shostack, G. L. (1987). Service positioning through structural evidence.
Journal of Marketing, 51(1), 34—43.

Rigby, D. (2011). The future of shopping. Harvard Business Review, 89(12),
65-76.

Berry, L. L, Carbone, L. P, & Haeckel, S. H. (2002). Managing the total
customer experience. MIT Sloan Management Review, 43(3), 85-91.

Koay K.Y., Cheah C.W., and Goon W.U.(2023) How Do Perceived Social
Media Marketing Activities Foster Purchase Intentions? A Multiple
Sequential Mediation Model. Journal of Global Marketing 2023, VOL. 36,
NO. 3, 210-224. https://doi.org/10.1080/08911762.2023.2207072

Morgan, R. M, & Hunt, S. D. (1994). The commitment-trust theory of
relationship marketing. Journal of Marketing, 58(3), 20-38.

Esch, F. R, Langner, T., Schmitt, B. H., & Geus, P. (2006). Are brands forever?
How brand knowledge and relationships affect current and future
purchases. Journal of Product & Brand Management, 15(2), 98-105.
https://doi.org/10.1108/10610420610658938

Zhu, B et. al. (2020) Generation Y consumer online repurchase intention in
Bangkok: Based on Stimulus-Organism-Response (SOR)
model.International Journal of Retail & Distribution Management, 48(1), 53—
69. https://doi.org/10.1108/IIRDM-04-2018-0071

Yoon, S. J,, Suh, J,, & Oh, K. W. (2005). The effects of consumer trust in
internet shopping and prior experience on consumer behavioral
intentions. Journal of Electronic Commerce Research, 6(4), 271-292.

Delgado-Ballester, E., & Munuera-Aleman, J. L. (2001). Brand trust in the

context of consumer loyalty. European Journal of Marketing, 35(11/12), 1238-
1258.

84



Erdem, T., & Swait, J. (2004). Brand credibility, brand consideration, and
choice. Journal of Consumer Research, 31(1), 191-198

Sirdeshmukh, D., Singh, J., & Sabol, B. (2002). Consumer trust, value, and
loyalty in relational exchanges. Journal of Marketing, 66(1), 15-37.

Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects from brand
trust and brand affect to brand performance: The role of brand loyalty.
Journal of Marketing, 65(2), 81-93.

Khan, I, & Fatma, M. (2020). Antecedents and consequences of online
shopping intention: A systematic literature review.

Bilro, R. G., Loureiro, S. M. C, & Ribeiro, J. C. M. (2021). Exploring the
dimensions of customer experience and their impact on customer
satisfaction and loyalty.

Hsu, C. L., & Lin, J. C. C. (2023). Understanding the impact of virtual reality
on customer experience and brand attitude in online shopping.

Chetioui, Y., Benlafgih, H., & Lebdaoui, M. (2020). The impact of social media
on luxury brand perception and purchase intentions: A two-country
comparison

Kim, AJ.; Ko, E. Do Social Media Marketing Activities Enhance Customer
Equity? An Empirical Study of Luxury Fashion Brand.
J. Bus. Res. 2012, 65, 1480-1486. [CrossRef]

Wu, P.CS.; Yeh, G.Y.-Y.; Hsiao, C.-R.(2011) The Effect of Store Image and
Service Quality on Brand Image and Purchase Intention for Private Label
Brands. Australas. Mark. J. 2011, 19, 30-39. [CrossRef]

Jalilvand, M.R,; Samiei, N.; Mahdavinia, S.H. The Effect of Brand Equity

Components on Purchase Intention: An Application of
Aaker’'s Model in the Automobile Industry. Int. Bus. Manag. 2011, 2, 149-158.

85



Kim, Y.; Oh, KW. (2020) Which Consumer Associations Can Build a
Sustainable Fashion Brand Image? Evidence from Fast Fashion Brands.
Sustainability 2020, 12, 1703.

Keller, K.L. (2013) Strategic Brand Management: Building, Measuring, and
Managing Brand Equity, Global Edition; Pearson Education
Limited:Harlow, UK, 2013.

Tsordia, C.; Papadimitriou, D.; Parganas, P.(2018) The Influence of Sport
Sponsorship on Brand Equity and Purchase Behavior. J. Strateg. Mark.
2018, 26, 85-105. [CrossRef]

Cronbach Alpha Coefficient(2007)
https://www.sciencedirect.com/topics/nursing-and-health-
professions/cronbach-alpha-coefficient

Parker, A., & Tritter, J. (2006). Focus group method and methodology:
current practice and recent debate. International Journal of Research &
Method in Education, Vol.29, No.l, pp.23-37.

Bloomfield, J. and Fisher, M. J. (2019) ‘Quantitative research design’, Journal
of the Australasian Rehabilitation Nurses Association. Osborne Park, W.A.:
Cambridge Publishing, 22(2), pp. 27-30.
https://search.informit.org/doi/10.3316/informit.738299924514584.

Hair, J. F., Moeny, A. H., Samouel, P., & Page, M. (2007). Research methods
for business. West Sussex: John Wiley & Sons Ltd.

Nunnally, J. C., & Bernstein, I. H. (1994). Psychometric theory (3rd ed.). New
York: McGraw- Hill.

Krejcie, R. & Morgan, D. (1970). Determining sample size for research
activities. Educational and Psychological Measurement, 30, 607-610.
Moore, D. S,, Notz, W. |, & Flinger, M. A. (2013). The basic practice of statistics
(6th ed.). New York, NY: W. H. Freeman and Company.

Cochran, W. G. (2007). Sampling techniques (3rd ed.). John Wiley & Sons.

Lohr, S. L. (2019). Sampling: Design and analysis (3rd ed.). Chapman and
Hall/CRC.

86



Reichardt, C. S, & Rallis, S. F. (2001). The quantitative-qualitative debate:
Different perspectives on causal explanation. In V. Richardson (Ed.),
Handbook of research on teaching (4th ed., pp. 171-200)

Fink, A. (2009). Conducting surveys: A step-by-step guide (4th ed.). SAGE
Publications.

Bryman, A. (2016). Social research methods (5th ed.). Oxford University
Press.

Saunders, M., Lewis, P., & Thornhill, A. (2019). Research methods for
business students (8th ed.). Pearson Education.

van Teijlingen, E. R,, & Hundley, V. (2001). The importance of pilot studies.
Social Research Update, (35), 1-4.

