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Abstract 
The study has highlighted the context of the topic and its relevance to the present-day situation with a detailed background. The problem statement has provided a somewhat essential outlook on its vitality to be focused on for elaborate data collection. The aim of the research is to understand the interrelation of ESG initiatives of the organisations in driving customer trust levels in the food industry. The study has emphasised the methodological choices that have been made for the study along with the data collection process. The selected articles have been thoroughly reviewed along with collecting the findings relevant to the themes that have been found in the context of the current study. The thematic synthesis has identified four major themes demonstrating that ESG initiatives have increasingly become a strategic priority for promoting sustainability within the food industry, while their effectiveness in building customer trust depends on the credibility and authenticity of implementation. The findings have further established that effective ESG practices can enhance customer trust through transparent sustainability information. However, organisational challenges, mainly greenwashing, inconsistent ESG disclosure, weak verification and fragmented supply chains, can increase consumer scepticism and limit the effectiveness of ESG initiatives. The study has highlighted that authentic organisational commitment, customer engagement, stakeholder collaboration and supportive governance are vital for sustaining trust in ESG initiatives. The study thus concludes by providing efficient, practical, and theoretical recommendations for developing long-term customer trust within the food industry. 
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[bookmark: _Toc238235488]Chapter 1: Introduction
[bookmark: _Toc238235489]Background & Problem Statement   
Environmental, Social and Governance (ESG) activities are now a core element of modern business strategy as organisations are growing under pressure, particularly by regulators, investors and consumers, to be able to demonstrate responsible and sustainable business behaviour. ESG ensures a wide scope of practices, which include environmental conservation, ethical supply, waste management, worker happiness, diversity and inclusion, corporate reporting, and accountability (Yaremchuk, 2026).
The food industry has become one of the most vulnerable industries in terms of scrutiny on sustainability. Food distribution and manufacturing industries are some of the major factors contributing to environmental issues like carbon emission, food wastage, excessive packaging, and resource depletion (Hemachandra and Pettigrew, 2025). The food producing companies are making huge efforts towards their participation in ESG initiatives to portray their commitment to sustainable development.
As per recent findings, it can be noted that the consumption pattern of the consumers is shifting toward being environmentally friendly. According to Shah (2026), nearly 10% of global consumers are responsible for causing $1.7 to $5.7 trillion worth damage to the environment annually due to their sustainable consumption patterns. In the case of the UK food industry, more than 54% would like to adopt an eco-friendly diet (Patel, 2021). 78% have been conscious of the effects of their consumption decisions (Consultancy UK, 2026). 
In the food industry, sustainability has turned into a significant buying factor. Issues related to sustainability are influencing the demands of customers and making food organizations realize the need to incorporate sustainable ESG programs. While there has been greater adoption of ESG practices, it is expected that they will not be able to create the trust of the consumers in any way. The majority of firms are openly sharing their successes when it comes to sustainability, but the consumers are becoming increasingly sceptical of the veracity of the claims. These include greenwashing, misunderstandings on sustainability, lack of transparency, and ineffective ESG reporting (Jamil and Wahyuni, 2024). Customers will not be able to differentiate between actual ESG activities and token sustainability programmes that are created to serve as marketing tools only.
It is relevant to analyze customer trust towards ESG activities from the perspective of the UK due to the fact that the country’s food industry is regulated by strong regulations and growing consumer demand for sustainability, responsible sourcing, and transparency. Today’s customers in the UK have growing concerns about the impacts of food consumption on the environment and society. At the same time, food companies function through complicated supply chains which need ESG-related communication to be credible. Finally, research suggests that there is a positive reaction of UK consumers to transparent and credible information about sustainability (Sneideriene and Legenzova, 2025).
The previous academic studies have largely been on how ESG initiatives have been affecting corporate reputation, customer satisfaction, brand loyalty and financial performance. Customer trust as a separate result of the implementation of ESG has received less attention comparatively, especially in the food industry. Moreover, the past results of the impact of transparency, authenticity and greenwashing on consumer trust are not consistent. As such, there is a critical gap in research on the effect of ESG initiatives on customer trust and what aspects of ESG-related practices enhance or diminish trust in the food industry. 

[bookmark: _Toc238235490]Research Aim  
The aim of this study will be to critically investigate the impact of Environmental, Social and Governance (ESG) initiatives on customer trust within the food industry.

[bookmark: _Toc238235491]Research Objectives
RO1: To critically evaluate the implementation and significance of ESG initiatives within the UK food industry
RO2: To examine the relationship between ESG initiatives and customer trust 
RO3: To identify the challenges related to ESG dimensions and organisational practices that impact customer trust
RO4: To recommend the factors that strengthen customer trust through ESG initiatives

[bookmark: _Toc238235492]Research Questions 
1. [bookmark: _heading=h.ibwyssqt0rqb]What does the existing academic literature report about the influence of ESG initiatives on customer trust in the food industry? 

Justification for the questions

	PICO component
	Application in the study

	Population (P)
	Consumers within the UK food industry

	Intervention (I)
	Environmental, Social and Governance (ESG) initiatives 

	Comparison (C)
	Approaches to ESG implementation

	Outcome (O)
	Influence consumer trust


[bookmark: _heading=h.w5certbjwbdg][bookmark: _Toc237861952]Table 1: PICO Framework Implementation
(Source: Self-Created)
The central research question was created within the framework of Population, Intervention, Comparison and Outcome (PICO) to ensure that the systematic literature review was focused, structured and transparent. The framework explicitly outlines the population of the review, the population of study, the criterion of comparison and the anticipated outcome, which supports a systematic and reproducible search strategy. The overall research question is going to aim at synthesising the available academic evidence on the adoption of Environmental, Social and Governance (ESG) initiatives, their impact on customer trust, the organisational issues that come with the adoption of ESG initiatives and the variables that enhance customer trust in the food sector. As a result, the research question directly relates to the research aim and objectives and helps to synthesise the existing scholarly evidence in a systematic literature review.

[bookmark: _Toc238235493]Significance / Relevance of Study
The study is significant based on the increased importance of ESG initiatives in shaping business sustainability, along with consumer perceptions within the food industry. With the consumers being more conscious of environmental protection, reduction of food waste, ethical sourcing, corporate transparency and consumer trust that has emerged as a critical factor that influences the purchase decisions and long-term brand relations. 
Academically, the study is significant as it highlights that despite the growing adoption of ESG practices by food businesses, researchers at present have focused on the outcomes like the maintenance of corporate reputation, customer satisfaction and loyalty, while the customer trust remains underexplored. The concerns regarding greenwashing, inconsistent CSG disclosures, and the lack of transparency have created uncertainty among consumers, that have made investigating the trust highly essential (Koch and Denner, 2025). The study is also professionally relevant for business leaders as it focuses on recognising the challenges that undermine the trust level of consumers from inadequate transparency and greenwashing (Khamisu and Paluri, 2024). The study also focuses on guiding the individuals professionally associated with the food industry, and even on a global scale, to maintain efficient ESG commitments along with organisational actions. The understanding of the impact of the challenges in organisations on customer trust and loyalty can help businesses to improve their sustainability efforts. 
The study is also significant for policymakers as it aims to analyse the influence of ESG initiatives on the trust level of consumers in the food sector. The findings of this study have thus been directed to provide appropriate insights for academics, industry practitioners and policymakers based on identifying effective ESG practices. The challenges that have been highlighted in the research have provided an outlook on the undermined trust level, along with recommending strategies for strengthening the confidence level of the consumers (Wu et al., 2021). Consequently, the research also focused on contributing to the theoretical understanding and the practical decision-making towards sustainable management practices in the food industry. 

[bookmark: _Toc238235494]Brief Research Methodology
The study has been executed based on a systematic literature review (SLR) methodology for critically investigating the impact of the ESG initiatives on the trust level of consumers in the food industry. The choice of SLR has been made for the study to ensure the collection, evaluation and synthesis of the existing scholarly evidence for transparency, replicability, and rigorous manner (Smela et al., 2023). The approach tends to facilitate the identification of the key themes, relationships, research gaps, and the challenges related to the ESG initiatives along with customer trust. 
The research has been entirely on secondary data sources, mainly related to the ESG initiatives and customer trust. The research will be entirely reliant on the sources of secondary data from peer-reviewed journal articles and scholarly publications, specifically. The relevant literature has been identified based on recognising the academic databases that include Google Scholar, Science Direct, and Emerald Insight. The research process has been executed using efficient keywords like ‘ESG Initiatives’, ‘Environmental, Social and Governance’, ‘greenwashing’, ‘customer trust’, ‘sustainability’ and ‘food industry’. The keywords have been set by applying the Boolean Operators method, which is used for refining the search and even improving the overall relevance of the study (Abusaada and Elshater, 2024). 
With the complete focus being on ensuring efficient relevance and quality of the literature, the specific inclusion and exclusion criteria are applied. The year range that has been referred to for collecting the peer-reviewed journal articles is 2021 to 2026. It is only the article published in the English language have been referred to for collecting the data, with the focus being on ESG initiatives, customer trust, behavioural outcomes and sustainability practices. The studies that lack methodological rigour and are non-peer-reviewed publications have been excluded from the study. The articles, such as abstracts from conferences, along with the articles that solely focus on financial and investor perspectives, are also excluded. 

[bookmark: _Toc238235495]Structure of the rest of the project
[bookmark: _heading=h.jz439sh3xzrj][image: ]
[bookmark: _Toc237861940]Figure 1: Dissertation Structure
(Source: Self-Created)
This dissertation is organised into five chapters. Chapter One summarises the topic of the research; it gives the background, the problem statement, the research aim, objectives, and questions, the significance of the research, and the overview of the methodology. Chapter two describes the research methodology, such as the research philosophy, approach, research design, data collection and analysis methods. In Chapter Three, the literature on ESG initiatives, customer trust, and the food industry is critically reviewed, and the theoretical background of the research and gaps are highlighted. The findings are discussed and presented in Chapter Four. Lastly, Chapter Five offers some conclusions, recommendations, limitations, and future research directions.
[bookmark: _Toc238235496]Chapter 2 Methodology                                       
[bookmark: _Toc238235497]2.1 Chapter Introduction
This chapter has elaborated on the specific search strategy, analysing the choice of approach and the overall format in which the study has been executed. This chapter has detailed the choices that have been made at every step of the study for selecting and incorporating the appropriate data sources. 
[bookmark: _Toc238235498]2.2 Review design 
[bookmark: _Toc238235499]2.2.1 Strategy and philosophical standpoint
The study has adopted the Systematic Literature Review (SLR) strategy for critically examining the existing evidence regarding the influence of ESG initiatives on customer trust within the food industry. The SLR strategy has been selected as it enabled the identification, appraisal and even the synthesis of high-quality scholarly evidence using a transparent and even the replicable process (Szarucki et al., 2025). It is unlike traditional narrative reviews, as the systematic approach minimises selection bias by following the predefined search procedures and the eligibility criteria. It helps in enhancing the reliability and credibility of the findings. 
The review is underpinned by the choice of an interpretivist philosophical standpoint that has recognised that knowledge can be generated through the integration of diverse forms of evidence or addressing the practical research problems. The choice of interpretivism is mainly applicable as the study aims at synthesising the findings from the qualitative studies for understanding the ESG initiatives and their influence on customer trust levels and their purchase intentions (Fischer, 2025). It is rather than adhering to the positivist assumptions, the choice of interpretivist perspective facilitates a comprehensive understanding of the relationships, organisational challenges and the practical implications associated with the implementation of ESG in the food industry. 
[bookmark: _Toc238235500]2.2.2 Review scope 
The review has focused on the scholarly literature investigating the relationship between the Environmental, Social and Governance (ESG) initiatives and customer trust in the overall food industry. The scope of the study includes studies examining sustainability practices like environmental protection, corporate governance, ethical sourcing, waste reduction, transparency, green marketing and responsible supply chain management alongside their influence on customer trust and the credibility of the brand, along with the purchasing behaviour. 
The review includes peer-reviewed journal articles that have been published between the years 2021 and 2026. It has helped ensure that the findings are based on the current trends in ESG practices and customers’ behavior. These papers have been sourced from reputable online libraries such as ScienceDirect and Sage Journals. The review has been conducted with sources that are published in English. The studies have been ensured to be focused on the food industry and the role of ESG in driving perceptions and trust among consumers. The methodological quality has been maintained in the study by incorporating peer-reviewed articles in the review and analysis. 
[bookmark: _Toc238235501]2.2.3 Methodological Focus 
The literature review has employed a qualitative systematic literature review methodology. This choice is completely based on the selection of secondary data (Cheong et al., 2023). The methodological focus of the study is identifying the appropriate sources, critically evaluating them and synthesising the empirical findings from the previously published research that is related to the ESG initiatives and the customer trust in the food industry. 
The search strategy has been developed using the predefined keywords that include ESG initiatives, customer trust, food industry, greenwashing and sustainability. Boolean operators like AND and OR have been applied to refine the database searches along with improving the retrieval accuracy. The literature selection process has followed the explicit inclusion and exclusion criteria. This has ensured the relevance, consistency and transparency within the study. The selected studies have been analysed using thematic synthesis (Braun and Clarke, 2021). The thematic analysis has been done with the application of the recurring concepts, researching the themes, relationships, organisational challenges and the gaps in knowledge that have been identified. The methodological approach has provided a comprehensive understanding of the current evidence while it has also highlighted the areas that require further research. 
[bookmark: _Toc238235502]2.2.4 Time Horizon 
The review has been executed with the choice of a cross-sectional time horizon as it has synthesised the evidence that is published during the defined period rather than examining changes over time in the case of the food industry. The literature search has been restricted to studies published between 2021 and 2026, that is reflected the rapid development in ESG policies while reporting on sustainability frameworks and even changing the expectations of consumers in the post-pandemic food industry (Aboussalah, Xu and Lee, 2022). 
The choice of selecting the five-year period has also ensured the study reviews and captures the most recent academic evidence regarding the implementation of ESG, customer trust, greenwashing, sustainability practices and transparency. Limiting the review to recent literature has enhanced the relevance to the findings of contemporary business practices and guides policymaking to ensure alignment with current ESG standards along with the trends of consumer behaviour. 
The time horizon has been selected in the case of this research for collecting the secondary data within a single span of time. This has guided the accuracy of the data along with maintaining the ethical approach of the study. 
[bookmark: _Toc238235503]2.3 Collection of sources
The choice of sources is systematic and organised in order to guarantee the selection of the pertinent, credible and up-to-date literature that can touch on the impact of Environmental, Social and Governance (ESG) initiatives on customer trust in the UK food sector. They are chosen based on the fact that academic databases, including ScienceDirect and SAGE Journals, offer a large number of peer-reviewed business, sustainability, marketing and consumer behaviour publications. In order to enhance the relevance and quality of the review, predefined search terms, Boolean operators and filtering criteria are used throughout all databases. Peer-reviewed journal articles published in English between 2021 to 26 only are taken into account. This methodology contributed to the transparency, reproducibility, and completeness of the literature search and made sure the chosen studies are relevant to the research objectives and research questions. 
[bookmark: _Toc238235504]2.3.1 Search sentence
The search strategy is formulated based on the PICO framework and applied using Boolean operators to systematically identify related studies. The keywords denoting the concepts of the research are joined with the operators AND and OR.
(“Environmental, Social and Governance” OR ESG)
AND 
(“customer trust" OR "consumer trust” OR “brand trust”)
AND
(“food industry” OR “food sector” OR “food retail”)
AND 
(“United Kingdom” OR UK)
Other search terms like ‘greenwashing’, ‘sustainable food brands’, ‘consumer perception’, ‘traceability’ and ‘sustainability’ are also used to find the studies that cover the organisational factors that affect customer trust. The filters used in databases are publication years from 2021 to 2026, peer-reviewed articles and English-language articles.
[bookmark: _Toc238235505]2.3.2 Sampling strategy
A purposive sampling methodology is considered, whereby studies that are directly related to the research objectives are identified (Ahmad and Wilkins, 2025). As opposed to picking studies randomly, purposive sampling allowed including articles that research ESG initiatives, sustainability practices, customer trust and consumer behaviour in the food industry. After the database search, the titles and abstracts are filtered against the inclusion criteria and then full-text assessment is done. Duplicate records and studies that are not related to the research focus are not considered. The ultimate sample is 50 high-quality peer-reviewed journal articles that together offered both empirical and conceptual evidence on the relationship between ESG initiatives and customer trust and the organisational factors influencing this relationship. 
[bookmark: _Toc238235506]2.3.3 Inclusion and exclusion criteria 
To maintain consistency and minimise selection bias during the literature search, the inclusion and exclusion criteria are set ahead of the literature search.
	Inclusion Criteria
	Exclusion Criteria

	Peer-reviewed journal articles
	Non-peer-reviewed journals 

	Published between 2021 and 2026
	Studies published before 2021

	English language publications
	Non-English publications

	Studies researching ESG, sustainability or corporate responsibility to customer trust
	Studies focusing solely on financial performance or investor behaviour

	Food industry or closely related consumer food contexts
	Studies unrelated to the food industry

	Full-text accessible articles
	Abstract-only publications


[bookmark: _heading=h.5thjiueym166][bookmark: _Toc237861953]Table 2: Inclusion and Exclusion Criteria
(Source: Self-Created)
The criteria are used to make sure that only recent and academically sound studies that are relevant to ESG initiatives and customer trust are included. The peer-reviewed journal articles are restricted, which certainly helps to improve the credibility of the findings (Lozada-Martinez et al., 2025). Whereas the timeframe restricted between 2021 and 2026 allowed keeping the review up-to-date with recent trends in ESG practices. Even though the main focus is the food industry in the UK, related international research is also stored, which offers transferable information on ESG implementation and consumer trust. 
[bookmark: _Toc238235507]2.3.4 Approach to evaluation and appraisal of sources
After selection of the studies, the quality and relevance of the studies included is assessed using the Critical Appraisal Skills Programme (CASP) checklist. The appraisal is ensured by considering the clarity of research objectives, methodological suitability, data collection processes, analytical processes, validity of the findings and contribution to the research topic. The articles are evaluated to see whether they present plausible evidence on ESG initiatives and customer trust. In research such as the one discussed here, synthesis is emphasized in selecting research papers that have good designs and methodology and support their findings (Coatsworth-Puspoky et al., 2025). Furthermore, the usefulness of every article to the research objectives and PICO framework is taken into account to maintain consistency in the review process. The use of a systematic appraisal process increased the quality of the systematic literature review by minimising the number of included low-quality evidence and facilitating a transparent and replicable review of the chosen literature. 
[bookmark: _Toc238235508]2.3.5 CASP Quality Assessment 
CASP checklists were applied to the review according to methodological design of the included studies, and not to all the sources. This procedure enabled qualitative and quantitative studies to be evaluated by using the corresponding CASP criteria without losing uniformity in determining the quality of methods, plausibility and applicability to the research question. These studies were evaluated based on the applicable CASP criteria, including methodological rigour, research design clarity, data collection, data analysis, research credibility and relevance with the research question. Nevertheless, 405 articles were filtered out in the abstract/full-text screening due to irrelevancy or not meeting the predetermined eligibility conditions. Generally, the CASP appraisal revealed that the studies included had a sufficient methodological foundation of the review, and strengths and limitations were identified in the interpretation and synthesis of findings.
[bookmark: _Toc238235509]2.4 Analysis tools and techniques
Thematic analysis is used to analyse the selected literature, according to the six-step method suggested by Braun and Clarke (2021). Firstly, these papers are repeatedly read to get familiar with the findings. The most relevant information regarding ESG practices, customer trust, organizational barriers, and enabling factors are selected and compiled using Microsoft Excel. Open coding is undertaken with the aim of coming up with recurrent concepts across the studies that have been selected. Codes are clustered around larger themes that present shared patterns in the literature. These themes are revisited, polished and deduced to respond to the research questions and objectives. The thematic analysis is chosen due to its ability to help synthesise qualitative evidence from numerous studies in a systematic way and enable the identification of similarities, differences and research gaps (Naeem et al., 2023). This analytical method therefore gave a holistic perspective of the impact of the ESG initiatives on customer trust in the food industry. 
[bookmark: _Toc238235510]2.5 Literature search summary
The total number of articles that have been selected from both databases collectively is 58,100. The number of articles from ScienceDirect is 49,606, and the number of articles from Sage Journals is 8,494. The articles have been collected in complete alignment with the inclusion-exclusion criteria for narrowing the rate of appropriate articles as per relevance. 
The overall literature search has been based on the prospect of the PICO framework that has helped in segmenting the study topic appropriately. The population [P] of the topic are the consumers, the intervention [I] is the implementation and communication of environmental, social and governance (ESG) initiatives. Comparison [C] is of the food companies having weak or limited ESG initiatives and outcomes (O) of increased customer trust and purchase intentions. 
	Customer/consumer 
	Sustainability 
	Food products 

	Customer trust/consumer trust 
	Green practices 
	Eco-friendly food 

	Environmental, Social, Governance (ESG)
	Food brand 
	purchase/buying behaviour 


[bookmark: _heading=h.b27e0a20mo8x][bookmark: _Toc237861954]Table 3: Keywords used in search strings
(Source: Self-Created)
The PRISMA diagram presented below provides an overview of the narrowing down of the results to eventually incorporate the relevant sources for the review.
[image: ] 
[bookmark: _heading=h.vdvfqohjtokz][bookmark: _Toc237861941]Figure 2: PRISMA Flowchart representing selection of the sources for the final review
(Self-created)
The PRISMA screening process has demonstrated a rigorous and systematic approach for identifying the relevant literature for the SLR. Initially, a total of 58,100 records were identified from the databases ScienceDirect and Sage Journals. The application of the filter 2021 to 2026 has reduced the records to 30,118. Further application of the filter for peer-reviewed and English-language publications has narrowed the database to 23,480, from which 10,080 duplicates have been removed, resulting in the remaining 13,400 unique records. Subsequently, the non-open-access articles have been excluded, retaining only accessible literature, leaving around 9,987 records for screening. The titles have been screened that led to the exclusion of 9,532 records that were not directly relevant to the topic of the study. The resulting number of studies is 455 that are eligible for full-text assessment. A detailed evaluation of the abstracts has been conducted along with the full-text articles in alignment with the inclusion and exclusion criteria. This resulted in the exclusion of 405 studies due to limited relevance or failure to meet the overall eligibility requirements. Ultimately, 50 high-quality studies have been selected to be included in the final SLR. The structured selection process has enhanced the transparency and credibility of the review, ensuring that the final evidence base is relevant and has a robust methodology. 
[bookmark: _Toc238235511]2.6 Review limitations
Even though the systematic literature review is based on a structured and transparent approach, there are several limitations, which should be recognised. The review did not consider all peer-reviewed journal articles that are published in the last 2 years, 2021 to 2026, and this might have left out studies in other languages or published during another period. Second, although the review targeted the food industry in the UK, there is insufficient UK-specific research to include. Therefore, it is necessary to include research across different countries that could have similar contexts, which in turn could limit the direct applicability of some results. Third, the use of thematic data limited the analysis to the available evidence and did not allow exploring the current consumer perceptions with the help of primary research (Mogaji, Balakrishnan and Kieu, 2021). There can also be publication bias since the studies that present strong or positive results will be published more than those with inconclusive results. Nonetheless, the nature of predetermined inclusion criteria, systematic search methods, PRISMA guidelines and quality appraisal enhanced the credibility, transparency and reliability of the review results. 
[bookmark: _Toc238235512]2.7 Chapter conclusion 
This chapter has described the systematic review approach that is used to explore the effects that ESG initiatives have on customer trust in the UK food industry. It outlined the research design, strategy of literature search, source selection, quality appraisal and thematic analysis process, which offered a clear and rigorous methodological basis to the findings and discussion in the next chapter. 


[bookmark: _Toc238235513]Chapter 3: Literature Findings, Analysis and Discussion
[bookmark: _Toc238235514]3.1 Introduction
This chapter has presented the findings, analysis and discussion of the systematic literature review through the thematic synthesis of the recent studies examining customer trust in the ESG initiatives within the food industry. The analysis is based on the peer-reviewed articles that were published between 2021 and 2025 and identified the four overarching themes that address the research objectives. The chapter has considered the strategic importance of ESG strategies in creating sustainability before considering the trustworthy ESG practices that affect the behavioral results by influencing the trust of the customers. The next part considers critically the organizational barriers that lead to mistrust, especially transparency and greenwashing problems. The chapter concludes with a discussion of strategies that strengthen authentic ESG implementation. Throughout the chapter, the similarities, contradictions, and research gaps within the existing literature have been critically analysed. This has provided a comprehensive understanding of the ESG-driven customer trust in the food industry operating on a global scale and even in the UK. 

[bookmark: _Toc238235515]3.2 Sample Overview 
	Themes 
	Subthemes 
	Authors and Year

	Theme 1: ESG initiatives have become a strategic priority for promoting sustainability in the food industry 
	1.1  Environmental sustainability practices demonstrate organisations’ commitment to responsible resource management 















1.2 Social and governance initiatives strengthen ethical business practices across the food supply chain 
	1. Said, Z., Vigneshwaran, P., Shaik, S., Rauf, A., and Ahmad, Z. (2025)
2. Ungemach, C., Astvansh, V., Bedi, S., Puranam, D., Cuenca, A. S. D. T., Sheldon, T. L., Blanco, C. C., Constantino, S. M., Markov, T., Miller, S., Ozturk, O. C., Reibstein, D., and Hardisty, D. J. (2026)
3. Kapoor, D., Shields, K., Reynolds, C., Del Valle Menendez, M., and Jaacks, L. M. (2025) 
4. Osei, M. B., Papadopoulos, T., Acquaye, A., and Stamati, T. (2023). 
5. Saha, A., Raut, R. D., Kumar, M., Paul, S. K., Shi, Y., Shah, B., and Ghoshal, S. (2025)
6. Lehtokunnas, T., Mattila, M., Närvänen, E., and Mesiranta, N. (2022) 
7. Deprá, M. C., Dias, R. R., Zepka, L. Q., and Jacob-Lopes, E. (2022) 
8. Conversano, E., Samoggia, A., and Benussi, C. (2026)
9. Sneideriene, A., and Legenzova, R. (2025)


10. Zong, W., Tu, H., Luo, F., Junejo, I., Din, A. U., Zhou, D., Luo, A., & He, H. (2024) 
11. Manning, L., Brewer, S., Craigon, P. J., Frey, J., Gutierrez, A., Jacobs, N., Kanza, S., Munday, S., Sacks, J., and Pearson, S. (2022) 
12. Lee, C., and Hammant, C. (2023) 
13. Dhaigude, A. S., Chatterjee, D., and Kamath, G. B. (2025) 
14. Truant, E., Borlatto, E., Crocco, E., and Sahore, N. (2023) 
15. Zeng, L., and Wan, J. (2024) 
16. Wu, Q., Zhu, J., and Cheng, Y. (2022) 
17. Shi, W., Zhou, C., and Wang, X. (2026) 


	Theme 2: Effective initiatives of ESG positively influence customer trust in the food industry  
	2.1 Consumers attain positive perceptions when organisations implement credible ESG initiatives
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(Source: Self-Created)
Note: While the most of the included studies are from international contexts, their findings remain relevant and transferable to the UK food industry. 
[bookmark: _Toc238235516]3.3 Findings and Discussion           
[bookmark: _Toc238235517]Theme 1: ESG initiatives have become a strategic priority for promoting sustainability in the food industry 
1.1: Environmental sustainability practices demonstrate organisations’ commitment to responsible resource management
Environmental sustainability has emerged as a central component of the Environmental, Social and Governance (ESG) strategies in the global food industry as organisations seek to reduce their environmental footprint while responding to the increasing stakeholder expectations. This theme can thus be supported by the knowledge from Said et al., (2025) and Ungemach et al., (2026), who highlight that food production contributes substantially to greenhouse gas emissions, excessive water consumption, loss of biodiversity and packaging waste. This makes environmental stewardship a strategic necessity rather than a voluntary corporate activity. Consequently, Kapoor et al., (2025) have highlighted that food manufacturers and retailers, mainly in the UK, have eventually integrated initiatives like sustainable sourcing, carbon reduction, renewable energy adoption, circular packaging systems and food waste minimisation into their ESG frameworks for strengthening long-term sustainability and organisational legitimacy. So far, the evidence suggests that the initiatives are deeply embedded in the corporate strategy, as they enhance operational resilience alongside environmental performance. 
Furthermore, the current literature argues that responsible resource management tends to provide firms with opportunities to improve both environmental and competitive performance. As a matter of fact, as shown by Osei et al., (2023) and Saha et al., (2025), the integration that results from utilizing the concept of sustainability may result in efficiency reduction through better cooperation with the suppliers and customers; on the other hand, the organizational culture may serve as a tool for maintaining the sustainability of sustainability. Likewise, according to Lehtokunnas et al., (2022), the circular economy, sustainable design of products, and environmental marketing are the most important tools for reaching ESG objectives. Generally speaking, these references indicate that environmental actions are more than just compliance with regulations; they are a valuable asset for the organization. 
However, the literature further presents an opposite view with regard to the impact of environmental ESG practices. Although these companies claim that they have been successful with regard to sustainable packaging, carbon neutrality, and waste management, some authors, such as Deprá et al., (2022) and Conversano, Samoggia, and Benussi (2026), suggest that merely being environmentally responsible is not enough to build trust among stakeholders. Consumers now judge whether or not efforts are sustainable based on the presence of transparency. As seen in the research by Sneideriene and Legenzova (2025) conducted on British consumers, digital disclosure of environmentally responsible practices positively impacts consumer trust only if the disclosure is perceived to be credible and detailed enough. 
Consequently, it could be interpreted from the current knowledge that environmental initiatives require robust communication along with measurable outcomes for achieving their intended strategic value. The existing research has indicated the continuation of ESG practices despite the challenges across the food supply chain in the UK and on a global scale. The studies have also examined organisational sustainability performance, while there remains a significant research gap concerning the mechanisms through which the environmental resource management practices translate into sustainable consumer trust within the food industry. 
The results suggest that environmental ESG practices are no longer considered as isolated sustainability practices but are more integrated in the operations of the food-sector. The evidence, however, must not be construed to prove that environmental action is a sure way of instilling customer trust. 
Instead, synthesis by Alkandi (2025) implies that the credibility and demonstrability of environmental performance are in the sense of whether such initiatives gain strategic value in the perspective of a stakeholder. This is concurring to broader studies carried out by Daou et al., (2025) that indicated a decrease in trust where greenwashing, low levels of transparency and ambiguous environmental statements may undermine trust even in circumstances where organisations are proactive in conveying sustainability promises. A systematic review of greenwashing in the food industry has found transparency, information availability, consumer knowledge and trust as intertwined variables making a difference in perceptions of the environmental claims.
On the other hand, according to Al Amosh and Khatib (2025), visual representations of organisational commitment could be provided by the implementation of the above-mentioned environmental efforts such as waste reduction, sustainable supply and carbon management. Nevertheless, on the other hand, according to Kinnunen et al. (2022), consumers are unable to distinguish real changes from the environmental issues from greenwashing, which is done successfully. Moreover, recent research in the restaurant business field shows that bad environmental communication may influence consumers' perceptions negatively (Alyahia et al., 2024; Azazz et al., 2024). Thus, the current results imply that implementation is an imperfect measure of ESG effectiveness. The thing is the connection between actual environmental performance, and communication and the possibility of the customer to test the statement.
This argument is especially important since environmental sustainability is usually conveyed with the help of simplistic marketing. The recent findings of greenwashing in the food industry by Vukasović et al., (2026) and Şenyapar (2024) suggest that consumers are capable of negatively reacting to greenwashing, and environmental awareness consequently heightens the capability of consumers to identify potentially deceitful sustainability activities. As a result, organisations should not count on the increased visibility of ESG initiatives as the means of increasing trust. Actually, the spread of more communication with lack of evidence can put organisations in a higher level of doubt. This implies that having environmental ESG is a two sided trust game whereby when the environmental action is credible, the perceptions of responsibility are reinforced, and where unsupported or overstated claims are made, the trust that the ESG communication is meant to foster is actually undermined (Bo, 2025).
Synthesis thus results in a more critical interpretation of the environmental ESG implementation. These initiatives should not be considered important strategically based on the amount of sustainability practices embraced, but on whether organisations will be able to realise significant environmental impacts and communicate them in a transparent manner. It also implies that there is no direct relation between the environmental performance and the customer trust and credibility is an important intervening situation. 
The literature that is currently available provides an abundance of data on environmental practices and greenwashing conducted by Isac et al., (2025) and Tikkha et al., (2024) even though very little is written about the translation of certain environmental practices into customer loyalty within the food sector. This is a significant gap and supports the necessity to consider ESG implementation both in the organisational and customer-based approach. The discussion directly relates to the objective of the research and is chiefly covered by RO1, while providing the answer to RQ that the literature implies the association of environmental ESG and customer trust by stating that actions of the organisation are credible, demonstrable and transparently reported.

1.2 Social and governance initiatives strengthen ethical business practices across the food supply chain
The social governance dimensions of ESG have become highly essential for strengthening ethical business practices throughout the global food supply chain. In research work done by Zong et al., (2024) and Manning et al. (2022), for instance, it has been found that other than environmental sustainability, there should be proper management of labor, sourcing ethics, governance, stakeholders’ responsibility, and human rights as well in the case of the food industry organizations. Complementing this, the knowledge provided by Lee and Hammant (2023) can be incorporated, which highlights that in the UK food industry, the increased regulatory requirements and consumer expectations have encouraged organisations to embed social responsibility along with governance mechanisms into the corporate strategy. 
This has clearly reflected the sense of recognition that sustainable food systems depend on ethical relationships between the suppliers, employees and communities rather than environmental initiatives alone. The current literature also highlights that ethical sourcing and responsible governance are strategic capabilities that tend to improve the overall sustainability performance. In support of this, Dhaigude, Chatterjee and Kamath (2025) have found that organisational culture and supply chain integration enable food manufacturers globally to strengthen their sustainability performance through collaboration with suppliers, internal governance mechanisms and knowledge sharing. This is also maintained by businesses operating in the UK. 
The results imply that social and governance aspects of ESG are important, as they expand the organisational accountability beyond environmental performance to the treatment of people by food businesses, their suppliers and accountability. From the literature reviewed by Sridharan (2025), it has been noted that 82% of the companies are strictly maintaining their ethical policy documents which does not just mean that ethical conduct is certainly intrinsic to their supply chains. This is significant as the food supply chain is complex which can involve many different suppliers, locations and relationships in various geographical and organisational contexts. Some recent literature reviews related to the topic of supplier codes of conduct in manufacturing companies (food sector included) are provided by Schrobback et al., (2023) and Khan (2025).