Hertzog, M. A. (2008). Considerations in determining sample size for pilot
studies. Research in Nursing & Health, 31(2), 180-191.

academic reference for Regression analysis

Montgomery, D. C,, Peck, E. A, & Vining, G. G. (2012). Introduction to linear
regression analysis (5th ed.). John Wiley & Sons.

Gujarati, D. N., & Porter, D. C. (2009). Basic econometrics (5th ed.). McGraw-
Hill Irwin.

Wooldridge, J. M. (2019). Introductory econometrics: A modern approach
(7th ed.). Cengage Learning.

Fox, J. (2015). Applied regression analysis and generalized linear models
(3rd ed.).

academic reference for model summary

Agresti, A, & Franklin, C. (2018). Statistics: The art and science of learning
from data (4th ed.). Pearson.

Burnham, K. P., & Anderson, D. R. (2002). Model selection and multimodel
inference: A practical information-theoretic approach (2nd ed.)

87



Montgomery, D. C. (2017). Design and analysis of experiments (9th ed.).
John Wiley & Sons.

Howell, D. C. (2017). Statistical methods for psychology (9th ed.). Cengage
Learning.

Maxwell, S. E., Delaney, H. D., & Kelley, K. (2018). Designing experiments and
analyzing data: A model comparison perspective (3rd ed.). Routledge.

Coefficient significance

Gujarati, D. N., & Porter, D. C. (2009). Basic econometrics (5th ed.). McGraw-
Hill Irwin.

Hosmer, D. W., Lemeshow, S., & Sturdivant, R. X. (2013). Applied logistic
regression (3rd ed.). John Wiley & Sons.

Bars

Field, A. P. (2018). Discovering statistics using IBM SPSS statistics (5th ed.).
SAGE Publications.

Cohen, J. et al,, (2013). Applied multiple regression/correlation analysis for
the behavioral sciences (3rd ed.). Routledge.

Hair, J. F.et al,, (2019). Multivariate data analysis (8th ed.). Pearson
Education.Scatter

Cohen, J.,, Cohen, P., West, S. G., & Aiken, L. S. (2013). Applied multiple
regression/correlation analysis for the behavioral sciences (3rd ed.).
Routledge.

Ryan, D. (2021). Understanding digital marketing: marketing strategies for
engaging the digital generation (5th ed.). Kogan Page.

Tuten, T. L, & Solomon, M. R. (2023). Social media marketing (4th ed.). SAGE
Publications.

88



Kapoor, K. K, Cesaroni, F. M., & Rishika. (2021). Digital marketing and online
consumer engagement: A systematic review and future research
directions. Internet Research, 31(3), 800-828.

Yang, M., Kim, M., & Woo, W. (2021). The impact of artificial intelligence on
advertising creativity and effectiveness: A literature review and future
research agenda. Journal of Advertising, 50(4), 444-468.

Alnaser, F. et al. (2024). The Impact of Social Media Marketing Activities on
Purchase Intention. International Review of Management and Marketing,
14(6), 288-300.

Heidari, M.et al. (2023). The impact of social media marketing on brand
equity, customer attachment to brands, trust, and intentions to make
purchases.

Nasermoadeli, A, Ling, K., & Maghnati, F. (2013). Evaluating the Impacts of
Customer Experience on Purchase Intention.

Hamalainen, T. (2021). The Impact of Customer Experience on the Intention

to Purchase Live Stream Tickets in the Music Industry (Master's Thesis,
Lappeenranta-Lahti University of Technology LUT).

89



30/03/2025, 00:57 Study on Purchase intentions for Beauty products {¥.sl it (1) 5 B 2 BEAH 75

Study on Purchase intentions for Beauty
products 1t mAVEE B SRR 5%

Hi, | am a Master of Business Administration (MBA) student at UWTSD, UK. | am now
conducting

a research about the purchase intention on beauty products in Hong Kong that focus
on social media marketing activities, consumer experience and brand trust for my
dissertation

study.

This questionnaire will have 2 sections and will take 5-10 minutes only. This survey is
anonymous. All information collected will be treated with strict confidentiality, used
for academic purposes only. Will not be disclosed or used for commercial purposes.
Please feel assured to complete the questionnaire. Your feedback is valuable for our
research. Thank you for your participation and support!
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Section 15 1249

In this section, please answer the following questions from the perspective of purchasing
beauty product.

1 means “Strongly disagree” and 5 means “Strongly agree”. Using the scale below, please
select your answer to each of the following questions (You can only choose one number
for each sentence).

AEIRD > FEMBE RIS E A TRIRE
1RTIEFERRE" > SRR'EERAR - FEATEHNEREETIESENER (BOREE—REA
¥F) o

Social media marketing activities
H IR BRI TEHIEED

https://docs.google.com/forms/d/1iQow69vzSHw2MpoDxG_vHbuKutFMo_HY4Vt6WiakGUY/edit 1711
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1. Fun on social media is important for me before purchase. *

EREZA > HRGE LEROBBHBERREEEN -

Mark only one oval.

Strongly Disagree Strongly Agree JFERE
AIERRE

2. Interesting contents shown on social media is important for me
before purchase.

EREZA > MRGRE LRTAENATHERREZEEN -

Mark only one oval.

Strongly Disagree Strongly Agree JEERE
FEREEE

3. Social media makes me feel enjoyable is important for me before
purchase.

EREZA > HRGEERREIMAHERREEEN -

Mark only one oval.

Strongly Disagree Strongly Agree JFERE
AEERE

4. Allowing me to share its information on social media is important for *

me

BHEAEMRGELSZHER  BRRRBERN -

Mark only one oval.

Strongly Disagree Strongly Agree JEERE
FIEERE

https://docs.google.com/forms/d/1iQow69vzSHw2MpoDxG_vHbuKutFMo_HY4Vt6WiakGUY/edit
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5. Possible to provide comments on social media is important for me. *

BB RS L3R - HARREEEN -

Mark only one oval.

Strongly Disagree Strongly Agree JFERE
AIERERE

6. Encouragement to share information on social media is important  *
for me.

AEHURGELZESZEN - HEKRRER

Mark only one oval.

Strongly Disagree Strongly Agree JERERE
AEERE

7. Contents shown on social media are up to date is important for me. *

RIS ERRRNAR BRI > BERRARZER -

Mark only one oval.

Strongly Disagree Strongly Agree JFERE
AIEERE

8. Shows the latest product information on social media is important  *
for me.

FEHRGE FRRRANEREN » HERREZEEN -

Mark only one oval.