Likewise, Truant et al., (2023) have pointed out that ESG disclosure has turned into a strategic governance practice rather than a simple reporting one. The use of the ESG approach has been focused on the elimination of ESG washing, alongside with the promotion of technology transparency, cooperation among companies, and the development of ESG metrics for improving accountability along the supply chains. These results have obviously illustrated the government structure that is aimed at ensuring ethical decision-making and increasing organisational legitimacy, while also promoting responsible behaviour of supply chains. This is a problem that is supported by more extensive evidence. Some recent literature reviews about the disclosure of social responsibility include the work of Singh (2024) and She (2022), which clearly shows that both supply chain practices and the disclosure practices themselves may be influenced by the act of disclosure; however, the structure of disclosure influences the effectiveness of the disclosure practice. The studies on sustainable food supply chains indicate that consumers need the information associated with the quality, safety, origin and sustainability of the product, implying that transparency is helpful provided the information they obtain is substantial, but not just extensive.
Despite the advantages, the literature presents conflicting evidence regarding the practical implementation of the social and governance initiatives. There is the claim by various scholars, such as Zeng and Wan (2024) and Wu, Zhu, and Cheng (2022), that the efficiency of governance depends on the interaction of contractual control and relational governance. The researchers further provided an understanding that the excessive reliance on compliance mechanisms might encourage superficial conformity instead of genuine ethical collaborations among the suppliers from geographically diverse locations. This argument is especially compelling as over-reliance on formal compliance can also motivate suppliers to comply with the minimum requirements without the need to build real ethical commitment (De Souza and De Souza, 2024; Perkiss et al., 2025). Thus, the existence of governance processes cannot be viewed as the automatic indication of responsible organisation behaviour. Rather, accountability, cooperation and constant oversight seem to be the key to the functioning of good governance.
Consequently, the governance practices should balance regulatory compliance with trust-based relationships to ensure long-term sustainability. Several scholars like Shi, Zhou and Wang (2026) have questioned whether governance disclosures are able to reflect organisational behaviour accurately. This is because while companies highly publish ESG reports, the inconsistency in reporting standards and selective disclosure continue to reduce the confidence of stakeholders, along with consumer perceptions. The empirical research has constantly focused on the predominance of organisational performance outcomes rather than examining the influence of ethical governance on consumer trust. There is yet the gap in the current research regarding the mechanisms through which social responsibility, governance practices and ethical sourcing collectively shape the trust of consumers towards food brands, highlighting the need for greater integration among supply chain governance and consumer behaviour research. 
This results in a critical argument that the practice of social and governance ESG impacts trust based on the credibility of organisational relationships and information as opposed to policy adoption. As supported by Taiwo et al., (2023) and Gutierrez-Huerter et al., (2023) believed that responsibility can be exhibited through ethical sourcing, fair labour practices and mechanisms of governance through consumer-packaged goods (CPG) supply chain or even data analytics like blockchain. Yet these practices are unlikely to be assessed by the customer, as most of the activity is behind the supply chain. In turn, traceability, credible disclosure and accountability come into the limelight as the potential means of making otherwise invisible organisational behaviour visible to consumers. This interpretation is supported by the evidence of research in food traceability by Reitano et al., (2024), which reveals that the perceived risk can be minimized by transparency and data integrity and increase consumer trust.
However, there is also evidence to the effect that increased disclosure may not necessarily translate into increased trust. The success of any social and governance programmes relies on the credibility of information, its ability to be comprehended and backed through real organisational behaviour (Moussa et al., 2024). Therefore, the best interpretation based on the literature is the establishment of the context of trust by ESG governance and not the establishment of trust. It also reveals a research gap; the literature often focuses on supply-chain performance, on governance mechanisms or disclosure as individual factors, it is also described how these social and governance practices involve consumers in developing trust in food brands. This discussion will apply to the research objective and will mainly consider RO1 and also consider RQ, as it will show that such initiatives are important to customer trust when they are backed by credible governance, transparency and accountability.

[bookmark: _Toc238235518]Theme 2: Effective initiatives of ESG positively influence customer trust in the food industry
2.1 Consumers attain positive perceptions when organisations implement credible ESG initiatives 
The growing adoption of ESG initiatives has fundamentally changed how consumers evaluate food companies, with credible sustainability practices increasingly shaping the perceptions of consumers and their trust. In the context of the global food industry and mainly within that of the UK, Lee, Young and Barkemeyer (2025) highlight that consumers have become highly conscious of the environment and the welfare of society. They have thus started expecting organisations to demonstrate authentic commitments to sustainability rather than relying on promotional claims. Consequently, it could be argued that the research by Truong et al., (2026) has provided an outlook that ESG has evolved from a compliance mechanism into a more strategic marketing and relationship-building tool that influences consumer evaluations before making purchase decisions. Both studies demonstrate that consumers tend to think that companies practicing transparency of ESG initiatives appear to be more responsible, ethical and even credible making brand perception more favourable.
The literature has proven that credibility of ESG practices has more impact on customers' perception than their existence itself. Studies of ESG communications such as Ruan, Yang and Dong (2024), Phan et al., (2026), showed that ESG information which is transparent and of good quality significantly improves the brand perception and its performance. This subsequently improves the purchase intentions of the consumers. Rather than responding solely to the sustainability claims, consumers tend to evaluate the reliability and completeness of ESG disclosures when forming the perceptions of organisational integrity. Similarly, Duckworth et al., (2022) have highlighted, with the response from surveying UK consumers, that sustainability awareness has increased along with consumers possessing varied interpretations of environmentally, socially and economically sustainable food. 
This clearly indicates that organisations must communicate ESG initiatives to reduce ambiguity and even strengthen positive consumer perceptions. The results indicate that the perception of consumers of food organisations by credible ESG implementation may be enhanced, but they do not underpin a mere hypothesis that sustainability activity will automatically lead to trust. Nevertheless, it is clear that the results of the research by Koh et al., (2022) and Gazzola et al., (2026) demonstrate the importance of credibility in forming the consumer perceptions owing to the connection between it and ESG performance. This is in accordance with the research focused on consumer trust where labelling, certification, traceability and claims about the products were found to be among main ways of analyzing less obvious characteristics of food products and increasing consumer confidence in food companies. Thus, consumers do not necessarily assess ESG practices per se, instead, they employ the evidence they have to determine whether an organisation is trustworthy.
Furthermore, studies like Keaney et al., (2026). and Hashim, Tan and Zheng (2025), there is contradicting evidence about the efficacy of ESG communication. Though the transparency of disclosure helps consumers form better evaluation of the company, the sustainability claims do not help to generate any positive behavioural impact. In addition, Ketkaew and Komsing (2025) state that sustainability claims have little impact on consumers who are also evaluating external variables such as eco-labels for food products. These existing studies clearly challenge the assumptions that ESG communication enhances trust among consumers automatically. This indicates the increasing approach of consumers to verify sustainability claims using diverse information sources before forming favourable perceptions. 
The systematic review of greenwashing in the food industry has highlighted the increasing awareness of consumers that has made it easier for them to identify misleading environmental claims. The findings have also highlighted that consumers perceive food products to be environmentally responsible when the sustainability information is credible and believable. Nevertheless, most of the existing literature focuses on behavioural intentions rather than long-term customer trust, while the UK-specific empirical evidence examining credible ESG implementation to elevate consumer trust is limited. This requires further research on credible ESG practices shaping sustained consumer trust within the UK food industry. 
As for the Stakeholder Theory, the usefulness of ESG lies in the fact that the companies are sincere in meeting the expectations of stakeholders, and ESG itself is perceived as compliance (Talan et al., 2024). According to Ahn and Lee (2024), consumers are stakeholders whose perception determines buying behavior, reputation and relationship. However, it is not only about communication but about actions that demonstrate that certain actions are done due to the specific values held by companies. In case of Consumer Trust Theory, consumers give out trust signals when it is impossible to observe ESG attributes (Jaffari et al., 2026). As such, genuine ESG reporting can enhance trust and corporate image, whilst greenwashing can destroy trust, especially among those consumers who are environmentally conscious. ESG therefore is more effective where organisations show a genuine concern as opposed to communicating sustainability messages. 
The conclusion is thus critical to the evidence. Park (2026) and Amaral (2026) argued that effective ESG practices may reinforce positive consumer attitudes, however, credibility is a precondition but not an outcome of communication. Organisations should not believe that a greater extent of ESG disclosure will inevitably result in greater trust. Instead, the ESG information should be aligned to visible, consistent and genuine organisational behaviour. The results also indicate a gap since a significant portion of the current literature focuses on purchase intention and immediate consumer reactions, whereas relatively little focus is placed on how plausible ESG practices foster a long-term customer trust, especially in the context of the UK food market. The discussion adds to the research objective and can mainly address RO2 while answering the research question by proving that ESG can positively affect consumer trust and perceptions, but mostly when perceived as credible, authentic and backed up by compelling evidence.

2.2 Customer trust impacts positive behaviour  towards food brands 
Customer trust has emerged as a fundamental mechanism through which ESG initiatives influence consumer behaviour in the food industry. Based on the outlook provided by Ngo et al., (2026) on the Gen Z group of customers, it is evident that they rely intensively on the aspect of environmental sustainability of the product before purchase. Consumer trust enables organisations to reduce the perceived risks that are associated with sustainable food products. The article further emphasises that food brands across the world and even in the UK that implement credible sustainability practices have fostered positive behavioural outcomes that include stronger purchase intentions, consumer loyalty, positive word-of-mouth and long-term brand relationships. 
Furthermore, Macready et al., using data from over 25,000 consumers across thirteen European country included UK, have found that trust in farmers and food retailers high strengthen the relationship between consumers’ sustainability motivations and their intentions to purchase sustainable food products. The study has further argued that trust cannot compensate for weak environmental motivation but amplifies the existing sustainability preferences into actual behavioural intentions. These evidence clearly suggest that trust functions as the psychological facilitator along with the behavioural catalyst within the sustainable food market. It can be further understood that trust should not be understood as an independent trigger to ensure sustainable consumption, but rather as a mechanism that converts positive sustainable attitudes into more actionable consumer responses (Syed et al., 2024). 
This interpretation is highly relevant in the context of UK where the consumers confidence in the wider food system remains essential while not being universal. The Food Standards Agency’s 2025 Food and You 2 Wave 10 survey has found that 77% of the respondents have confidence in the food supply chain, while 86% were confident that the information on food labels was accurate (Shillitoe et al., 2025). The latest evidence provided by FAO.org (2026), highlights the consistency of framing food trust around safety, authenticity, information accuracy and sustainability. Thus, in the case of London and other highly competitive UK food markets, ESG claims are more likely to generate behavioural benefits when consumers can verify them through credible labels, traceability and transparent evidence rather than simply through promotional communication. 
Although a number of studies have established trust as an important determinant of purchase intentions, the behaviour is nevertheless affected by other environmental variables such as price sensitivity, product availability, and even perceived quality. According to the research conducted by Doanh et al., (2025) regarding the use of blockchain technology in enhancing traceability of food products, digital traceability system helps build customer confidence thus enabling them to buy organic food. The study has also found that it depends on the ability of consumers to be able to find and analyse the sustainability information to attain the brand image towards environmental consciousness. 
This indicates that even technological innovation alone is insufficient to guarantee behavioural change. Furthermore, evidence from Sañosa, Gumacial and Yamagishi (2026), suggests that trust enhances the behavioural outcomes only when the ESG initiatives are perceived to be credible. Eco-labels and sustainability certifications are significant factors that positively influence purchase intentions while reducing uncertainty and even increasing the perceived product credibility. 
The results obtained in the previous studies can be attributed to stakeholder theory, in the sense that ESG efforts are essentially a strategic effort by the organizations to meet the requirements of their stakeholders as well as to ensure their legitimacy (Sulemana et al., 2025). In this context, ESG credibility can strengthen attitudes towards sustainable food, while trust reduces uncertainty surrounding the decisions. Price and product availability might constrain the perceived behavioural control. This is further relevant in Britain because the FSA reported in 2025 that around 91% of consumers have identified rising food prices as a concern. A similar global consumer survey conducted by PwC revealed that consumers are prepared to pay a 9.7% sustainability premium (ESG News, 2024). 
This demonstrates that sustainability preferences can coexist with strong affordability constraints. Thus, in alignment with research objective 2, it could be interpreted that trust is most likely to generate actual behavioural outcomes when sustainable food products are simultaneously credible, accessible and affordable. Overall, the evidence supports the trust-intention-behaviour pathway, providing a clear response to the research question. Despite growing evidence linking trust with behavioural outcomes, most of the research is focused on conducting cross-sectional studies and measures the behavioural intentions of the consumers rather than emphasising their actual purchase behaviour. There is also a limitation on UK-specific longitudinal studies examining the role of ESG-driven trust in sustaining customer loyalty. This again provides the scope for further research to establish the evolution of trust over time, along with authentic ESG implementation that can create enduring behavioural commitment towards food brands in a highly competitive market.

[bookmark: _Toc238235519]Theme 3:  Challenges in the ESG initiatives in limit the development of customer trust
3.1 Consumer trust and confidence is strengthened by transparent ESG communication
This theme has given reference to the outlook of transparent ESG communication emerging as highly essential in strengthening customer trust and confidence within the global food industry. Patel et al., (2021) have highlighted that with consumers being more aware of sustainability, ethical sourcing and environmental impacts, they have eventually expected the food companies to provide information regarding ESG performance that is accurate, verifiable and accessible. This can be backed up by the interpretation that ESG performance is a very credence quality of products in the food industry since the consumers are not able to check independently many aspects such as carbon footprint, ethics in sourcing, and the sustainability of the supply chain just from consumption of the product (Guo, 2026). So, extensive sustainability reports, traceability data, and independently verified certifications can serve as credible signals whereas environmental jargon serves as a comparatively weaker one.
As far as the food industry in the UK is concerned, as pointed out by Gerassimidou et al., (2022), transparency has emerged to be an imperative aspect that is crucial for legitimization and establishing consumers' trust. The article has emphasised the current challenges of extensive use of plastic packaging by the currently operating businesses. Consequently, effective ESG communication is now considered to be a critical organisational capability that influences the ability of consumers to evaluate the authenticity and sustainability initiatives, along with the trustworthiness of food brands. A number of studies, such as those conducted by Rana et al., (2026) and Boller et al., (2026), have found that transparency in ESG disclosures has helped build up consumer trust by reducing information asymmetry.
It has also been found in the articles that high-quality ESG disclosures have significantly improved brand credibility and even consumer trust, as they provide clear evidence on the sustainability performance of the organisations rather than relying on promotional claims. The recent UK research provides empirical support for this distinction. A preregistered study of UK consumers found that the sustainability labels have substantially raised product choice. The labelled products are selected more frequently than products without such labels. It is also evident that information can influence consumer evaluation without necessarily eliminating economic considerations. This suggests that transparent communication is capable of strengthening consumer responses, while the effect depends on whether the information is sufficiently meaningful and actionable. 
The current literature has also presented essential contradictions regarding the effectiveness of ESG communication. It has also been found so far that transparency generally strengthens trust. However, authors like Nazari and Poursoleyman (2025) have argued that disclosure alone is insufficient if communication lacks credibility or independent verification. The article also provides the knowledge that financial constraints of brands can also limit their investment in sustainability practices. It is also relevant to the agricultural sector that Wahyuningrum et al., (2025) have identified the lack of efficient disclosure on water sustainability. The article provides an outlook on the intensive issues that are faced with water management, along with a lack of reliable disclosure of sustainable agricultural practices that affects food security amid the issues of climate change and population growth. 
It gives us an explicit notion that firms can provide plenty of information on their sustainability without increasing consumer trust, which means that the process of transparency should be complemented by clearness, comparability and facts in order to achieve the trust result. This is crucial because the concept of transparency should not be associated with the volume of information. The amount of fragmented or complicated information may lead to the overload of the consumer, who would not be able to differentiate between ESG performance and marketing (Vukasović, Trglavčnik and Faganel, 2025). Thus, effective transparency requires relevance, comparability, accessibility and independent verification rather than simply greater disclosure volume. 
It is fair to interpret that the UK regulatory environment reinforces this interpretation. The Competition and Markets Authority (CMA) states that the environmental claims must be truthful, clear, unambiguous and substantiated, while the material information must not be omitted in ways that can create a misleading overall impression (Flynn, 2026). The CMA’s Green Claims Code further indicates the environmental claims that can appear on packaging, advertising, branding, logos and other consumer communications (GOV.UK, 2021). This demonstrates that ESG communication has moved beyond reputational management towards an issue of consumer protection and organisational accountability in the UK and Britain.
Moreover, the CMA’s 2026 supply-chain guidance has explicitly recognised the responsibility for environmental claims that can extend across retailers, brands, manufacturers and suppliers, making supply-chain transparency essential for food businesses (GOV.UK, 2026). This is especially relevant in the UK context where food retailing is characterised by dense supermarket, convenience, restaurant and digitally mediated food markets. The inconsistent claims across suppliers and retailers can make comparison more difficult while increasing the importance of standard evidence. 
It is from an information-asymmetry perspective, transparent ESG communication thus reduces the knowledge gap between food companies and consumers, but only when information possesses sufficient credibility to function as evidence. From a legitimacy perspective, it can be interpreted that transparency disclosure also allows organisations to demonstrate that corporate sustainability claims are consistent with actual organisational practices. As per the understanding of stakeholder theory, legitimacy can be protected by complying with the increasing scrutiny of stakeholders regarding ESG performance (Lee and Raschke, 2023). Conversely, it is also evident that misleading or selective communication can create a legitimacy gap while the public sustainability identity of the organisation conflicts with stakeholder perceptions. 
Critically, most of the existing literature is focused on organisational disclosure practices rather than examining the consumer interpretation and response to ESG communications over time. There is a significant limitation in the aspect of the UK food industry, with the investigation being focused on relationships between transparent ESG communication and sustained customer confidence. This provides the scope for further research to understand the ways in which transparency, communication quality and independent verification influence long-term customer trust and brand loyalty in the food market that is highly sustainability-oriented at present. The findings at present directly address research objective 3 by identifying inadequate transparency, weak verification, information complexity and potentially misleading communication as organisational challenges that reduce the effectiveness of ESG initiatives in building consumer trust. They also contribute directly to the research question by demonstrating that the existing literature associates ESG initiatives with customer trust only when organisations communicate the sustainability performance clearly, credibly and accountably. 

3.2 Consumer scepticm increases due to greenwashing and misleading sustainability claims 
It is over time that greenwashing has emerged as a significant barrier to the effectiveness of ESG initiatives in the food industry. This subtheme can be further justified with the knowledge provided by Nugraha et al., (2024) that misleading sustainability claims tend to undermine consumer confidence while weakening their trust levels towards genuinely responsible organisations as well. Over 53% of the green claims contain information that is ambiguous, inaccurate and misleading. The article has further emphasised the aspect that the prospect of false sustainability claims has also emerged from the increased demands from consumers. As a result of this, the food companies have expanded the use of eco-labels, ESG disclosures and sustainability certifications. 
Nevertheless, modern studies such as Vangeli et al., (2023) point out that sustainability marketing has also resulted in the emergence of additional options for firms to overstate or even manipulate regarding their environmental performance. The food industry is identified as one of the significant sectors that is often associated with the highest rate of greenwashing, mainly because of the high demand from consumers for sustainable products. This also results in the inconsistency of eco-labelling standards along with limited regulatory verifications. 
The scale of challenges is particularly essential in Britain because green claims are increasingly subjected to consumer-protection scrutiny. The UK Competition and Markets Authority (CMA) has identified vague terms such as ‘green’, ‘eco-friendly’, ‘sustainable’ and ‘natural’ unsupported by environmental logos and the omission of relevant environmental information to be potential forms of misleading practice (CMA, 2021). A global review coordinated through CMA has also found that around 40% of websites examined have appeared to use potentially misleading green claims (CMA, 2021). 
Although this statistic is not specific to food brands and even UK, it demonstrates the wider information environment within which UK consumers encounter sustainability claims. The CMA has extended the scrutiny to fast-moving consumer goods, mainly including food and drink, as consumers might otherwise be misled into believing that the products are more environmentally responsible than they actually are. From this evidence, it can thus be interpreted that increasing consumer demand for sustainable products creates commercial incentives for the firms to communicate environmental benefits selectively. 
Misleading sustainability communication highly increases the scepticism of consumers and even reduces the credibility of ESG initiatives as a whole. Inês, Diniz and Moreira (2023), have identified that product labelling and packaging are the primary channels through which greenwashing occurs in the food sector. Furthermore, Foden et al., (2022) demonstrate in the context of the UK that although environmental concerns are growing, purchasing decisions of consumers are yet continuing to be strongly influenced by the factors of affordability along with ethical consciousness. This suggests that consumers require credible evidence rather than promotional sustainability messages before they can modify their purchasing behaviour. 
Again, Rossi and Rivetti (2022), provide a contrasting perspective regarding the role of sustainability labels. While the eco-labels are intended to reduce asymmetry in the information and strengthen trust levels, it is argued to proliferation of self-declared labels has produced the opposite effect. The relationship between greenwashing and scepticism can be further explained through the consumer trust model, mainly the dimensions of perceived credibility, reliability and integrity. When consumers encounter a sustainability claim, they assess whether the organisation is sufficiently credible to deliver what it has promised (Van Hummel and Russell-Bennett, 2026). The greenwash occurs when there is a gap between the ESG message conveyed and the organisational behaviour perceived (or real) (Zervoudi, Moschos and Christopoulos, 2025). Such a discrepancy can negatively affect the perception of both integrity and reliability and, thus, consumer trust. Once trust is weakened, consumers might become more sceptical not only towards the individual brand but also towards similar sustainability claims made by competing food businesses. 
This creates a spillover problem in which irresponsible communication by one organisation could potentially undermine the confidence of the wider sustainable food market. It is also the UK regulatory response that has further demonstrated that greenwashing has become an organisational governance challenge rather than being a marketing issue. The CMA requires environmental claims to be truthful, clear, substantiated and not misleading through omission. The 2026 guidance places a high responsibility on the retailers, brands, manufacturers and even suppliers within the supply chain (GOV.UK, 2026). This is significant for food businesses because sustainability information frequently originates upstream from farmers, manufacturers and packaging suppliers but is communicated to the consumers by retailers or brands. Weaknesses in the verification at any stage can thus undermine the credibility of the final ESG claim. 
This directly contributes to research objective 3 by identifying misleading claims, inconsistent labelling, weak verification and insufficient traceability as the organisational practices that can undermine ESG effectiveness. It has also answered the research question by demonstrating that ESG initiatives are unlikely to strengthen customer trust merely through sustainability communication. Despite the growing scholarly attention, there is yet existence of vital research gap. The existing studies have highly examined consumers’ intentions and perceptions towards greenwashing rather than investigating the repeated exposure to the misleading ESG claims that affect long-term trust and loyalty within the food industry of the UK. 
Most of the empirical evidence is focused on environmental labelling with limited attention to misleading social and governance claims. This highlights the scope for extensive research on the need for businesses to improve transparency, strengthen third-party verification, enhance traceability, and even establish standardised ESG reporting frameworks emphasising their importance to reduce consumer scepticism. The knowledge needs to be attained and analysed to interpret the importance of restoring confidence in the sustainability initiative across the food supply chain on a global scale. 

[bookmark: _Toc238235520]Theme 4: Organisational commitment and stakeholder engagement strengthen ESG implementation
4.1 Organisational credibility and trustworthiness is reinforced with ESG implementation
Authentic ESG implementation has emerged as a fundamental determinant of organisational credibility and consumer trust within the global food industry. Van Quang and Thi Van (2025) note that greater consumer awareness in regards to sustainability has resulted in increased demand for ESG on the part of consumers in terms of actions as opposed to merely symbolic messages showing the commitment of the organization to sustainability and ethical practices. Concerning the food industry in the UK, St. Clair and Sharmina (2026) have pointed out that consumers carefully evaluate any claims related to sustainability. 
Consequently, authentic ESG implementation has emerged as a strategic capability that strengthens organisational legitimacy. It is considered to be vital for enhancing stakeholder relationships along with supporting long-term business resilience. Recent studies also indicate the need to develop credibility through ESG performance supported by transparent governance, measurable sustainability outcomes, and independent verification rather than promotional sustainability messaging. Such a finding could be elaborated from the perspective of stakeholder theory, which maintains that firms can sustainably generate value if they pay attention not only to the interests of their shareholders but also to the interests of other stakeholders (Awa, Etim and Ogbonda, 2024). 
It is within the food industry that authenticity thus depends on whether the ESG commitments are reflected across relationships with the consumers, employees, farmers, suppliers, communities, regulators and investors. It is clearly understood that organisations that communicate sustainability externally while refraining from embedding the equivalent practices within procurement, employment, production and distribution might create an inconsistency between the expectations of the stakeholders and the organisational behaviour. Consequently, authenticity represents a form of organisational consistency on the promises of the company, its sustainability implementation and the stakeholder experience that needs to be aligned. 
The existing literature strongly demonstrates that authentic ESG implementation enhances organisational trustworthiness by reducing information asymmetry between the firms and stakeholders. It can be seen from literature such as Agarwal et al., (2025) that organisations include the use of ESG in their decision-making process, which guarantees that higher levels of confidence among stakeholders would be ensured due to the adoption of sustainability goals in practice and not just compliance. Furthermore, research conducted by authors like McGrath et al., (2021) indicate that along with adopting sustainable sourcing and resource circulation in organisations, they also set science-based carbon emissions reduction targets.
This issue has been addressed in the article specifically in relation to the UK food industry where retailers extensively use technologies and third-party sustainability certifications for supply chain traceability. These existing knowledge collectively suggest that authenticity is achieved by brands when the ESG commitments are supported by measurable organisational actions instead of aspirational sustainability narratives. Scholars like Kim and Kim (2026) argue that authentic ESG implementation is difficult to achieve despite the widespread organisational commitment.
While companies highly publish sustainability reports and establish ESG governance structured the empirical evidence tends to indicate the variance of implementation quality across the overall food supply chain. The fragmented supplier networks, inconsistent sustainability standards and limited monitoring capabilities reduce the effectiveness of responsible sourcing initiatives in the case of food businesses. The findings thus challenge the assumption that ESG adoption automatically enhances the credibility of the organisation, suggesting its dependence on consistent implementation rather than the existence of the sustainability policies alone. 
The distinction between commitment and implementation is mainly essential in the UK because consumers are highly expecting businesses to make sustainable choices easier rather than transferring responsibility to individuals. Consumers in the UK expect sustainable products and services from companies, as insufficient information is regarded as an obstacle to sustainable consumption (GOV.UK, 2022). It can be concluded that the concept of organisational authenticity goes beyond setting ESG goals. Businesses are expected to operationalise those objectives through accessible products, responsible sourcing and even practical changes across the value chain. This clearly strengthens the argument that ESG needs to become embedded within strategic decision-making rather than functioning as a separate reputational activity. 
The UK food system has demonstrated the importance of collective implementation. WRAP’s Courtauld approach brought together businesses, trade organisations, local authorities and other stakeholders for addressing resource efficiency and food wastage across the supply chain. It has been shown how complicated the sustainability problems within the food industry are and the need for collaboration instead of organizational efforts alone (Greenwood and Reynolds, 2024). For the food businesses operating in the UK, this suggests that authentic ESG implementation highly depends on supplier cooperation, shared standards, measurement and even continuous monitoring. A retailer might therefore have strong internal sustainability policies but still struggle to demonstrate authenticity if upstream suppliers are able to provide reliable evidence of environmental or social performance. 
The overall integrated evidence indicates the value of authentic ESG implementation that is highly understood as a continuous organisational process rather than a one-off sustainability programme. In relation to the consumer trust framework context, one may suggest that consumer trust is generated based on the perceptions of credibility, reliability, integrity, and benevolence of the organization (Van Hummel and Russell-Bennett, 2026). Therefore, authentic ESG practices are understood to strengthen trust when organisational actions consistently correspond with sustainability commitments. This directly supports research objective 4 that seeks to recommend the factors that strengthen consumer trust through ESG initiatives. 
It also contributes to the research question by demonstrating ESG initiatives strengthen customer trust most efficiently when customers are able to perceive consistency between ESG commitments and the actual practices. The evidence has clearly demonstrated the perceptions of stakeholders on authenticity highly depend on transparency, accountability and even independent verification. It is evident from the findings that collaborative stakeholder engagement, ethical leadership and constant sustainability assessment strengthen the overall organisational legitimacy by ensuring that the ESG initiatives reflect genuine organisational values rather than fulfilling the reputational objectives. Longitudinal research is scarce within the food industry in the UK, which reflects the gap and the need for further research on authentic ESG implementation for sustaining organisational credibility and enduring customer trust. 

4.2 ESG initiatives are trusted by customer engagement and supportive governance 
Customer engagement and supportive governance are crucial mechanisms that help in strengthening trust in the ESG initiatives within the global food industry. With customers highly demanding transparency, ethical sourcing, and sustainable production, that the organisational are expected to engage stakeholders throughout the ESG implementation process rather than relying on sustainability reporting. It is with reference to the UK food industry that Khamisu and Paluri (2024), have stated that organisations are expected to increase awareness among consumers, along with digital communication platforms encouraging organisations to adopt participatory governance approaches that facilitate dialogue with customers, suppliers and regulators. 
Consequently, stakeholder engagement has also evolved from a communication function into a strategic capability that enhances the legitimacy of the organisation. It also helps in reinforcing consumer trust through greater accountability and shared value creation. Again, literature consistently demonstrates that customer engagement positively influences trust when supported with transparent governance structures. In Abdulaziz Alhumud et al., (2024), it is seen that the disclosure of CSR actions in terms of environmental protection, employees, consumers and communities through digital media strongly increases consumer trust, which in turn increases consumer engagement. It is said in the study that it helps to assess the responsibilities of an organization more effectively.
It has also been shown by Anisimova and Vrontis (2024), that the trust in the food chain, mostly from farmers and retailers, helps in creating a strong link between the sustainability motive of consumers and their intentions to buy sustainable food products. Existing research shows that consumer engagement strategies work effectively with trustworthy relations between consumers and food supply chains. It is clear that consumer engagement and governance operate synergistically, with trustworthy institutions increasing consumers’ confidence in sustainable food choices, highlighting the importance of collaborative governance involving producers, retailers and policymakers in strengthening ESG credibility. 
This relationship is relevant to the UK because governance can determine whether customer participation produces meaningful organisational accountability or remains symbolic. The Food Data Transparency Partnership of the UK government has brought together government, industry, academics and civil society for improving the availability and consistency of information about the food system (GOV.UK, 2022). Such multi-stakeholder arrangements demonstrate that effective ESG governance increasingly requires consumers and wider stakeholders to have opportunities to influence how the sustainability information is generated and assessed, rather than simply receiving the completed corporate claims. This strengthens the interpretation that engagement can improve trust when participation is connected to observable organisational responsiveness. 
Literature like that by Wang, Marhfor and M'zali (2025) has given context regarding the challenges and the overall efficiency of customer engagement strategies. While businesses highly encourage stakeholder participation through sustainability campaigns, digital platforms and ESG disclosures, engagement of the consumers does not necessarily translate into trust when the governance mechanisms lack transparency and consistency. The research by Yáñez Serrano, Argüelles Ramos and Prause (2026), on consumer intentions for purchasing sustainable food clearly demonstrates that epistemic trust depends highly on the perceived credibility of scientific evidence and the transparency of the business, while scepticism about climate change weakens the confidence of consumers and their purchase intentions. 
The evidence from existing studies suggest that consumer engagement is insufficient for overcoming distrust if governance systems fail to provide credible sustainability information based on evidence. The consumer trust model could be further applied to draw a more appropriate context for this finding because customer engagement is incapable of creating trust automatically (Tuti and Sulistia, 2022). It strengthens trust when the organisational behaviour tends to demonstrate credibility, reliability, integrity and responsiveness. Customer participation can provide opportunities for consumers to question the ESG claims and observe the organisational responses. Again, supportive governance provides the institutional mechanisms through which the responses can be verified. Consequently, governance acts as the structural foundation while engagement provides the relational mechanism through which trust is developed and maintained.  

The scholars have argued that supportive governance extends beyond organisational communication to include independent oversight, stakeholder participation and standardised ESG reporting. Reviewing the evidence from the studies has identified the limited empirical evidence from the UK food industry on the role of governance quality in shaping long-term customer relationships. Although customer engagement and supportive governance are recognised to be vital drivers of ESG trustworthiness, it is still essential for longitudinal and sector-specific research to determine the role of participatory governance and continuous stakeholder collaborating contributing to sustain customer trust towards the food brands. Therefore, the subtheme directly supports research objective 4 by identifying meaningful customer participation, responsive governance, independent oversight and evidence-based decision-making. It also contributes to the research question by demonstrating that ESG initiatives are more likely to generate sustained customer trust with active engagement and governance.  

[bookmark: _Toc238235521]3.4 Relations to literature
The findings and discussion have clearly demonstrated strong alignment with the existing literature on ESG implementation along with customer trust in the food industry. Consistent with recent studies between 2021 and 2026, the findings and discussion confirm that authentic ESG initiatives positively influence organisational credibility, consumer trust and sustainable purchasing behaviour. The evidence reveals the contradictions within the literature mainly regarding the effectiveness of ESG communication along with sustainability reporting. 
While transparent disclosures enhance trust, inconsistent reporting standards along with greenwashing reduce the confidence of consumers. Furthermore, the evidence identifies the growing consensus that stakeholder engagement, governance quality and even third-party verification are vital for transforming ESG commitments into long-term customer trust within the UK and the global food industry.  
[bookmark: _Toc238235522]3.5 Conceptual framework
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[bookmark: _Toc237861942]Figure 3: Conceptual Framework
(Self-created)
The conceptual framework has been framed based on the evidence from the selected sources. The framework has reflected the findings of the review, where the ESG initiatives are the independent variable, and ESG credibility, transparency, stakeholder engagement, organisational credibility, consumer perceptions and organisational challenges such as greenwashing and insufficient transparency function as mediating variables. Customer trust is the dependent variable, along with the expected outcomes enhancing purchase intention, loyalty, customer satisfaction and brand reputation with positive promotions and long-term relationships. The conceptual framework is appropriate for guiding the overall outlook of the study along with reflecting the knowledge from the evidence. 