Strongly Disagree Strongly Agree JEERE
FEERRE

https://docs.google.com/forms/d/1iQow69vzSHw2MpoDxG_vHbuKutFMo_HY4Vt6WiakGUY/edit 3/11
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9. Trendiness of makeup trend on social media is important for me. *

ARG LRRITES - HERREEEN -

Mark only one oval.

Strongly Disagree Strongly Agree EERE
FEERE
10. Offering customised information searches on social media is *

important for me.

RS FEEIRMFRENEMERS - HERREEEN -

Mark only one oval.

Strongly Disagree Strongly Agree JEERE
RIEBRE

11. Providing customised service on social media is important for me. *

ARG FREIRMERILRT - BERRARBER -

Mark only one oval.

=

Strongly Disagree Strongly Agree JFERE
AEERE

12. Can save the information that | want to view later/ review on social *
media is important for me.

EHRRELERFERREE/EENAS » HAKRRIEEN -

Mark only one oval.

Strongly Disagree Strongly Agree JEERE
AEERE

https://docs.google.com/forms/d/1iQow69vzSHw2MpoDxG_vHbuKutFMo_HY4Vt6WiakGUY/edit 4/11
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13. Passing information on the brand from social media to my friends is *

important for me.

FRMRGEQZRNBAREEREAL > HEEREEEMN -

Mark only one oval.

Strongly Disagree Strongly Agree JEERE
AEERE

14. Uploading/ reposting content from social media into my social
media is important for me.

BE L 1E/E SRR LAABRITRAIHIIREE - BHHRRBEE -

Mark only one oval.

Strongly Disagree Strongly Agree JEERE
AEERE

15. Content shows on the social media engage me to discuss with
friends is important for me.

H3REE EN ARSI R E AR - HERRARZERR

Mark only one oval.

Strongly Disagree Strongly Agree JFERE
FEERE

Consumer Experience

FERSER

https://docs.google.com/forms/d/1iQow69vzSHw2MpoDxG_vHbuKutFMo_HY4Vt6WiakGUY /edit
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16. Feeling enjoyable when | am shopping is important for me. *

EZEVNGEROE > HERRZERD -

Mark only one oval.

Strongly Disagree Strongly Agree JFERE
FEERRE

17. Shopping makes me so immersed that | forget everything else. *

BYERRIURES » TSRO T Htt—1D -

Mark only one oval.

Strongly Disagree Strongly Agree JEERE
RIEREE

18. Can explore new product information by shopping is important for
me

B AERAHRERMERNER - BERRIEEN -

Mark only one oval.

Strongly Disagree Strongly Agree JFERE
AEERE

19. Shopping strengthens my desire to purchase. *

AHRETRNBERE -

Mark only one oval.

Strongly Disagree Strongly Agree JEERE
FERERE

https://docs.google.com/forms/d/1iQow69vzSHw2MpoDxG_vHbuKutFMo_HY4Vt6WiakGUY/edit
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Omnichannel ZFER/2EiE

Omnichannel means including but not limited to physical stores, apps and online
stores

RRR/ZRERS > SQFEFRKNEERS - BRAETERE -

20. Can easily purchase what | need by using omnichannel is important *
for me.

AMERIERZER/ZREBERTENRE » HEKRAZEEMN -

Mark only one oval.

Strongly Disagree Strongly Agree JFERE
FEERE

21. Price comparison by using omnichannel is important for me before *
purchase.

ERVREEATER/ZREETEBIER  HEKRIEEN -

Mark only one oval.

Strongly Disagree Strongly Agree JEFERE
FERERE

22. Can save money by using omnichannel shopping is important for *
me

ZRZER/ZREBMEEHEEE » HARRIEEN -

Mark only one oval.

Strongly Disagree Strongly Agree JEERE
FEREE

https://docs.google.com/forms/d/1iQow69vzSHw2MpoDxG_vHbuKutFMo_HY4Vt6WiakGUY /edit 7711
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23. Can make purchases without time constraints using omnichannel

is important for me.

EESE AR BIR/ ZREACZIFEMRFIMETEY > HBRREEEM -

Mark only one oval.

Strongly Disagree Strongly Agree JFERE
AIEERE

24. Omnichannel shopping is convenient to use in many ways is
important for me.

RER/EREBMEAFSHEERERBRAE  HERRIEEMN -

Mark only one oval.

Strongly Disagree Strongly Agree EEREE
AEERE

Brand trust

mhEEEE

25. Trust on the brand is important for me. *

mEREEEHERAEEEN -

Mark only one oval.

Strongly Disagree Strongly Agree JEERE
AERERE

https://docs.google.com/forms/d/1iQow69vzSHw2MpoDxG_vHbuKutFMo_HY4Vt6WiakGUY/edit
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26. Brand reliability is important for me. *

mhE AT SEME R BRREEEN -

Mark only one oval.

Strongly Disagree Strongly Agree JFERE
FEERE

27. A safe brand image is important for me. *

RENmMEERHBERRZEEDN -

Mark only one oval.

Strongly Disagree Strongly Agree JEERE
FEREEE

=z 4

Purchase intention EEE =
Please based on the brand that you usually purchase.

AIRBREERENRMR S IATRERE -

28. | will purchase cosmetic products. *
BEREEEMER -

Mark only one oval.

Strongly Disagree Strongly Agree JEERE
FIEERE

https://docs.google.com/forms/d/1iQow69vzSHw2MpoDxG_vHbuKutFMo_HY4Vt6WiakGUY/edit
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29. | would recommend others to purchase cosmetic products. *

BEHEMABESNER

Mark only one oval.

Strongly Disagree Strongly Agree JFERE
AIERRE

30. I will continue purchase cosmetic products after cost adjustment . *

BERRRBRAGEBESRNEM -

Mark only one oval.

Strongly Disagree Strongly Agree JEERE
RIEEEE

Section 2: Personal Information

285 : EARR

31. 1.5F# (Age)*
Mark only one oval.

1.19 orBelow
2.20-24
3.25-34

4. 35-44
5.45-54
6.55-64

7.65 or above

https://docs.google.com/forms/d/1iQow69vzSHw2MpoDxG_vHbuKutFMo_HY4Vt6WiakGUY /edit 10/11



30/03/2025, 00:57 Study on Purchase intentions for Beauty products {¥.sl it (1) 5 B 2 BEAH 75

32. 2.1%7l (Gender) *

Mark only one oval.

() B (Male)
() % (Female)

This content is neither created nor endorsed by Google.