[bookmark: _Toc238235523]3.6 Marginal implications
The evidence has clearly suggested managerial implications in the case of the food industry that require prioritising authentic ESG implementation rather than relying on symbolic sustainability claims. Organisations need to strengthen transparency by standardising ESG reporting, independent verification, along with digital traceability systems for improving customer confidence. It is evident from the knowledge provided by Alhumud et al., (2024) and Anisimova and Vrontis (2024) that managers need to integrate the ESG objectives into strategic decision-making while engaging the consumers, suppliers and regulatory stakeholders throughout the value chain. Sustainable packaging and responsible governance need to be supported by efficient investment to ensure greater organisational credibility and consumer trust. 

[bookmark: _Toc238235524]3.7 Evidence synthesis 
	Themes 
	Studies supporting the findings 
	Contradictory/qualifying evidence 
	Overall synthesis 

	Theme 1: ESG initiatives have become a strategic priority for promoting sustainability in the food industry 
	Said et al., (2025); Ungemach et al., (2026); Osei et al., (2023); Saha et al., (2025); Deprá et al., (2022); Lehtokunnas et al., (2022); Truant et al., (2023); Lee and Hammant (2023); Dhaigude, Chatterjee and Kamath, (2025); Manning et al., (2022); Zong et al., (2024) 
	Kapoor et al. (2025); Conversano, Samoggia and Benussi (2026); Sneideriene and Legenzova (2025); Zeng and Wan (2024); Wu, Zhu and Cheng (2022); Shi, W., Zhou, C., and Wang, X. (2026)
	Value of ESG has moved beyond a narrow CSR orientation towards a broader strategic concern while demonstrating strategic implementation depends on organisational governance 

	Theme 2: Effective initiatives of ESG positively influence customer trust in the food industry  
	Duckworth et al., (2022); Macready et al., (2025); Ngo et al., (2026);  Phan et al., (2026); Doanh et al., (2025); Truong et al., (2026); Ketkaew and Komsing (2025); Hashim, Tan and Zheng (2025); Sañosa, Gumacial and Yamagishi (2026); Ruan, Yang and Dong (2024)
	Lee, Young and Barkemeyer (2025); Keaney et al., (2026) 
	Effective ESG initiatives strengthen customer trust when sustainability claims are credible, information and verifiable, but affordability, knowledge and actual environmental performance condition behavioural outcomes 

	Theme 3: Challenges in the ESG initiatives in limit the development of customer trust
	Patel et al., (2021); Gerassimidou et al., (2022); Rana et al., (2026); Boller et al., (2026); Nugraha et al., (2024); Vangeli et al., (2023); Inês, Diniz and Moreira, (2023); Foden et al., (2022); Rossi and Rivetti (2022) 
	Nazari and Poursoleyman (2025); Wahyuningrum et al., (2025) 
	Organisational fragmentation, greenwashing, weak disclosure, inconsistent certification and economic constraints can undermine ESG credibility, while verified information and effective governance can reduce consumer scepticism and strengthen trust 

	Theme 4: Strengthening ESG implementation requires authentic organisational commitment and stakeholder engagement 
	Van Quang and Thi Van (2025); St. Clair and Sharmina (2026); Agarwal et al. (2025); McGrath et al., (2021); Kim and Kim (2026); Khamisu and Paluri (2024); Abdulaziz Alhumud et al., (2024); Anisimova and Vrontis (2024) 
	Wang, Marhfor and M'zali (2025); Yáñez Serrano, Argüelles Ramos and Prause (2026)
	Authentic ESG implementation strengthens trust when organisational commitment, transparent governance, stakeholder engagement and supply-chain integration produce credible and consistent demonstration of sustainable performance


[bookmark: _heading=h.776n2eqy9wy5][bookmark: _Toc237861956]Table 5: Synthesis of findings across the selected studies
(Source: Self-Created)

[bookmark: _Toc238235525]3.8 Chapter summary
The chapter has critically synthesised the contemporary literature on consumer trust in ESG initiatives within the food industry through four interconnected themes. The findings and discussion have demonstrated that ESG initiatives have become a strategic priority for promoting environmental sustainability, responsible governance and ethical business practices among businesses in the UK food industry. The review has further established credible ESG implementation to positively influence consumer trust in shaping favourable perceptions of consumers, along with encouraging behavioural outcomes like purchase intention and loyalty. Despite the efficient scholarly attention, there are significant gaps that remain in the existing study regarding the longitudinal evidence and the UK-specific research on interpreting the long-term relationships between authentic ESG implementation and customer trust. The evidence has provided a foundation for guiding the overall research to address the set objectives and respond to the research questions. 

[bookmark: _Toc238235526]Chapter 5: Conclusions And Recommendations
[bookmark: _Toc238235527]5.1 Summary of main findings
Theme 1 provides the organisational and strategic background of the ESG implementation in food organisations, whereas Theme 2 describes the key linkage between the ESG initiatives and customer trust. Theme 3 establishes the challenges in organisation and communication, poor transparency and weak governance, that can undermine this relationship, and Theme 4 identifies the mechanisms, including authenticity, stakeholder engagement, traceability, transparent reporting and independent verification, that can strengthen it. The four themes thus have a mutual explanatory power of how ESG initiatives can affect customer trust; Theme 1 defines the organisational ground, Theme 2 defines the core relationship, Theme 3 defines what undermines that relationship, and Theme 4 defines what reinforces such a relationship. The themes offer a systematic answer to the research question and suggest that customer trust is most likely to be improved through the implementation of ESG initiatives when organisational promises are plausible, transparent, authentic and backed by verifiable evidence.
RO1: To critically evaluate the implementation and significance of ESG initiatives within the food industry
Theme 1 mostly deals with the first objective, as it critically examines the practice and value of the ESG practices in the food industry. The results show that the environment practices, such as sustainable sourcing, waste minimization and resource management are progressively combined with social and governance practices, such as ethical sourcing, labour responsibility and supply-chain accountability. But the review shows that the ESG significance lies in meaningful organisational integration as opposed to the presence of policies alone. Thus, Theme 1 sets the organisational and strategic base on which the trust of the customers may grow.
RO2: To examine the relationship between ESG initiatives and customer trust 
Theme 2 is a direct response to the second objective, as it gets to know the connection between ESG initiatives and customer trust. The data indicate that plausible ESG practices can create a positive consumer image and build trust. However, this is not an automatic relationship, but one that is conditional. ESG activities can be viewed as real organisational commitment by consumers depending on transparency, credibility and authenticity. Theme 2 hence presents the best justification of the main relationship that has been investigated by the study.
RO3: To identify the challenges related to ESG dimensions and organisational practices that impact customer trust
Theme 3 discusses research objective 3 by defining the issues associated with the ESG dimensions and organisational practices to influence customer trust. The review found greenwashing, inconsistent reporting, poor governance, poor transparency and challenges in checking the supply-chain practices as significant hindrances. These obstacles prove that ESG initiatives may have the potential to drive adverse trust effects in cases where organisational assertions are seen as distorted, partial or not backed up by facts.
RO4: To recommend the factors that strengthen customer trust through ESG initiatives
Theme 4 mainly deals with the final objective of this study, as it proposes the essential aspects that enhance customer trust due to ESG actions. The synthesis recognises such key trust-building mechanisms as authentic implementation, stakeholder engagement, transparent communication, standardised reporting, traceability and independent verification. Instead of considering these as individual suggestions, the results show that they ought to work together to enhance ESG credibility.
Overall, theme 1 defines what ESG implementation is to food organisations, theme 2 describes how it correlates to customer trust. Additionally, theme 3 determines what can lead to the weakening of that correlation while theme 4 determines what can lead to its enhancement. All the themes offer a systematic response to the research question and prove that the concept of ESG can be used to improve customer trust in case organisational commitments are credible, transparent and performed in a genuine manner.
[bookmark: _Toc238235528]5.2 Conclusion based on the research question
RQ1: What does the existing academic literature report about the influence of ESG initiatives on customer trust in the food industry? 
The systematic review suggests that ESG initiatives have the potential to affect customer trust positively, and the relationships are not automatic and uniform. The key finding is the value of ESG in terms of customer trust is conditional on the customer perceptions of the organisational commitments as authentic, credible, transparent and supported by evidence. Implementation of ESG is thus the initial point and not the ultimate determinant of trust.
The results can be explained in the context of the Stakeholder Theory that places consumers as key stakeholders whose expectations organisations have to address through meaningful as opposed to symbolic practices. The review shows that stakeholder engagement is especially beneficial when organisations engage consumers, suppliers, regulators and other stakeholders in decision making and responsibility of ESG. Meanwhile, the Consumer Trust Theory can be used to understand why transparency and credibility are critical. Many of the organisational ESG activities, including responsible sourcing, labour conditions or carbon-management processes, cannot be directly observed by consumers. They, therefore, rely on information, disclosures, certification, traceability and other signs to determine the reliability of organisational claims.
The research thus finds a more subtle association between ESG implementation, credibility and transparency, positive consumer perceptions and customer trust. On the other hand, relationship between weak implementation, greenwashing or lack of transparency, scepticism and less trust are also evident. This interpretation is in line with the conceptual framework that has been formed out of the findings.
It also concludes that the current literature is still more robust in looking at instantaneous consumer performance, organisational sustainability performance and purchase intentions compared to interpreting long-term customer trust especially in the UK food industry. The evidence therefore confirms the promising outlook of ESG although there is need to conduct further empirical studies in order to determine how trust is formed and how it can be sustained in the long run.
[bookmark: _Toc238235529]5.3 Recommendations
[bookmark: _Toc238235530]5.3.1 Practical recommendations
It is based on the findings and discussion of the existing literature that it can be interpreted that the food organisations need to integrate ESG objectives into their core strategies and overall operational decisions. This is beneficial mainly for procurement, supplier management, production, packaging and distribution rather than treating ESG as a separate CSR activity. Third-party certification and independent verification should also be expanded to validate the environmental and social claims while reducing consumer uncertainty. Organisations should also establish measurable ESG performance indicators and even regular progress reviews, enabling customers and stakeholders to assess whether sustainability commitments are being achieved. 
In addition to this, it could also be interpreted from the findings that the businesses also need to develop structured customer-engagement mechanisms. This could be digital feedback platforms, stakeholder consultations and even sustainability-focused communication. This will allow the consumers to participate in the overall ESG improvements.  These measures are highly relevant for addressing the fragmented implementation and the governance challenges that are identified across the existing literature. 
[bookmark: _Toc238235531]5.3.2 Theoretical recommendations
The findings have further supported the application of the consumer trust model to ESG search. There is ample scope for future studies to thus examine the perceived credibility, reliability, integrity and organisational responsiveness that influence the trust of the customers when the customers evaluate ESG initiatives. The model should also be extended by incorporating the overall stakeholder engagement, independent verification and even perceived authenticity as potential trust-building mechanisms within the business practices. 
Future research should use a longitudinal research design with the focus being on the UK food sector for examining whether authentic ESG implementation produces sustained customer trust and loyalty over time. This would address the identified gap in the current evidence regarding the long-term relationships between ESG implementation and customer trust. 
[bookmark: _Toc238235532]5.4 Limitations of the research
There are a number of limitations to be noted. First, the research is founded completely on secondary scholarly evidence and thus lacks any direct measurement of the attitudes of existing consumers of the food-industry. The results are an overview of the available literature and not the raw data of the customers in the UK.
Second, despite the study being the UK based food industry, the review found no adequate evidence on the topic in the UK and thus included international studies. Although this resulted in the widening of the evidence base, variations in consumer behaviour, regulatory frameworks and structures of food industries could restrain the direct applicability of some results in the UK context.
Third, the review was limited due to the inclusion criteria such as period of publication and English-language criterion. As a result, there is a possibility of missing the relevant studies that have been published in other languages or not within the chosen time frame. Lastly, it is impossible to remove publication bias since the research that presents more robust or meaningful results might be more expected to be published in the academic literature.
These restrictions do not nullify the results, but imply that the conclusions are to be construed as an overview of the currently available evidence instead of a solid causal argument.
[bookmark: _Toc238235533]5.5 Recommendations for future work
The first step to be taken by future research is to conduct primary empirical research of UK food consumers to determine whether the relationships found in this systematic review are reflected in the UK market. Quantitative surveys may research the connection between ESG credibility, transparency and customer trust and interviews may give more insight into how consumers may evaluate ESG claims.
Second, to understand whether ESG initiatives can lead to sustained customer trust or are mostly associated with short-term perceptions and intentions to buy, longitudinal research is suggested. This is especially necessary, as the existing literature has little evidence in regard to long-term relationships.
Third, it is recommended that future research undertaking a comparative study be carried out in various industries of the food industry, including supermarkets, food manufacturers, restaurants and food-delivery establishments. This may determine whether the significance of specific ESG dimensions is different depending on the form of organisation and consumer engagement.
Lastly, the conceptual framework that has been developed in this study should be empirically tested in future studies. Specifically, the scholars need to focus on the question of whether ESG credibility, transparency, stakeholder engagement and organisational credibility provide a mediating effect between ESG initiatives and customer trust. Experimental studies might also contrast consumer reactions to typical ESG assertions, verifiably assertions and traceable ESG data. This type of research would help give more compelling evidence regarding what mechanisms are the most effective ones in transforming the ESG commitments into long-term customer trust.
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APPLICATION FOR ETHICAL APPROVAL – INTRODUCTORY NOTES

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.

The University follows the OECD Frascati manual definition of research activity:
“[C]reative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”.
As such this covers activities undertaken by:
· Members of staff (academic staff or support staff);
· Individuals holding honorary title from the University;
· Postgraduate research students;
In all of these cases ethical review is required regardless of discipline.

The individual undertaking the research activity is known as the lead researcher.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.

For most projects you will only need to complete sections in the main part of the form. A few projects will need more detailed ethical consideration and will need you to fill in sections in an appendix. At some points in this form you will be asked questions about your research in the following way:

	1
	Does your research involve <<something specific>>?
	YES
	Click to continue to appendix <<N>>
	NO
	Continue to the next section

	2
	Have you completed appendix <<N>>?
	YES
	☐
	NO
	☐



Clicking in the appropriate box will take you to the appropriate location in the text. At the end of each appendix is a box. Clicking on this will return you to the question that originally took you to the appendix.

	
	
	
	
	


	Return to the main form



NB These clickable links will only work if you are editing the document in the desktop version of Word, not the browser version. Please download and save the form before editing it.

Guidance notes are provided as comments or as text IN GREEN throughout this form. Please ensure that the comments are removed and that the green text is replaced by your own text or removed as appropriate BEFORE submitting this form.

Please ensure that you have read the UWTSD Research Ethics and Integrity Policy and the UWTSD Research Data Management Policy BEFORE submitting this form.
APPLICATION FOR ETHICAL APPROVAL
SECTION A: About You (Lead Researcher)
	1
	Full Name:
	Gokul Krishnan Krishna Kumar Gopika

	2
	Tick all boxes that apply:
	Member of staff:
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	Honorary research fellow:
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	Undergraduate Student
	☐
	Taught Postgraduate Student
	✓ 
	Postgraduate Research Student
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	3
	Institute/Academic Discipline/Centre:
	


	4
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	IICL ( Institution of inner city learning)


	5
	E-mail address:
	2433834@student.uwtsd.ac.uk


	6
	Contact Telephone Number:
	


	7
	Project Title
	Customer Trust in ESG Initiatives in the UK Food Industry: A Systematic Literature Review


	8
	Proposed Start Date
	11/05/2026

	Proposed End Date
	
28/08/2026

	For students:

	9
	Student Number:
	2433834

	10
	Programme of Study:
	MBA International business

	11
	Director of Studies/Supervisor:
	Shujun Xiao



SECTION B: Grant or Contract Funding
	1
	Has your research been awarded, applied for, or intend to apply for external funding?
	YES
	Click to continue to appendix 1
	✓
	Continue to the next section

	2
	Have you completed appendix 1?
	YES
	☐
	NO
	☐



[bookmark: bookmark=id.g8btti3ftx6s]SECTION C:  Internal and External Ethical Guidance Materials
	Ethical Guidance Documents
Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Policy
	✓

	2
	UWTSD Research Data Management Policy
	✓

	3
	UWTSD Open Access Publications Policy
	✓

	4
	UWTSD Export Control Policy
Required if Appendix 8 completed
	☐

	5
	UWTSD Trusted Research and Innovation Policy
Required if research is taking place outside the UK
	☐

	6
	[List any other relevant documents here]
	☐




[bookmark: bookmark=id.6s7z9htfsw9k]SECTION D: External Collaborative Research Activity
	1
	Does your research involve collaborating partners at another institution or organisation?
	YES
	Click to continue to appendix 2
	NO
	Continue to the next section

	2
	Have you completed appendix 2?
	YES
	☐
	NO
	☐



[bookmark: bookmark=id.j8hwfgc4qxyn]SECTION E: Details of Research Activity
	Aims, Vision and Approach of the Research (maximum 200 words per section)
Please outline what are you hoping to achieve with your proposed work and how will you deliver it?

	1
	Research aims and objectives

	[bookmark: _heading=h.1dv93gbaj8hv]Research aim
· The aim of this study will be to critically investigate the impact of Environmental, Social and Governance (ESG) initiatives on customer trust within the UK food industry.
[bookmark: _heading=h.4dsqn8s81ia]Research objectives
· RO1: To critically evaluate the implementation and significance of ESG initiatives within the UK food industry
· RO2: To examine the relationship between ESG initiatives and customer trust
· RO3: To identify the challenges related to ESG dimensions and organisational practices that impact customer trust
· RO4: To recommend the factors that strengthen customer trust through ESG initiatives


	2
	Vision

	The UK food industry has encountered increasing concerns on sustainability, ethical sourcing, environmental responsibility and corporate accountability, which have made ESG initiatives to be relevant in the industry. Meanwhile, consumers are also becoming more sensitive to organisational sustainability reports and are also judging businesses by their ESG performance. Although there is an increasing academic interest in ESG, there is scarcity of research on customer trust as one of the main outcomes, especially in the UK food industry.
The study is timely as organisations are persistently making substantial investments in their ESG programmes and experience consumer skepticism over the validity of sustainability reporting. The research will be valuable to the better understanding of the role of ESG initiatives in customer trust by systematically synthesising the existing evidence. The results can assist food organizations to create more credible and transparent ESG plans and may also help with the scholarly debate on the topic of stakeholder relationships, sustainability and trust. The study can thus create an academic and practical impact.

	3
	Approach

	The research philosophy followed in this study is an interpretivist research philosophy and a deductive research approach. Systematic Literature Review (SLR) will be used as a descriptive research design. Peer-reviewed scholarly articles are going to be used as secondary data and be obtained using databases such as Scopus, Web of Science, Emerald Insight, ScienceDirect and Business Source Complete. The identification of relevant studies will be done through predefined inclusion and exclusion criteria and systematic search processes.
Thematic analysis will be used to analyse data. The chosen literature will be reviewed and coded and divided into themes associated with ESG initiatives, customer trust, transparency, authenticity and greenwashing. The selected methodology is suitable as it allows a thorough synthesis of the current knowledge and eliminates bias of the researcher due to a transparent review procedure. Possible threats consist of a lack of literature and publication bias specific to the UK, but they will be addressed by using several databases and well-established selection criteria. The results will be used to make evidence-based suggestions to academic researchers and industry practitioners.

	4
	Location of research activity
Identify all locations where research activity will take place.

	A bullet point list is fine here, for example:
· UWTSD Campus Carmarthen
· IICL (Institution of Inner City Learning), Quay Place, Birmingham
· Academic databases accessed remotely

(this box should expand as you type)



	5
	Will any of your research be undertaken outside of the UK?
	YES
	Click to continue to appendix 3
	✓
	Continue to the next section

	6
	Have you completed any of appendix 3?
	YES
	☐
	NO
	☐



[bookmark: bookmark=id.mhmt15qnsnpb]SECTION F: Research Methods
	Will the research activity include:
	YES
	NO

	[bookmark: _heading=h.ux607fnq765s]1
	Use of a questionnaire or similar research instrument?
	☐
	✓ 

	2
	Use of interviews?
	☐
	✓ 

	3
	Use of focus groups?
	☐
	✓ 

	4
	Use of participant diaries?
	☐
	✓ 

	5
	Use of video or audio recording?
	☐
	✓ 

	6
	Use of computer-generated log files?
	☐
	✓ 

	7
	Participant observation with their knowledge?
	☐
	✓ 

	8
	Participant observation without their knowledge?
	☐
	✓ 

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

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

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

	12
	Investigation of participants involved in illegal activities?
	☐
	✓ 

	13
	Use of procedures that involve deception?
	☐
	✓ 

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

	15
	Working with live vertebrate animals?
	☐
	✓ 

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

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

	Details of any other primary data collection method:
The above list covers most common data collection methods. If you will use other types of data collection for all or some of your data collection then please describe them here.

(this box should expand as you type)
	
	



SECTION G: Research Participants

	Research participants include people who will be taking part in your research as providers of research data (e.g. being interviewed, answering questionnaires, or doing user testing of hardware or software). This includes animal participants.

	1
	Does your research involve human or non-human participants?
	YES
	Continue this section
	✓ 
	Click to continue to section N




	Participant numbers and source
How will you ensure an appropriately convened sample group in order to meet the aims of the research? Give details for subgroups separately, if appropriate. How will any potential pitfalls, for example dual roles or potential for coercion, be addressed?

	1
	How many participants will be recruited and how was the number decided upon?
	
How many participants do you aim to recruit?
What process did you use to decide upon this number?


(this box should expand as you type)

	2
	Who will the participants be?
	
What are the characteristics of the participants that make them relevant to the study? E.g. ‘UWTSD students who play casual games on their mobile devices’ instead of ‘UWTSD students’.

(this box should expand as you type)

	3
	How will you identify the participants?
	
Is this a group already known to you or will you have to contact them through another organisation? Will you approach them directly or will you send out a mass invitation via social media?

(this box should expand as you type)

	4
	Will you be excluding any groups of people, and if so what is the rationale for that?
	
If you are excluding potential participants, how will you identify if they are unsuitable?

(this box should expand as you type)

	5
	Will the research involve any element of deception?  If yes, please describe why this is necessary and whether participants will be informed at the end of the study
	
Deception is sometimes acceptable in research, but if you intend to use it then you must justify its use. Are there are other ways to capture the same information? If there are then why are you not using them?


(this box should expand as you type)

	6
	Describe whether participants will be able to withdraw from the study, and up to what point (eg if data is to be anonymised). If withdrawal is not possible, after a certain point, explain why not.
	
Wherever possible, participants should be able to withdraw from a study or choose not to answer particular questions. If this is not possible then you should explain why this is the case.


(this box should expand as you type)

	7
	How long will the participant have to decide whether to take part in the research?
	
This can be important if you have deadlines to meet with a multi-stage project.

(this box should expand as you type)

	8
	What arrangements have been made for participants who might have difficulties understanding verbal explanations or written information, or who have particular communication needs that should be taken into account to facilitate their involvement in the research?
	
This is particularly important if you research includes participants with disabilities but it may also be important to help you reach as wide a range of participants as possible.






(this box should expand as you type)





SECTION H: Research with Vulnerable People
	1
	Are your participants classed as vulnerable people?
	YES
	Click to continue to appendix 4
	✓ 
	Continue to the next section

	2
	Have you completed appendix 4?
	YES
	☐
	NO
	☐



[bookmark: bookmark=id.fvd3v9quuero]SECTION I: Research Involving Animals
	1
	Are your participants non-human animals?
	YES
	Click to continue to appendix 5
	✓ 
	Continue to the next section

	2
	Have you completed appendix 5?
	YES
	☐
	NO
	☐



[bookmark: bookmark=id.vzhlv4zgw2j4]SECTION J: Research with the Prison Service or the Probation Service
	1
	Are your participants staff or offenders within the Prison Service or the Probation service?
	YES
	Click to continue to appendix 6
	✓ 
	Continue to the next section

	2
	Have you completed appendix 6?
	YES
	☐
	NO
	☐



[bookmark: bookmark=id.odhler3qd8df]SECTION K: Health and Social Care Research
	1
	Are your participants selected due to their health or social care needs?
	YES
	Click to continue to appendix 7
	✓ 
	Continue to the next section

	2
	Have you completed appendix 7?
	YES
	☐
	NO
	☐



[bookmark: bookmark=id.k0t36fuock1k]SECTION L: Types of Personal Data
	Personal Data
Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 and the Data Protection Act 2018)?
	YES
	NO

	[bookmark: _heading=h.g3gowb7viti6]1
	Personal data means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants and transcription of such are considered to be personal data.
	☐
	✓ 

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

	
Any use of personal data must be justified.

(this box should expand as you type)



	Special Category Data
Does the research involve the processing of special category data (as defined by the General Data Protection Regulation 2016 and the Data Protection Act 2018)?
	YES
	NO

	[bookmark: _heading=h.jby2vluj70f9]2
	Racial or ethnic origin
	☐
	✓ 

	3
	Political opinions
	☐
	✓ 

	4
	Religious or philosophical beliefs
	☐
	✓ 

	5
	Genetic, biometric or health data
	☐
	✓ 

	6
	Sex life or sexual orientation
	☐
	✓ 

	7
	Trade union membership
	☐
	✓ 

	If you ticked YES to any of questions L2-L7, provide a description of the data and explain why this special category data needs to be collected to support the research and that it is in the public interest to do so:

	8
	Any use of special category data must be fully justified.

(this box should expand as you type)

	9
	Please describe how the research has been designed to gather the minimum amount of personal data necessary for the specified research purpose:

	No personal information will be gathered, analyzed or kept since the research will solely rely on secondary data sources which will be available in the public peer-reviewed academic literature. The study has been structured in a manner that it does not require gathering of any identifiable personal data and no human subject will be involved.

	10
	Demonstrate that the processing is not likely to cause substantial damage or distress to individuals and that their interests will be safeguarded:

	Data processing will not produce any harm, distress or negative effects since there are no human participants or individual information in the study. The study is founded solely on academic literature published, and thus no personal interests, rights or wellbeing will be impacted.

	11
	Demonstrate that the data will not be used to take any action or make decisions in relation to the individuals concerned:

	The information employed in this study will not be employed to make judgments about a person. Results will be presented in a general form and will be thematic and pattern-based as they are found in the scholarly literature. Therefore, the results of the study will not impact any individual either directly or indirectly.

	12
	Data should be anonymised wherever possible, either at point of capture or once collated. If the data cannot be anonymised, and if pseudonymisation is not possible, demonstrate why the that is possible.  If special category data cannot be anonymised, explicit consent to share that data must normally be obtained.

	No such personal or identifiable information will be obtained when conducting the research. Since the research is based on published academic sources, anonymisation and pseudonymisation is not needed. All of the reviewed sources will be publicly available and properly referenced in a way that complies with the academic standards.

	13
	If special category data cannot be anonymised, will you obtain explicit consent to share that data?
	YES
	NO
	N/A

	
	
	☐
	✓ 
	☐



SECTION M: Participant Information and Consent

	Information for participants
It is normally expected that those participating in research should do so having given their informed consent. If this is not appropriate or practical, explicit justification must be provided, in line with prevailing disciplinary conventions.  Please note however, that informed consent to participate in the research is separate from consent to process (e.g. collect, analyse, store, reuse or share) personal data, as the University’s lawful basis for processing personal data in research activities is part of its ‘public task’.
	YES
	NO
	N/A

	[bookmark: _heading=h.trfie2le736r]1
	Will you obtain written consent for participation?
	☐
	☐
	✓ 

	2
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☐
	☐
	✓ 

	3
	Will you tell participants that their participation is voluntary?
	☐
	☐
	✓ 

	4
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☐
	☐
	✓ 

	5
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	✓ 

	6
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☐
	☐
	✓ 

	7
	Will participants be made aware of how you will treat any information that may reasonably by considered as confidential?
	☐
	☐
	✓ 

	8
	If your research requires your participants to sign up for a service provided by an external company or organisation will you inform them that their data may be stored and processed outside UWTSD?
	☐
	☐
	✓ 

	9
	Will you give participants the UWTSD Privacy Notice for Research?
	☐
	☐
	✓ 

	If you have answered NO to any of questions M1-M9, please provide justification detailing why this is necessary for the research.

	10
	Justify your decisions, particularly if written consent won’t be obtained or if participants will not be fully informed in advance.

(this box should expand as you type)

	Informed consent: Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before the research begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded.

	11
	If you will be using any apps or other software to collect data and that software is based outside of the UK/EU then you should mention this and confirm that you will follow the instructions given in the guidance for using non-UK/EU digital platforms when creating your participant information sheet/consent form.


(this box should expand as you type)

	Confidentiality: Confidential information refers to information that can be related to an identifiable individual, whether living or deceased, which is not in the public domain and which is given with the expectation that it will be kept confidential.  Under Common Law when an individual entrusts a researcher or research team with confidential information, the team must handle this in line with ‘reasonable expectations’. In other words, confidential information should only normally be shared when there would be ‘no surprises’ for the individuals concerned. Where participants would not expect the researcher to be sharing their confidential information with others, researchers can manage their expectations by informing them of their intentions (e.g. in the participant information sheet or during discussions about participation) and asking them if they are happy with these plans. They should understand what is being proposed and what this might mean for them, before they decide whether the researcher can share their confidential information with others.

	Please detail how you will treat confidential information:

	12
	Describe how you will protect your participants confidential data, including how you will store and manage it securely, who will have access, and how you will inform your participants if the data will be shared. If the data is to be shared, explain how will you make sure that your participants understand and agree to this.

(this box should expand as you type)

	Copies of any written consent form, written information and all other explanatory material should accompany this application. If you have included these then please list the documents included here.

	13
	Sample information sheets and consent forms are available from the Doctoral College Portal.


	14
	Consent form attached?
	YES
☐
	NO
☐
	N/A
✓ 



SECTION N: Research with Potential Military Application
	1
	Does your research have any potential military application?
	YES
	Click to continue to appendix 8
	✓ 
	Continue to the next section

	2
	Have you completed appendix 8?
	YES
	☐
	NO
	☐



[bookmark: bookmark=id.rkgz1z3djska]SECTION O: Use of Artificial Intelligence Tools
	Use of generative AI and other AI-based tools
There are a number of ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.

Will the research use AI tools to do any of the following:
	YES
	NO
	N/A

	1
	Capture data?
	☐
	☐
	✓ 

	2
	Generate and/or edit text?
	☐
	☐
	✓ 

	3
	Generate graphics?
	☐
	☐
	✓ 

	4
	Generate video?
	☐
	☐
	✓ 

	5
	Generate sound/music?
	☐
	☐
	✓ 

	6
	Generate code?
	☐
	☐
	✓ 

	7
	Generate synthetic data?
	☐
	☐
	✓ 

	8
	Analyse data?
	☐
	☐
	✓ 

	9
	Analyse personal or sensitive data?
	☐
	☐
	✓ 

	10
	Classify data?
	☐
	☐
	✓ 

	11
	Do you intend to use the free version of any AI tools?
	☐
	☐
	✓ 

	If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.

	12
	State which AI tool or tools you will be using, and where they are based (or store their data – you may need to check their webpages or user agreement for this). If you are planning to use Copilot then say if you’re using the UWTSD version of it or the public version. You should also show how you are complying with current UWTSD guidance/policy of the use of AI.



(this box should expand as you type)




Section P: Research Data Management Plan

	1
	Data Summary

	· Briefly introduce the types of data the research will create or access.


	2
	Responsibilities

	· Who will be responsible for data management?
· Outline responsibilities for data management within research teams at all partner institutions


	3
	Assessment of existing data

	· Provide an explanation of the existing data sources that will be used by the research project (if applicable).
· Provide an analysis of the gaps identified between the currently available and required data for the research.


	4
	Management and curation of data

	· Outline your plans for preparing, organising and documenting data.


	5
	Quality assurance of data

	· Describe the procedures for quality assurance that will be carried out on the data collected at the time of data collection, data entry, digitisation and data checking.


	6
	Short-term data storage

	· How will the data be stored in the short term during the research.
· Describe the data access, security and backup procedures you will adopt to ensure the data and metadata are securely stored during the lifetime of the project.


	7
	Long-term data storage and preservation

	· Which data are of long-term value and should be retained, shared, and/or preserved?
· How the data will be stored in the long term?
· Are the plans for preparing and documenting data for sharing and archiving with an external data repository (e.g. the UK Data Service) or the UWTSD data repository?
· How long will it be stored for and why?


	8
	Documentation and metadata

	· What documentation and metadata will accompany the data?
· How will the data be documented during research to provide high quality contextual information and/or structured metadata for secondary users?


	9
	Data sharing

	· If you plan to share your research data explain how it will be shared and the value it will have to others
· If you are planning to share the data, please advise when you will be releasing it.
· Are any restrictions on data sharing required?
· Identify any potential obstacles to sharing your data, explain which and the possible measures you can apply to overcome these
· If the data will have value to different audiences, how these groups will be informed?
· Will the data need to be updated? Include future plans for updating if this is the case.
· Will the data be open or will you charge for it? Justify if charging to access the data.

	10
	Copyright and intellectual property ownership

	· Who will own the copyright and Intellectual Property Rights (IPR) of any new data that you will generate?


	11
	Resources

	· What resources will you require to deliver your plan?
· Costs of storage – why are these appropriate?
· How will these be met? (costs related to long term storage will be normally permitted by funders providing these are fully justified and relate to the project)




SECTION Q: Risk Assessment

	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.

	1
	Full risk assessment completed and appended?
	YES
	NO

	
	
	☐
	✓ 

	Risks to participants, researchers, and the University

	2
	Social risks: disclosures that could affect participants standing in the community, in their family and their job.
	YES
	NO

	
	
	☐
	✓ 

	Risk:

Below you will find examples to help you consider these sections, but these are just pointers. Many of the risks will not be noted here, and much will depend on the specifics of your research project.