Google Forms

https://docs.google.com/forms/d/1iQow69vzSHw2MpoDxG_vHbuKutFMo_HY4Vt6WiakGUY/edit 11/11
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Study on Purchase intentions for Beauty
products 1t mAYEE B S8R XA 5%

Hi, | am a Master of Business Administration (MBA) student at UWTSD, UK. | am now
conducting

a research about the purchase intention on beauty products in Hong Kong that focus
on social media marketing activities, consumer experience and brand trust for my
dissertation

study.

This questionnaire will have 2 sections and will take 5-10 minutes only. This survey is
anonymous. All information collected will be treated with strict confidentiality, used
for academic purposes only. Will not be disclosed or used for commercial purposes.
Please feel assured to complete the questionnaire. Your feedback is valuable for our
research. Thank you for your participation and support!
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20
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BEE > TORBENSHEEZT !

* Indicatac reaiirad nnnehr\n

I QITS iTYyuni oY MT ST

Section 15 1249

In this section, please answer the following questions from the perspective of purchasing
beauty product.

1 means “Strongly disagree” and 5 means “Strongly agree”. Using the scale below, please
select your answer to each of the following questions (You can only choose one number
for each sentence).

AEIRD > FEMBE RIS E A TRIRE
1RTIEFERRE" > SRR'EERAR - FEATEHNEREETIESENER (BOREE—REA
¥F) o

Social media marketing activities
H IR BRI TEHIEED

https://docs.google.com/forms/d/110SfnVITUxW2AKfRkTj1 VnGBwwDfQCEvbi3y-kgrE_M/edit 1711
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Fun on the social media is important for me before purchase. *

EREZA > HRGE LEROBBHBERREEEN -

Mark only one oval.

Stro Strongly Agree JFERE

Interesting contents shown on the social media is important for me
before purchase.

EREZA > MRGRE LRTAENATHERREZEEN -

Mark only one oval.

Stro Strongly Agree JEERE

*

The social media makes me feel enjoyable is important for me before *

purchase.

EREZA > HRGEERREIMAHERREEEN -

Mark only one oval.

Stro Strongly Agree JFERE

Allows me to share its information on the social media is important
for me.

BHEAEMRGELSZHER  BRRRBERN -

Mark only one oval.

Stro Strongly Agree IEEREE

https://docs.google.com/forms/d/110SfnVITUxW2AKfRkTj1 VnGBwwDfQCEvbi3y-kgrE_M/edit
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5. Possible to provide comments on the social media is important for *
me.

BB RS L3R - HARREEEN -

Mark only one oval.

Stro Strongly Agree JFERE

6. Encourage to share information on the social media is important for *
me

AEHURGELZESZEN - HEKRRER

Mark only one oval.

Stro Strongly Agree JEERE

7. Contents shown are up to date on the social media is important for *
me

RIS ERARNAR BRI > HERRARZER -

Mark only one oval.

Stro Strongly Agree JFERE

https://docs.google.com/forms/d/110SfnVITUxW2AKfRkTj1 VnGBwwDfQCEvbi3y-kgrE_M/edit 3/11
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8.

10.

11.
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Shows the latest product information on the social media is
important for me.

FEHRGE FRRRANEREN  HEKREEEN -

Mark only one oval.

Stro Strongly Agree JFERE

Trendiness on the social media is important for me. *

EHRGRES FRRITES ) HEKRMEZEED -

Mark only one oval.

Stro Strongly Agree JEERE

Offers customised information searches on the social media is
important for me.

EHRGES FREIRMERENENES - HEKREEEN -

Mark only one oval.

Stro Strongly Agree JFERE

Provides customised service on the social media is important for
me

ARG LRERMERILIRT > BERRRBEEM -

Mark only one oval.

Stro Strongly Agree JEERE

https://docs.google.com/forms/d/110SfnVITUxW2AKfRkTj1 VnGBwwDfQCEvbi3y-kgrE_M/edit
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12. Can save the information that want to view later/ review on the
social media is important for me.

AHMRFELERFEHREE/EENAT » HRKRIEEN -

Mark only one oval.

Stro Strongly Agree JFERE

13. Pass along information on the brand from social media to my
friends is important for me.

BEMRFREQBNAAREERRAE - HERREZEEN -

Mark only one oval.

Stro Strongly Agree JFERE

14. Upload/ repost content from the social media on my social media is *

important for me.

E L 18/E MR LABRITRAIH RS - HHRRBEEM -

Mark only one oval.

Stro Strongly Agree JEEREE

https://docs.google.com/forms/d/110SfnVITUxW2AKfRkTj1 VnGBwwDfQCEvbi3y-kgrE_M/edit
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15. Contents shows on the social media engage me to discuss with *
friends is important for me.

RGeS EN ARSI E AR - HERRRZERR

Mark only one oval.

Stro Strongly Agree JEFEREE

Consumer Experience

FERsER

16. Feel enjoyable when | am shopping is important for me. *

EZEMRRFEROKE » HERREEEN -

Mark only one oval.

Stro Strongly Agree JFERE

17. Shopping makes me so immersed that | forget everything else. *

BYERITSESR > TR THM—1) -

Mark only one oval.

Stro Strongly Agree JEERE

https://docs.google.com/forms/d/110SfnVITUxW2AKfRkTj1 VnGBwwDfQCEvbi3y-kgrE_M/edit 6/11
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18. Can explore new products information by shopping is important for *
me

BAILAE BRI RRRMEMRMEN > BERRRBER -

Mark only one oval.

Stro Strongly Agree JFERE

19. Shopping strengthens my desire to purchase. *

AHIRE T HRNBERE -

Mark only one oval.

Stro Strongly Agree JEFERE

Omnichannel 2B/ KB

Omnichannel means including but not limited to physical stores, apps and online
stores

R/ ZRESR > QFEFRSERSE - BRAETERE -

20. Can easily purchase what | need by using omnichannel is important *
for me.

AERIERZER/2

N
i

EREERTENRA - HBERREEERN -

Mark only one oval.

Stro Strongly Agree JEERE

https://docs.google.com/forms/d/110SfnVITUxW2AKfRKkTj1 VnGBwwDfQCEvbi3y-kgrE_M/edit 7711
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21. Can save money by using omnichannel is important for me. *

ZRZER/ZREBMEHEEE - HAKRRIEEN -

Mark only one oval.

Stro Strongly Agree JFERE

22. Price comparison by using omnichannel is important for me before

purchase.

ERVAGEEAZER/ZREETEBIER  HEKRIEEN -

Mark only one oval.

Stro Strongly Agree JEFERE

23. Can make purchases without time constraints using omnichannel

is important for me.