Example 1:

Participants may fear that their responses could affect their employment, promotion or workplace relationships if disclosed.

Example 2:

Power dynamics or perceived coercion if the researcher holds a position of authority (example, manager or senior colleague), and participants may feel pressured to take part.

Example 3:

Social conflicts, potential stigma, or damage to reputation or relationships if opinions become known to others.



(this box should expand as you type)
	How will you address any risks?
Outline and explain any mitigation strategies that you will adopt to minimise the risks. Below you will find examples / pointers to help you consider these. But much will depend on the specifics of your research project.

Example 1:
-All data will be de-identified and stored securely.
-Results will be reported in anonymised form.
-Can you ensure that taking part in the research or withdrawal will not impact their employment or performance evaluation? If so, include this in a Participant Information Sheet as part of the consent process.

Example 2:
-Participation will be entirely voluntary, with no penalties for declining.
-Consent materials will explicitly state that participation is not linked to employment decisions.

Example 3:
-Ensure strict confidentiality by removing identifying information from transcripts and reports.
-Store all data securely. How will do this? Explain.
-Report findings in an anonymised form so opinions cannot be linked to participants.
-Conduct interviews in private settings.
-Remind participants that they may skip any questions they feel uncomfortable answering.
-Obtain informed consent, making it clear how confidentiality will be maintained and the limits of that confidentiality.



	3
	Legal risks: activities that could result in the participant, researchers and / or University committing an offence; activities that might lead to a participant disclosing criminal activity to a researcher which would necessitate reporting to enforcement authorities; activities that could result in a civil claim for compensation
	YES
	NO

	
	
	☐
	✓ 

	Risk:

Example 1:

Researcher or participant could inadvertently engage in activities that breach legal or institutional requirements (example, recording without consent, data misuse, or violation of privacy laws).

Example 2:

Interview content or reporting could lead to a civil claim (example, defamation, breach of privacy or emotional harm).



(this box should expand as you type)
	How will you address any risks?

Example 1:
-Explain (in Participant Information Sheet and consent form) the limits of confidentiality (example, that certain disclosures, such as criminal acts or threats of harm, cannot remain confidential).
-Avoid directly asking questions that would elicit illegal or incriminating information, unless explicitly approved by the ethics committee.
-Seek guidance from the University’s ethics or legal team immediately if a disclosure occurs.

Example 2:
-Written informed consent will be obtained prior to any recording or data collection.
-All interviews will comply with data protection laws (example, GDPR).
-Audio or written data will be stored securely on password-protected devices or encrypted drives.
-Access to identifiable data will be restricted to authorised research team members only.
-Researchers will follow University guidelines for collecting and storing data.


	4
	Economic harm: financial harm to participant, researcher and / or University through disclosure or other event.
	YES
	NO

	
	
	☐
	✓ 

	Risk:

Example 1:

Participation may reduce profit or income if business owners spend time in interviews instead of conducting business operations.

Example 2:

Damage, theft or loss of personal equipment (example, laptop) used during fieldwork or interviews could result in financial loss.

Example 3:

Legal or contractual liabilities (example, breaches of data protection, or confidentiality) could result in financial consequences for the researcher or University.



(this box should expand as you type)
	How will you address any risks?

Example 1:
-Flexible scheduling of interviews.
-Reasonable duration: Interviews will be kept as brief as possible while still achieving research objectives.
-Clear communication: Participants will be informed in advance about the expected time.
-Explain the level of commitment and inform that they may reschedule or withdraw at any time without penalty.
-If appropriate and approved, participants may be offered a small reimbursement or honorarium to acknowledge their time and offset potential income loss.

Example 2:
-Ensure personal devices are covered by insurance and used with proper data security measures (example, password protection, encryption).
-Avoid carrying unnecessary valuables or cash during fieldwork.

Example 3:
-Follow all institutional ethical, legal and contractual requirements.
-Seek advice from the University’s ethics or legal office if uncertain about obligations or potential risks.
-Explain how you will mitigate risks related to breaches of data protection or confidentiality.



	5
	Reputational risk: damage to public perception of University or the University / researchers’ reputation in the eyes of funders, the research community and / or the general public.
	YES
	NO

	
	
	☐
	✓ 

	Risk:

Example 1:

Perception of researcher negatively impacted and / or institutional bias due to funding sources or conflicts of interest.

Example 2:

Damage to the University’s or researcher’s reputation if participants or stakeholders feel misrepresented, disrespected or harmed.


(this box should expand as you type)
	How will you address any risks?

Example 1:
-Disclose all funding sources and potential conflicts of interest in ethics application and publications.
-Maintain academic independence in analysis and reporting, regardless of funder interests.
-Include peer or supervisory review of analysis to ensure impartiality.

Example 2:
-Obtain informed consent that explains how data will be used and reported.
-Allow participants to review or clarify their statements if appropriate (example, in qualitative interviews).
-Report findings objectively and without bias, ensuring cultural sensitivity and confidentiality.
-Provide participant debriefing where appropriate to maintain trust and transparency.
-Always follow rules of professional conduct. Explain how you will uphold high standards of conduct and integrity, or what you will do to mitigate misconduct.



	6
	Safeguarding risks:  Risk to young people, vulnerable adults and / or researcher from improper behaviour, abuse or exploitation. Risk to researcher of being in a comprising situation, in which there might be accusations of improper behaviour.
	YES
	NO

	
	
	☐
	✓ 

	Risk:

Example 1:
Improper behaviour, abuse, or exploitation of young people or vulnerable adults during participation can occur if appropriate safeguarding procedures are not put in place. What is the risk of this in relation to your research? 









Example 2:

Risk to the researcher of being in a compromising or misinterpreted situation, leading to accusations of improper behaviour.
What is the risk of this in relation to your research?



(this box should expand as you type)
	How will you address any risks?

Example 1:
-All researchers will hold a current DBS check or country equivalent.
-Interviews will be conducted in safe, visible locations, never in private or isolated settings, with a supervisor / third party present.
-Participants will always have the option to have a parent, guardian, or support person present during interviews.
-The research will comply fully with institutional and legal safeguarding policies for working with minors and vulnerable groups. Provide detail here.
-A clear reporting protocol will be in place for managing any disclosure of harm, abuse, or risk (reported to relevant authorities and University).

Example 2:
-Will not conduct meetings one-on-one in private settings with young or vulnerable participants, and maintain visibility at all times.
-Where in-person interviews are required, ensure the presence of a third party (example, teacher, guardian, or colleague).
-Uphold clear professional boundaries (no physical contact, personal relationships or communication outside research purposes).
-Keep detailed records of all interactions (date, time, location and purpose) to provide accountability.
-Conduct online interviews using approved University platforms where appropriate, ensuring transparency, and have a supervisor present and visible in the online meeting.



	7
	Sensitive, embarrassing or upsetting topics. If research activity may include sensitive, embarrassing or upsetting topics 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.
	YES
	NO

	
	
	☐
	✓ 

	
Example 1: Participant may feel upset, embarrassed or anxious when discussing sensitive topics (example, personal experiences, business failures, financial issues or trauma).
Mitigation:
-Clearly explain in the Participant Information Sheet that questions may be sensitive.
-Remind participants they may skip questions or withdraw at any time.
-Monitor participant reactions; pause or stop the interview if distress is observed.
-Provide referral information for professional support (example, helplines, counselling services).

Example 2: Risk to researcher from emotional impact: exposure to distressing content may cause acute stress or burnout in the long-term.
Mitigation:
-Researchers will receive supervisory support and debriefing after interviews.
-Gain access to wellbeing resources (example, counselling or employee support programs).
-Schedule interviews to avoid excessive consecutive sessions, reducing emotional strain.

(this box should expand as you type)

	
	Health and safety risks

	8
	Location hazards: for example: fire; visiting or working in participant’s homes; working in remote locations and in high crime areas; overseas travel; hot, cold or extreme weather conditions; working on or by water. Also hazardous work locations, such as construction sites, confined spaces, roofs or laboratories. For overseas travel, researchers will need to check country / city specific information, travel health requirements and consider emergency arrangements as part of their research planning. In all cases the University’s International Travel Policy must be followed.
	YES
	NO

	
	
	☐
	✓ 

	Risk:
This is particularly required for projects that will include time spent in labs, workshops, or field sites, or that will include time spent on working sites with fluctuating sometimes unpredictable environmental and travel hazards.


(this box should expand as you type)
	How will you address any risks?
Ideally a full risk assessment document should be submitted with this form. You can also include qualifications and training courses completed as appropriate.



	9
	Activity hazards: for example: potentially mentally harmful activities; distressing and stressful work and content; driving; tripping or slipping; falling from height; physically demanding work; lifting, carrying, pushing and pulling loads; night time and weekend working.
	YES
	NO

	
	
	☐
	✓ 

	Risk:
This is particularly relevant for projects that will involve exposure to emotionally (and sometimes unpredictable) challenging content, as well as physically demanding or potentially hazardous conditions.

(this box should expand as you type)
	How will you address any risks?
Ideally a full risk assessment document should be submitted with this form. You can also include qualifications and training courses completed as appropriate.


	10
	Machinery and equipment: for example: ergonomic hazards, including computer workstations and equipment; contact with electricity; contact with moving, rotating, ejecting or cutting parts in machinery and instruments; accidental release of energy from machines and instruments.
	YES
	NO

	
	
	☐
	✓ 

	Risk:
This is particularly required for projects that will include time spent in labs or workshops, or that will include time spent on working sites where machinery is used.

(this box should expand as you type)
	How will you address any risks?
Ideally a full risk assessment document should be submitted with this form. You can also include qualifications and training courses completed as appropriate.

	11
	Chemicals and other hazardous substances: the use, production, storage, waste, transportation and accidental release of chemicals and hazardous substances; flammable, dangerous and explosive substances; asphyxiating gases; allergens; biological agents, blood and blood products.
	YES
	NO

	
	
	☐
	✓ 

	Risk:
This is particularly required for projects that will include time spent in labs or workshops, or that will include time spent on working sites where chemical are used.

(this box should expand as you type)
	How will you address any risks?
Ideally a full risk assessment document should be submitted with this form. You can also include qualifications and training courses completed as appropriate.



	12
	Physical agents: for example: excessive noise exposure, hand-arm vibration and whole body vibration; ionising radiation; lasers; artificial optical radiation and electromagnetic fields
	YES
	NO

	
	
	☐
	✓ 

	Risk:
This is particularly required for projects that will include time spent in labs or workshops, or that will include time spent on working sites where such systems are used.

(this box should expand as you type)
	How will you address any risks?
Ideally a full risk assessment document should be submitted with this form. You can also include qualifications and training courses completed as appropriate.

	13
	Environmental risks: for example: accidental spillage of pollutants, damage to local ecosystems
	YES
	NO

	
	
	☐
	✓ 

	Risk:
This is particularly required for projects that will include time spent on working sites or where activities may impact habitats, heritage, or protected environments.
(this box should expand as you type)
	How will you address any risks?
Ideally a full risk assessment document should be submitted with this form. You can also include qualifications and training courses completed as appropriate.




SECTION R: Disclosure and Barring Service

	Disclosure and Barring Service

	1
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	
	Does your research require you to hold a current DBS Certificate?
	☐
	☐
	✓ 

	2
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	




[bookmark: bookmark=id.5h8o82gom9ge]SECTION S: Declaration
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Policy which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/


	1
	Name of applicant
	

	2
	Electronic or written signature of applicant:
	

	3
	Date
	

	4
	Name of Director of Studies
	

	5
	Electronic or written signature of Director of Studies:
	

	6
	Date
	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	1
	✓ 
	I have read the guidance notes supplied before completing the form.

	2
	✓ 
	I have completed all relevant sections of the form in full.

	3
	✓ 
	I have attached a copy of the Participant Information Sheet (PIS) or Consent Form

	4
	✓ 
	I have attached a completed copy of the Trusted Research and Innovation Checklist (where applicable)

	5
	✓ 
	I have attached a full risk assessment (where appropriate)

	6
	✓ 
	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

	7
	✓ 
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Data Management Policy

	8
	✓ 
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Export Control Policy

	9
	✓ 
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Open Access Research Policy

	10
	I have completed the following appendices:
	1
	☐
	2
	✓ 
	3
	☐
	4
	☐

	
	
	5
	☐
	6
	☐
	7
	☐
	8
	☐



	
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.






END OF MAIN FORM

[bookmark: bookmark=id.h1flk8xwugli]APPENDIX 1 – Grant or Contract Funding

	A1.1
	Has your research been awarded external funding?
	YES
	☐
	NO
	☐

	A1.2
	Have you applied for funding / awaiting decision?
	YES
	☐
	NO
	☐

	A1.3
	Are you intending to apply for funding?
	YES
	☐
	NO
	☐

	A1.4
	[bookmark: _heading=h.cle8dygxjqeb]Funding Body
	

	A1.5
	Lead institution (grant holder)
	

	A1.6
	If awarded, grant reference
	

	A1.7
	If awarded, grant value
	

	A1.8
	If awarded, start date and duration
	



	
	
	
	
	


	Return to the main form



[bookmark: bookmark=id.78g7tmt74bn]APPENDIX 2: External Collaborative Research Activity

	INSTITUTION 1

	[bookmark: _heading=h.smgoj0qk45n5]A2.1
	Name
	


	A2.2
	Researcher name and position
	


	A2.3
	Role in project (e.g. co-investigator)
	


	A2.4
	Contact e-mail address
	


	A2.5
	External Ethical Approval
Please detail the ethical approval required and arrangements for this partner. See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation.
	Obtained?
	YES
	NO
	PENDING

	
	
	
	☐
	✓ 
	☐

	
	
	




	INSTITUTION 2

	A2.6
	Name
	


	A2.7
	Researcher name and position
	


	A2.8
	Role in project (e.g. co-investigator)
	


	A2.9
	Contact e-mail address
	


	A2.10
	External Ethical Approval
Please detail the ethical approval required and arrangements for this partner. See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation.
	Obtained?
	YES
	NO
	PENDING

	
	
	
	☐
	☐
	☐

	
	
	




	INSTITUTION 3

	A2.11
	Name
	


	A2.12
	Researcher name and position
	


	A2.13
	Role in project (e.g. co-investigator)
	


	A2.14
	Contact e-mail address
	


	A2.15
	External Ethical Approval
Please detail the ethical approval required and arrangements for this partner. See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation.
	Obtained?
	YES
	NO
	PENDING

	
	
	
	☐
	☐
	☐

	
	
	




Add additional collaborators as needed

	
	
	
	
	


	Return to the main form


[bookmark: bookmark=id.qdec63o705g]


APPENDIX 3: Research Undertaken Outside of the UK

	A3.1
	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. Describe the measures you have taken to comply with these and provide evidence of approvals etc. If you live in the country where you will do the research then please state this. If you have a local research supervisor or research advisor then please give their contact details here.

	If you are working outside the UK provide details of the location(s) in terms of country and city/town. Where you are working with organisations such as museums, schools, universities, or government departments include them here together with details of the contact person involved. Where there are specific local legal codes covering your research, e.g. for child protection or data protection, list them here and state how you will ensure that you comply with them.
If you plan to work outside your home country then check your government’s recommendations for the country in which you will be working. For the UK this information is available at https://www.gov.uk/foreign-travel-advice. It is also a good idea to make sure that you have the contact details of your nearest embassy or consulate in case of emergency. Travel insurance that covers working outside of your home country is recommended.

(this box should expand as you type)

	A3.2
	Responsible Research and Innovation
If research is taking place overseas please refer to the UWTSD Trusted Research and Innovation Policy and complete the Trusted Research and Innovation Checklist and submit it with this form.

	A3.3
	Confirm that you have read the Trusted Research and Innovation Policy
	☐



	If you are a postgraduate research student working with a research supervisor or research advisor at your local university then you do not need to fill in any more sections of this appendix.
If you are working in a research collaboration with an overseas partner please complete the remaining sections of this appendix.
	Return to the main form


[bookmark: _heading=h.wtckdwl48zo2]
	Organisational Details

	A3.4
	Name of Organisation

	

	A3.5
	Country where organisation is based:

	

	A3.6
	Registration number and name of registration body (examples of relevant registration bodies are government, tax, corporation, charity, educational authority):

	Contact INSPIRE for support on this section.

(this box should expand as you type)

	A3.7
	What is the legal status of the organisation? (for example: public university, private university, charity, private company, non-profit making company, government research organisation, independent research organisation) Please include the date of foundation. Note: We may be required to ask for evidence of this at a later stage.

	Contact INSPIRE for support on this section.

(this box should expand as you type)

	A3.8
	Is your organisation affiliated to any other organisation? (i.e. is the organisation legally part of a larger organisation or a group of larger organisations).

	Contact INSPIRE for support on this section.

(this box should expand as you type)

	A3.9
	Name(s) of investigators in the organisation who will be responsible for the collaborative research and innovation

	

(this box should expand as you type)




	About New Partners

	A3.10
	Why does a partner want to work with you?

	Contact INSPIRE for support on this section.

(this box should expand as you type)

	A3.11
	What are they expecting in return for their financial support or involvement?

	Contact INSPIRE for support on this section.

(this box should expand as you type)



	A3.12
	Is the organisation associated with a country which may be viewed as hostile to the UK or one which has different democratic and ethical values from our own? If you have ticked YES, please briefly describe below how you will maintain the UK’s democratic and ethical values within the research.
	YES
	NO

	
	
	☐
	☐

	Contact INSPIRE for support on this section.

(this box should expand as you type)

	A3.13
	Has due diligence into the partner identified any involvement in research on behalf of the military or police with links to a hostile state? If you have ticked YES, please summarise below how you will prevent information from this research from being released to these organisations.
	YES
	NO

	
	
	☐
	☐

	Contact INSPIRE for support on this section.

(this box should expand as you type)

	A3.14
	Set within the context of any information gained from due diligence, could your research be misused or have unintended applications which would be negative? If you have ticked YES, please summarise below how this might occur.
	YES
	NO

	
	
	☐
	☐

	Contact INSPIRE for support on this section.

(this box should expand as you type)

	A3.15
	Are there any legal, regulatory or university policy constraints on undertaking your research with this partner? If you have ticked YES, please summarise these below.
	YES
	NO

	
	
	☐
	☐

	Contact INSPIRE for support on this section.

(this box should expand as you type)

	A3.16
	Having considered the answers to questions A3.10-A3.15, are there potential reputational or ethical risks to you or the university? If you have ticked YES, please summarise these risks below.
	YES
	NO

	
	
	☐
	☐

	Contact INSPIRE for support on this section.

(this box should expand as you type)




	About Research Relationships
	YES
	NO

	A3.17
	Are the terms of any proposed Memorandum of Understanding (MoU) in keeping with the expectations of your department and university?
	☐
	☐

	A3.18
	Are you providing existing intellectual property (IP), research data, confidential or personally identifiable data to the project? If so, how is this going to be protected?
	☐
	☐



	Contact INSPIRE for support on this section.

(this box should expand as you type)

	A3.19
	Who will own any IP that is generated?

	Contact INSPIRE for support on this section.

(this box should expand as you type)

	A3.20
	What plans do you have in place for protecting the resulting IP?

	Contact INSPIRE for support on this section.

(this box should expand as you type)

	A3.21
	What contractual requirements are you able to put in place to protect the interests of your academic institutions?

	Contact INSPIRE for support on this section.

(this box should expand as you type)

	A3.22
	What access will the research partner have to your IT network? If they do have access, what broader visibility might this provide?

	Contact INSPIRE for support on this section.

(this box should expand as you type)

	A3.23
	Is there any physical separation or protection required between research in similar fields?

	Contact INSPIRE for support on this section.

(this box should expand as you type)




	About Existing Partners

	A3.24
	Would proceeding with the research raise potential conflicts of interest with existing research partners? If you have ticked YES, please explain these conflicts below.
	YES
	NO

	
	
	☐
	☐

	Contact INSPIRE for support on this section.

(this box should expand as you type)

	A3.25
	Have you spoken with your existing partners about any potential conflict of interest? If you have ticked YES, please briefly summarise their response(s) below.
	YES
	NO

	
	
	☐
	☐

	Contact INSPIRE for support on this section.

(this box should expand as you type)

	A3.26
	Does any non-disclosure agreement for this project include an expectation that you will need to provide visibility to existing partners? If you have ticked YES, please explain below how this will be managed.
	YES
	NO

	
	
	☐
	☐

	Contact INSPIRE for support on this section.

(this box should expand as you type)

	A3.27
	Will this research breach any existing contractual agreements that you, your department or university already have? If you have ticked YES, please explain below how this will be managed.
	YES
	NO

	
	
	☐
	☐



	Contact INSPIRE for support on this section.

(this box should expand as you type)



	
	
	
	
	


	Return to the main form



[bookmark: bookmark=id.8cdopilsalky]APPENDIX 4: Research with Vulnerable People

	Will the research involve data processing involving the following data subjects:
	YES
	NO

	A4.1
	Children under 16
	☐
	☐

	A4.2
	Adults with learning disabilities
	☐
	☐

	A4.3
	Adults with other forms of mental incapacity or mental illness
	☐
	☐

	A4.4
	Adults in emergency situations
	☐
	☐

	A4.5
	Prisoners or young offenders
	☐
	☐

	A4.6
	Those who could be considered to have a particularly dependent relationship with the investigator, e.g. members of staff, students
	☐
	☐

	A4.7
	People who have not given their explicit consent to participate in the project
	☐
	☐

	A4.8
	People engaged in illegal activities
	☐
	☐

	A4.9
	Any other people who can be considered vulnerable in the context of this project
	☐
	☐

	Please justify the inclusion of the above people (if applicable), explaining why the research cannot be conducted on non-vulnerable people.

	A4.10
	Any inclusion of vulnerable people must be fully justified.



(this box should expand as you type)

	Please give details of extra steps taken to assure the protection of vulnerable people participating in the research.  You should describe any arrangements to be made for obtaining consent from a legal representative.

	A4.11
	How will you protect your participants from any negative impacts caused by your research process? This might include physical or emotional harm or discomfort. If vulnerable participants will be giving consent themselves then explain the steps you will take to ensure that they are not coerced into giving consent. If consent is to be obtained from a legal representative then how will you identify the appropriate person?


(this box should expand as you type)

	It is the researcher’s responsibility to check whether a DBS check (or equivalent) is required and to obtain one if it is needed. Please confirm:

	A4.12
	DBS Check required?
	YES
	NO

	
	
	☐
	☐

	A4.13
	DBS certificate obtained?
	YES
	NO
	N/A

	
	
	☐
	☐
	☐



	
	
	
	
	


	Return to the main form


[bookmark: bookmark=id.if5zzwnbtrz5]APPENDIX 5: Research Involving Animals
	The use of animals in research is tightly governed and monitored by law and by the Home Office, specifically under the Animals (Scientific Procedures) Act 1986 and its accompanying codes of practice and processes. The Act regulates procedures that are carried out on protected animals for scientific or educational purposes that may cause pain, suffering, distress or lasting harm. Under the Act, a protected animal is ‘any living vertebrate, other than man, and any living cephalopod’. The University does not hold a Home Office issued Establishment Licence and therefore researchers must ensure that any proposed work involving animals is either exempt from the Act or falls outside of its scope. Exempted research, for example involving routine veterinary practice or clinical veterinary research, may still require external ethical approval from the Royal Society of Veterinary Surgeons. When undertaking collaborative research involving animals, the UWTSD Research Ethics Committee must be assured that the partner institution(s) conform to the appropriate regulatory framework or legislation, and have approval from their local Research Ethics Committee. Any such work must follow the guidance of the National Centre for the Replacement, Reduction and Refinement of Animals in Research, known as the 3Rs.  In all cases, advise must be sought from INSPIRE for any proposed research involving animals, either at UWTSD, or by research collaborators in partnership with UWTSD. This should be at the very early stages of research design, so that an appropriate due diligence exercise can be undertaken.

	Will the research involve any work with any of the following animals (including observation in their natural habitat)
	YES
	NO

	[bookmark: _heading=h.p2g06tolioby]A5.1
	Any living vertebrates, other than humans?
	☐
	☐

	A5.2
	Any living cephalopods?
	☐
	☐

	A5.3
	[bookmark: _heading=h.33ery0l3tz6a]Has INSPIRE undertaken an initial due diligence exercise?
	☐
	☐

	A5.4
	[bookmark: _heading=h.5rong1ro5xo4]Due diligence assessment appended to this application?
	☐
	☐

	Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE.

	[bookmark: _heading=h.p034tqxu12yf]A5.5
	Contact INSPIRE for support on this section.

(this box should expand as you type)



	
	
	
	
	


	Return to the main form



[bookmark: bookmark=id.omxxfrtdmsew]APPENDIX 6: Research with Staff or Offenders in Prison Establishments and Probation Services

	Research with staff and/or offenders in prison establishments, the Probation Service or within His Majesty’s Prison and Probation Services requires additional approvals.

	Will the research involve any of the following?
	YES
	NO

	A6.1
	Staff in prison establishments
	☐
	☐

	A6.2
	Offenders in prison establishments
	☐
	☐

	A6.3
	The Probation Service
	☐
	☐

	A6.4
	His Majesty’s Prison and Probation Services
	☐
	☐

	All researchers wanting to conduct research with staff and/or offenders in prison establishments, the Probation Service regions or within HM Prison and Probation Service (HMPPS) Headquarters are required to formally apply for research approval to the HMPPS National Research Committee (NRC). Before doing so, INSPIRE must undertake an initial due diligence exercise. If you have not contacted INSPIRE, please do so immediately. If YES to any of the above, please confirm:

	A6.5
	[bookmark: _heading=h.lkexzqabheqr]Has INSPIRE undertaken an initial due diligence exercise?
	☐
	☐

	A6.6
	Have you applied to the HMPPS National Research Committee (NRC)?
	☐
	☐

	A6.7
	Has HMPPS National Research Committee approval been granted? If yes, please append to this application.
	☐
	☐

	A6.8
	Due diligence assessment appended to this application?
	☐
	☐

	Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE.

	A6.9
	Contact INSPIRE for support on this section.



(this box should expand as you type)



	
	
	
	
	


	Return to the main form



[bookmark: bookmark=id.x4ecujun0qe7]APPENDIX 7:  Health and Social Care Research
	All health and social care research must have a sponsor as defined by the Health Research Authority UK Policy Framework for Health & Social Care.  The University will under no circumstances act as the sponsor of health and social care research (i.e. that which requires approval by a NHS Research Ethics Committee). In all cases, therefore, an appropriate collaborating partner must lead the research.  Any health and social care research therefore requires an initial due diligence exercise, which will be undertaken by INSPIRE. The purpose of the due diligence exercise is to ensure that the University has the capability to undertake the research, either independently or in collaboration with research partners. This will include advice on suitable collaborative arrangements and the appropriate involvement of UWTSD researchers in the proposed research study.  This is likely to apply to the following areas:

	Will the data processing involve:
	YES
	NO

	A7.1
	Participants who have been recruited on the basis of medical and health conditions, life stage or other physical or mental attribute.
	☐
	☐

	A7.2
	Participants who will engage in physical exercise, activity or exertion of any kind, or who use exercise equipment, assistive devices or other apparatus for the purposes of the research study. This includes interventions that are minimally invasive.
	☐
	☐

	A7.3
	Patients and users of the NHS (including NHS patients treated in the private sector).
	☐
	☐

	A7.4
	Individuals identified as potential participants because of their status as relatives or carers of patients and users of the NHS.
	☐
	☐

	A7.5
	Patients who are cared for in private and voluntary sector nursing homes.
	☐
	☐

	A7.6
	Confidential patient information.
	☐
	☐

	A7.7
	Clinical trial of a medicinal product or medical device.
	☐
	☐

	A7.8
	Access to organs or other bodily material of past and present NHS patients, or any material consisting of or containing human cells.
	☐
	☐

	A7.9
	Use of human tissue (including non-NHS sources) where the collection is not covered by a Human Tissue Authority licence.
	☐
	☐

	A7.10
	Foetal material and IVF involving NHS patients.
	☐
	☐

	A7.11
	The recently deceased under NHS care.
	☐
	☐

	A7.12
	NHS staff or premises.
	☐
	☐

	A7.13
	Practising midwives conducting a clinical trial.
	☐
	☐

	A7.14
	Investigational medicinal product.
	☐
	☐

	A7.15
	Medical devices that are not CE-marked or CE-marked medical devices that have been modified or are being used for a new purpose.
	☐
	☐

	A7.16
	Exposure to ionising radiation.
	☐
	☐

	A7.17
	Other health and social care related research.
	☐

	☐


	Please specify
Contact INSPIRE for support on this section.

(this box should expand as you type)
	
	

	Researchers proposing to work on projects involving health and social care research must check whether their study meets the HRA definition of research and whether it should undergo ethics review by a NHS Research Ethics Committee. If you have answered YES to any of questions A7.1-A7.17 then this is likely to be the case and sponsorship by a third party will be required. This can be checked via the Health Research Authority’s Decision Tool : https://www.hra-decisiontools.org.uk/research/

	A7.18
	Does the research meet the HRA definition of research?
	YES
	NO
	N/A

	
	
	☐
	☐
	☐

	A7.19
	Is the Research being sponsored by a collaborating partner?
	YES
	NO
	N/A

	
	
	☐
	☐
	☐

	A7.20
	Has NHS ethics approval been granted?
	YES
	NO
	N/A

	
	
	☐
	☐
	☐

	A7.21
	Has INSPIRE undertaken an initial due diligence exercise?
	YES
	NO

	
	
	☐
	☐

	Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE. If you have not contacted INSPIRE, please do immediately.

	A7.22
	Contact INSPIRE for support on this section.


(this box should expand as you type)



	A7.23
	Have you been granted NHS ethical approval?
	YES
	Click to continue to Section R
	NO
	Return to the main form






[bookmark: bookmark=id.1x1njqtyb9e8]APPENDIX 8: Export Control for Research with Potential Military End Uses
	Export controls apply to the physical, electronic or oral transmission outside the UK of applied research, sensitive technology, software and equipment that could potentially be misused, either directly or indirectly, for military purposes. These legal controls are a serious obligation and UWTSD researchers must actively manage the risks of these being misused to fuel conflict, threaten national security, support terrorism and crime, violate human rights or proliferate Weapons of Mass Destruction.  UWTSD’s Export Control Policy provides a clear six step process to determine if your research is covered by export controls. Please complete the following screening to judge if you need to compete a full export control assessment. If you are in any doubt, then please contact INSPIRE. Any research in UWTSD involving the following high-risk areas must be screened.
Will the research involve:

	Defence
	YES
	NO

	A8.1
	Military equipment and munitions
	☐
	☐

	A8.2
	Defence equipment, including satellites
	☐
	☐

	A8.3
	Technical data, including some border and port information
	☐
	☐

	A8.4
	Dual use research
	☐
	☐

	Materials and Technologies
	YES
	NO

	A8.5
	Nuclear materials, facilities and equipment
	☐
	☐

	A8.6
	Chemicals, microorganisms and toxins
	☐
	☐

	A8.7
	Electronics design, development and production
	☐
	☐

	A8.8
	Computers
	☐
	☐

	A8.9
	Telecommunications
	☐
	☐

	A8.10
	Sensors and lasers
	☐
	☐

	A8.11
	Navigation and avionics
	☐
	☐

	A8.12
	Marine technology
	☐
	☐

	A8.13
	Composite materials
	☐
	☐

	A8.14
	Aerospace and propulsion
	☐
	☐

	Sensitive Information
	YES
	NO

	A8.15
	Cryptology
	☐
	☐

	A8.16
	Counterterrorism
	☐
	☐

	A8.17
	Counternarcotics
	☐
	☐

	A8.18
	Cyber-related
	☐
	☐

	A8.19
	Non-proliferation
	☐
	☐

	A8.20
	Transnational criminal organisations
	☐
	☐



	Genetic Resources
	YES
	NO

	A8.21
	Genetic material of actual or potential value
	☐
	☐

	A8.22
	Organisms, or parts thereof
	☐
	☐

	A8.23
	Populations (or organisms)
	☐
	☐

	A8.24
	Other biotic components of ecosystems
	☐
	☐

	A8.25
	Domesticated or cultivated species in which the evolutionary process has been influenced by humans
	☐
	☐



	Will you be exporting military or dual-use technology, now or possibly in the future? This information may take many forms, including:
	YES
	NO

	A8.26
	Physical transfer of goods, technologies, material or equipment
	☐
	☐

	A8.27
	Blueprints
	☐
	☐

	A8.28
	Plans
	☐
	☐

	A8.29
	Diagrams
	☐
	☐

	A8.30
	Models
	☐
	☐

	A8.31
	Formulae
	☐
	☐

	A8.32
	Tables
	☐
	☐

	A8.33
	Engineering designs and specifications
	☐
	☐

	A8.34
	Manuals and instructions
	☐
	☐

	A8.35
	Software
	☐
	☐

	A8.36
	Know-how
	☐
	☐



	Will your project transfer technology using any of the following physical methods?
	YES
	NO

	A8.37
	USB flash drives
	☐
	☐

	A8.38
	Portable hard drives
	☐
	☐

	A8.39
	Laptops
	☐
	☐

	A8.40
	Tablets
	☐
	☐

	A8.41
	Intangible forms by using electronic media, such as email, phone storage and cloud file sharing
	☐
	☐

	A8.42
	Physical exports
	☐
	☐



	Will your project involve any of the following?
	YES
	NO

	A8.43
	Oral transfer by phone or videoconferencing or presentations
	☐
	☐

	A8.44
	Travelling overseas for any purpose, while unintendingly carrying any of the above.
	☐
	☐

	A8.45
	Will you be hosting foreign visitors?
	☐
	☐

	If you answer YES to any of questions A8,1-A8.45 then you should complete a full export control assessment and append that to this application. Before doing this please contact INSPIRE who will advise further.
	YES
	NO

	A8.46
	Full export control assessment required?
	☐

	☐


	A8.47
	Full export control assessment completed?
	☐

	☐


	A8.48
	Full export control assessment appended?
	☐

	☐




	
	
	
	
	


	Return to the main form
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