RESZE AR BIR/ZREFCZIFHEMRHIETEY > HERRIEEM -

Mark only one oval.

Stro Strongly Agree JFERE

24. Omnichannel shopping is convenient to use in many ways is
important for me.

RER/EREBMEASHEERERBRAE > HBRREEEDN -

Mark only one oval.

Stro Strongly Agree JEERE

https://docs.google.com/forms/d/110SfnVITUxW2AKfRkTj1 VnGBwwDfQCEvbi3y-kgrE_M/edit

8/11
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Brand trust

mhEEEE

25. Trust this brand is important for me. *

(EEEEmEERRRZERR -

Mark only one oval.

Stro Strongly Agree JFERE

26. This is an honest brand is important for me.

BERE—EARBENmEHERREEEN -

Mark only one oval.

Stro Strongly Agree JEERE

27. This brand is safe to use is important for me. *

EmEELEERHERREEEN -

Mark only one oval.

Stro Strongly Agree JFERE

Purchase intention

%

E%m:ﬁ"
AR R

[

https://docs.google.com/forms/d/110SfnVITUxW2AKfRkTj1 VnGBwwDfQCEvbi3y-kgrE_M/edit

9/11
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28. 1 will purchase cosmetic products. *
REBEEMESR -

Mark only one oval.

Stro Strongly Agree JFERE

29. | would recommend others to purchase cosmetic products. *

BEHEMABESRNER -

Mark only one oval.

Stro Strongly Agree JEERE

30. I will continue purchase cosmetic products after cost adjustment . *

BEABRBRASHBESWER

Mark only one oval.

Stro Strongly Agree JFERE

Section 2: Personal Information

289 BAARS

https://docs.google.com/forms/d/110SfnVITUxW2AKfRKkTj1 VnGBwwDfQCEvbi3y-kgrE_M/edit 10/11
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31. 1. 5E# (Age)*

Mark only one oval.

Q 1.19 or below
( )2.19-24
( )3.2534
() 4.35-44
( )5.45-54
( )6.55-64
() 17.65 or above

32. 2.1%7l (Gender) *

Mark only one oval.

() B (Male)
() % (Female)

This content is neither created nor endorsed by Google.

Google Forms

https://docs.google.com/forms/d/110SfnVITUxW2AKfRkTj1 VnGBwwDfQCEvbi3y-kgrE_M/edit 11/11
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1. Introduction

This chapter will provide the background of this research. Firstly describe
the industry that focuses on, what is about and what are the challenges

currently. Follow with the research gap, questions and objectives.

1.1 Background

Hong Kong as an international city, also called “Shopping Paradise”. As a
shopping paradise there are numerous shops and shopping centres in
Hong Kong. By observing almost all of the shopping malls, the ground
floors are full of beauty brands and all are big international brands, such as
Bobbie Brown, Charlotte Tilbury, MAC, Estee Lauder, etc. According to the
Volume Index of Retail Sales by Type of Retail Outlet in 2023 the top three
of year of year growth are Alcoholic drinks and tobacco (+143.2%), second is
Jewellery, watches and clocks, and valuable gifts (+52.3%) and third is
Medicines and cosmetics (+35.7%) (Census and Statistics Department,
2024).

Beauty items such as foundation, eye shadow, mascara etc, also providing
makeup service through physical and online stores. Nowadays beauty
brands not only provide cosmetics items but also essential skin care items,

for example moisturisers, facial masks, cleansers etc.

Beauty products actually play a main role in the Hong Kong retail market.
Overview of the 2023 Hong Kong economy although the GDP has dropped
at the same time the luxury goods industry including jewellery cosmetics
and department stores compared to last year have been raised 4% (PWC
HK, 2024). PWC (2024) forecast online retail sales will go downward

however it is still a great opportunity for those retailers to provide online



and offline retail which brings benefits not only to the consumers but also
the retailers. It can create engagement through online and offline then

also create a better experience for their consumers.

During the focus group that was done by 17th November 2024 with 10
participants. Asked the question “ Will you purchase beauty online?” Most
of the participants answered will not purchase beauty products online if
they never used them. The participants also mentioned that in physical
stores they can touch and feel the products. Also there are makeup artists
who can demontra how to use the product and answer their questions
directly. Online purchasing is for continued purchase or there are no

physical stores in Hong Kong.

Also asked “Have you followed the social media of the brand that you
usually purchased? And Why?" Participants answered yes, as they would
love to follow the brand that they usually purchased to gather latest
information from the brand, such as new launch product, sale & promotion,
makeup tips and event & campaigns. Participants also said, some of the
beauty brands regularly share makeup and skin care tips by professional
and makeup artists. The sharing really helps especially for the new launch
product then they can follow the tips and steps and apply them to

themselves.

The following asked the participants “Have you ever purchased a beauty
product that was attracted by social media which you never tried?” Most of
the participants answered not really, because they relied more on the word
of mouth from their family and friends who have physically tried the
product/ brand. However, one participant said that she experienced once
recently, as she saw the advertisement very often on social media then

drew her attention to purchase the product. Also the product function is



what she is looking at and the brand is a big and international brand in the

beauty industry therefore she gives it a try.

Based on the focus group we found that consumers are tending to
purchase beauty products physically, especially for new items. As they can
touch and try, also there is support by personal selling. If they have any
guestions about the product there are profissional to answer their
guestions and demontra the use of the product as well. Consumers tread

the online purchase platform as a support.

Social media is more like an engagement platform in between the brands
and consumers. Consumers can track the latest news and look for the
information that they want through social media which is connected with
the trend of today. According to the Hong Kong online and offline media
SOV trends from Jan 2018 - Sep 2023 shows that online media is going
upward from 23% (2018) to 55% (2023). On the other hand, offline media is
from 77% in 2018 dropped to 45% in 2023 which is a vice versa (Lighthouse
Independent Media, 2024).



Figure 1. Hong Kong online and offline media sov trends
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According to the Online beauty product retail market 2015 to 2025 forecast
it continues rising in the mentioned five countries which are United State,
British, Canada,Australia, France and German (HKEX, 2020). Especially
under COVID-19 the online sales is from 9.6% in 2019 then raised to 31.3% in
2020 quarter two (HKEX, 2020).




Figure 2: Online Beauty Products Retail Market - Market Size and Growth
by Region, 2015-2025 Estimation
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1.2 Research Motivation (Gap)

Based on industry background and the information through the focus
group we can understand that consumers are willing to purchase beauty

items offline and online is more likely as a supporting platform.

On the other hand, consumers will follow the social media of their loved
and trusted brands. Based on the observation social media may not always
attract new consumers to purchase, even there are successful cases but

just very little.



Therefore in this research study we can focus on one of the overall top 10
beauty brands on social media, Charlotte Tilbury (Feehan, 2024). We can
study Charlotte Tilbury, a British cosmetic brand, how they create
interaction and engagement with their potential consumer through social

media then create the purchase intention.

Figure 3: Overall Top 10 Beauty Brands on Social Media

Overall Rank Beauty Brands Rank Rank f Rank Rank
1 Rare Beauty 1 1 1 2
2 Fenty Beauty 7 2 10 5
3 Sol dejaneiro 3 3 2 90
4 Glow Recipe 8 5 9 26
5 Huda Beauty 2 6 61 3
6 e.lf. Cosmetics 12 9 16 15
7 LANEIGE 4 8 51 30
8 OFPI 6 15 21 32
9 Glossier 5 23 25 9

10 Charlotte Tilbury 19 13 19 17

Source: (Feehan, 2024)

1.3 Research Question

The whole research will be around the below three research questions,
firstly found out the key factors that created the purchase intention in
beauty industries. Second, understand the relationships between the
factories. Third based on the finding to provide practical suggestions for

the beauty industries.



1.What factors created the purchase intention in beauty industries?
2.What are the relationships between the factories?

3. Practical suggestions?

1.4 Research Objective

The objective of this research is through the case study of Charlotte Tilbury
to find out and understand the factors that created the purchase intention

in beauty industries.

1.5. Concluding Summary

This chapter has provided the background of this research. Firstly describe
the beauty industry with definition, what is about and what are the
challenges currently. Following the research gap that was discovered by

the focus group then generated the research questions and objectives.

Through the case study of Charlotte Tilbury how the brand created
interaction and engagement with their potential consumer through social

media then created the purchase intention.

2. Literature Review

This chapter will provide the definitions and measurements for the factors
from the research framework, which are social media marketing activities,

consumer experience and brand love and trust.



2.1 Social media marketing activities

Social media marketing activities (SMMA) is important for a business,
organization, enterprise or a person to create interactions and connections
with other users and content. An organization can integrate activities
through social media to communicate, interact and influence then drive

the marketing strategy (Li, Larimo and Leonidou, 2020).

2.1.1 Measurement of Social media marketing activities

Social Media Marketing activity is constructed by entertainment,
interaction, trendiness, trendiness, customization, WOM. Each of the
constructions can be measured as below (Zarei, Farjoo and Garabollagh,
2021).

Entertainment can be measured by fun and the contents shown are

interesting.

Interaction can be measured by allowing people to share information with
others, possible to have a conversation or comment sharing and easy to

deliver opinions.

Trendiness can be measured by the contents being up to date and

showing the latest product information.

Customization can be measured by offering customized information

searches and providing customized service.

WOM can be measured by willing to share the brand, product or services
from social media with others and willing to upload or repost the content

from the social media to personal social media or blogs.



2.2 Consumer experience

Consumer experience is a multidimensional construct by comprising
cognitive experience (THINK), sensory experience (SENSE), affective
experience (FEEL), physical experience, behaviors and lifestyles (ACT), and

social-identity experience (Verhoef et al., 2009),

2.2.1 Measurement of Consumer experience

Consumer experience is constructed by sense, feel, think and act . Each of
the construction can be measure as below (Rather, Hollebeek and

Rasoolimanesh, 2022),

Sense can be measured by perceptually interesting, engaging senses and
lacks sensory appeal.

Feel (FEL) can be measured by making people respond in an emotional
manner and put people in a certain mood.

Think can be measured by stimulating curiosity, intrigues people and
appeals to creative thinking.

Act can be measured by willing to share what has been experienced and
willing to photograph for mementos.

2.3 Brand love & trust

Brand love is a major factor of purchase intentions and positive
word-of-mouth for brands. Consumers with strong brand loyalty are not
that often to switch to competitors and more willing to pay for the brand

they normally purchase with (Nawaz et al., 2020)



2.3.1 Measurement of Brand love & trust

Brand love & trust is constructed by consumer loves and trust of the brands

which can be measured as below (Kim and Hyun, 20T1)

Brand love can be measured by positive feedback from the brand, such as
this is a wonderful brand, this brand is totally awesome, this brand makes

me happy and feel passionate about the brand.

Brand trust can be measured by how consumers trust the brand, for
example reliable, safe brand to use and an honest brand.

2.4 Purchase intention

Purchase intention is the possibility that the consumer will purchase which
is a result from the interaction of the consumer's needs, attitude, or brand
preference and return to purchase (Monash Business School, 2024).

2.4.1 Measurement of Purchase intention

Purchase intention can be measured by consideration of purchasing, high
probability of purchasing and willingness of purchasing (Koay, Cheah and
Goon, 2023)

3. Research Methodology

This chapter shows the research framework of this research study and the
type of research method that applied to this research study. Also, providing

the plan and the way of the data collection by following the research ethic.



3.1 Research Framework

The research framework is structured by three main variables which are
social media marketing activities, customer experience and brand love &
trust. These three variables affect the dependent variables, purchase

intention.

Figure 3: Overall Top 10 Beauty Brands on Social Media
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3.2 Type of Research

This research study will do quantitative and qualitative research which
helps to collect information from the participants. Quantitative research
helps to collect numbers involving data such as how many, how much, or

how often. On the other hand, qualitative research helps to understand



why, how, and what to gather experiences, perceptions, and behavior
(Kothari, 2004).

3.3 Data Collection Method

Quantitative and qualitative research data will mainly be collected by
survey and support by focus groups. Survey will be shared out twice, the
first roll out is for the pilot test through the reliability test to ensure the
accuracy of the data. By following a focus group mainly focused on
gathering feedback for the participants to cross check the survey is user
friendly enough for the participants to understand and answer the

guestions (Cote, 2021).

3.4 Sampling Method

There are six steps of sampling, first is to narrow down the relevant
population, then identify the parameters of interest and the sampling
frame. Also look into the type and size of sampling. Last but not least will

be the budget control (The Chinese University of Hong Kong, 2009).

In the research the survey will be shared with colleges, classmates, family
and friends then spread widely. Therefor is an non probability sampling as

a snowball that rolling out one by one (Turner, 2020)

3.5 Questionnaire Design

Questionnaire will be designed after this proposal has been submitted
then will be shared out immediately once the question is finalized. The first

round rolls as the pilot test to cross check the reliability of the questions



and also cross check with the participants to ensure the questions are easy

to understand.

3.5.1 Pilot Test

Pilot test will draw 10% of the total sampling size to cross check the
reliability. If the question cannot pass the reliability test then will require

further modification before sharing out for the mass survey (Cote, 2021).

3.5.2 Focus Group

In the meantime a focus group will be held, the main purpose is to ensure
the questions are easy to understand and straightforward enough for the
participants to answer. Also cross checking the question and answer and in

the same direction (Kothari, 2004).

3.6 Research Ethics

Provides a set of guidelines for the responsible conduct of research. Ensure
all the data and information are educated and monitor scientists
conducting research to contain a high ethical standard. For each of the
individual surveys will be declared all the data and information are
confidential and for academic use only. All personal information will not be
disclosed with others, in the report will show the result data only (City U,

2024).
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Demonstrate, briefly, how Existing Research has informed the proposed activity and explain

What the research activity will add to the body of knowledge
How it addresses an area of importance.

Purpose of Research Activity

The objective of this research is through the case study of Charlotte Tilbury to
3 find out and understand the factors that created the purchase intention in
beauty industries.

(this box should expand as you type)
Research Question

1.What factors created the purchase intention in beauty industries?
4 2.What are the relationships between the factories?

3. Practical suggestions?

(this box should expand as you type)
Aims of Research Activity
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The objective of this research is through the case study of Charlotte Tilbury to
find out and understand the factors that created the purchase intention in
beauty industries.

(this box should expand as you type)

Objectives of Research Activity

The objective of this research is through the case study of Charlotte Tilbury to
find out and understand the factors that created the purchase intention in
6 |beauty industries.

(this box should expand as you type)

Proposed methods (maximum 600 words)

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. You do not need to
justify the methods here, but should instead describe how you intend to collect the data necessary
for you to complete your project.

Quantitative and qualitative research data will mainly be collected by survey and support by
focus groups. Survey will be shared out twice, the first roll out is for the pilot test through the
reliability test to ensure the accuracy of the data. By following a focus group mainly focused on
gathering feedback for the participants to cross check the survey is user friendly enough for the
participants to understand and answer the questions (Cote, 2021). There are six steps of sampling,
first is to narrow down the relevant population, then identify the parameters of interest and the
sampling frame. Also look into the type and size of sampling. Last but not least will be the budget
control (The Chinese University of Hong Kong, 2009).

In the research the survey will be shared with colleges, classmates, family and friends then spread
widely. Therefor is an non probability sampling as a snowball that rolling out one by one (Turner,
2020)

Questionnaire will be designed after this proposal has been submitted then will be shared out

7 immediately once the question is finalized. The first round rolls as the pilot test to cross check the
reliability of the questions and also cross check with the participants to ensure the questions are
easy to understand.

Pilot test will draw 10% of the total sampling size to cross check the reliability. If the question
cannot pass the reliability test then will require further modification before sharing out for the
mass survey (Cote, 2021).

In the meantime a focus group will be held, the main purpose is to ensure the questions are easy
to understand and straightforward enough for the participants to answer. Also cross checking
the question and answer and in the same direction (Kothari, 2004)

(this box should expand as you type)

Location of research activity
Identify all locations where research activity will take place.

8 Hong Kong

(this box should expand as you type)

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

Yes, | understood.
(this box should expand as you type)

Use of documentation not in the public domain: Are any documents NOT NO
10 | publicly available?

YES a

If Yes, please provide details here of how you will gain access to specific 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.

11

(this box should expand as you type)

Does your research relate to one or more of the seven aims of the Well-being

of Future Generations (Wales) Act 20157 YES NO
12 | A prosperous Wales O
13 | Aresilient Wales O
14 | A healthier 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 | A globally responsible Wales O
19 | If YES to any of the above, please give details:

(this box should expand as you type)

SECTION F: Scope of Research Activity

Will the research activity include: YES NO
1 Use of a questionnaire or similar research instrument? O
2 Use of interviews? O
3 Use of focus groups? |
4 Use of participant diaries? O
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5 Use of video or audio recording? O
6 Use of computer-generated log files? O
7 Participant observation with their knowledge? O
8 Participant observation without their knowledge? O
Access to personal or confidential information without the participants’ specific
9 O
consent?
Administration of any questions, test stimuli, presentation that may be
10 , . : : O
experienced as physically, mentally or emotionally harmful / offensive?
11 | Performance of any acts which may cause embarrassment or affect self-esteem? O
12 | Investigation of participants involved in illegal activities? O
13 | Use of procedures that involve deception? O
14 | Administration of any substance, agent or placebo? O
15 | Working with live vertebrate animals? O
16 | Procedures that may have a negative impact on the environment? O
17 Other primary data collection methods. Please indicate the type of data collection
method(s) below.
Details of any other primary data collection method:
O
(this box should expand as you type)

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.

SECTION G: Intended Participants

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

Who are the intended participants:

<
m
(7]
4
o

1 | Students or staff at the University?

X | X
OO

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

X

Vulnerable adults?

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

X

X

Prisoners?

X

Young offenders?

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

X

ol N | o|la|~|lw| N
oo |o|jo|o (4

X

People engaged in illegal activities?

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

O
X
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Details of any other participant groups:

(this box should expand as you type)

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

How many participants are

I)
10 | expected” 400

(this box should expand as you type)

Friends and fellows
11 Who will the participants be? Research participants on social media (eg...)
Professional in the industry

(this box should expand as you type)

Leverage me network
12 How will you identify the Reach out to online communities
participants? Find research participant on social media

(this box should expand as you type)

Information for participants:
YES NO N/A
13 Will you describe the main research procedures to participants in O 0
advance, so that they are informed about what to expect?
14 | Will you tell participants that their participation is voluntary? O O
15 | Will you obtain written consent for participation? O O
16 Will you explain to participants that refusal to participate in the O 0
research will not affect their treatment or education (if relevant)?
17 If the research is observational, will you ask participants for their O O
consent to being observed?
18 Will you tell participants that they may withdraw from the research at O 0
any time and for any reason?
19 With questlonnalres, will you give participants the option of omitting O 0
questions they do not want to answer?
20 Will you tell participants that their data will be treated with full O 0
confidentiality and that, if published, it will not be identifiable as theirs?
Will you debrief participants at the end of their participation, in a way
21 . | O
appropriate to the type of research undertaken?
22 | If NO to any of above questions, please give an explanation
N/A
(this box should expand as you type)
Information for participants: YES NO N/A
24 | Will participants be paid? O O
25 | Is specialist electrical or other equipment to be used with participants? O O
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26 Are.: ther'e any flnanmal or other interests to the investigator or O O
University arising from this study?

27 Will the research activity involve deliberately misleading participants in 0 0
any way, or the partial or full concealment of the specific study aims?

28 | If YES to any question, please provide full details

(this box should expand as you type)

SECTION H: Anticipated Risks

Outline any anticipated risks that may adversely affect any of the participants, the
researchers and/or the University, and the steps that will be taken to address them.

If you have completed a full risk assessment (for example as required by a laboratory, or external
research collaborator) you may append that to this form.

Yes

1 Full risk assessment completed and appended?

No O

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

Risk to participants: How you will mitigate the risk to participants:
N/A
(this box should expand as you type) N/A

(this box should expand as you type)

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

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

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

Risk to the investigator: How you will mitigate the risk to the investigator:
N/A

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

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

Risk to the University; How you will mitigate the risk to the University:
N/A

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

Environmental risks

e For example: accidental spillage of pollutants, damage to local ecosystems
Risk to the environment: How you will mitigate the risk to environment:
N/A N/A
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(this box should expand as you type) (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 YES NO N/A
contact with such participants.

7 | Does your research require you to hold a current DBS Certificate? O (|

If YES, please give the certificate number. If the certificate number is not
8 | available please write “Pending”; in this case any ethical approval will be N/A
subject to providing the appropriate certificate number.

SECTION I: Feedback, Consent and Confidentiality

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

Research ethics

(this box should expand as you type)

2 Informed consent

Describe the arrangements to inform potential participants, before providing consent, of what is
involved in participating. Describe the arrangements for participants to provide full consent before
data collection begins. If gaining consent in this way is inappropriate, explain how consent will be
obtained and recorded in accordance with prevailing data protection legislation.

Provides a set of guidelines for the responsible conduct of research. Ensure all the data and
information are educated and monitor scientists conducting research to contain a high ethical
standard. For each of the individual surveys will be declared all the data and information are
confidential and for academic use only. All personal information will not be disclosed with others,
in the report will show the result data only (City U, 2024).

(this box should expand as you type)

3 Confidentiality / Anonymity

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

Provides a set of guidelines for the responsible conduct of research. Ensure all the data and
information are educated and monitor scientists conducting research to contain a high ethical
standard. For each of the individual surveys will be declared all the data and information are
confidential and for academic use only. All personal information will not be disclosed with others,
in the report will show the result data only (City U, 2024). (this box should expand as you type)

SECTION J: Data Protection and Storage

Does the research activity involve personal data (as defined by the General
Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 YES NO
‘DPA”)?

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

1 such as a name, an identification number, location data, an online identifier or O
to one or more factors specific to the physical, physiological, genetic, mental,
economic, cultural or social identity of that natural person. Any video or audio
recordings of participants is considered to be personal data.

If YES, provide a description of the data and explain why this data needs to be collected:
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Does it involve special category data (as defined by the GDPR)? YES NO

“Special category data” means sensitive personal data consisting of information as
to the data subjects’ —

(a) racial or ethnic origin,

(b) political opinions,

(c ) religious beliefs or other beliefs of a similar nature,

(d) membership of a trade union (within the meaning of the Trade Union and Labour ]
Relations (Consolidation) Act 1992),

(e) physical or mental health or condition,

(f) sexual life,

(g) genetics,

(h) biometric data (as used for ID purposes),

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

(this box should expand as you type)

<
m
(2]
<
o

Will data from the research activity (collected data, drafts of the thesis, or
materials for publication) be stored in any of the following ways?

X
(|

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

X

University computers?

) a
X

Private company computers?

X

Home or other personal computers?

O© | 0N || O,

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

-
o

X| X
ao|o|ad

“Cloud” storage or websites?

11

Other — specify:

O

12

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

Provides a set of guidelines for the responsible conduct of research. Ensure all the data and
information are educated and monitor scientists conducting research to contain a high ethical
standard. For each of the individual surveys will be declared all the data and information are
confidential and for academic use only. All personal information will not be disclosed with others,
in the report will show the result data only (City U, 2024). (this box should expand as you type)

Data Protection

z
(@)

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

13

X
O

Electronic transfer of data in any form?

14

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

X

15

Sharing of data with other organisations?

16

0|0 | O
X | X

Export of data outside the UK or importing of data from outside the UK?

17

X
(|

Use of personal addresses, postcodes, faxes, emails or telephone numbers?
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18 | Publication of data that might allow identification of individuals? O
19 | Use of data management system? (SPSS) U]
20 | Data archiving? 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 international equivalents,
where appropriate):
Google form achieve emails and SPSS for
(this box should expand as you type)
22 | List all who will have access to the data generated by the research activity:
Supervisor and myself
(this box should expand as you type)
23 | List who will have control of, and act as custodian(s) for, data generated by the research activity:
Supervisor and myself
(this box should expand as you type)
Give details of data storage arrangements, including security measures in place to protect the data,
24 | where data will be stored, how long for, and in what form. Will data be archived — if so how and if
not why not.
Google drive and personal driver
(this box should expand as you type)
o5 Please indicate if your data will be stored in the UWTSD Research Data Repository (see
https://researchdata.uwtsd.ac.uk/ ). If so please explain. (Most relevant to academic staff)
N/A
(this box should expand as you type)
Confirm that you have read the UWTSD guidance on data management (see
26 https://www.uwtsd.ac.uk/library/research-data-management/) YES
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 YES
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SECTION K: Declaration

»

The information which | have provided is correct and complete to the best of my knowledge. | 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 | hereby confirm that | undertake to ensure that the above named
research activity will meet the University’s Research Ethics and Integrity Code of Practice which is
published on the website: https://www.uwtsd.ac.uk/research/research-ethics/

Date:
1 | Signature of applicant: Frebie Chan

19" Dec,2024

For STUDENT Submissions:

5 Director of Dr Arion Won Date: 19"

Studies/Supervisor: g Dec,2024
th
3 Signature: 19" Dec,2024
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
guidelines and attached any required documentation:

| have read the guidance notes supplied before completing the form.

| have completed ALL RELEVANT sections of the form in full.

I confirm that the research activity has received approval in principle

| have attached a copy of final/interim approval from external organisation (where appropriate)
| have attached a full risk assessment (where appropriate) ONLY TICK IF YOU HAVE

ATTACHED A FULL RISK ASSESSMENT

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

| 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 (https://mytsd.uwtsd.ac.uk).

RESEARCH STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to
pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.

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.
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