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The purpose of this dissertation is to investigate the link between community engagement of social media with brand loyalty among the followers of a digitally native fitness apparel brand, Gymshark, and especially the influence of brand trust, perceived authenticity and perceived community identification. The study was based on positivist, deductive, cross-sectional, quantitative research design.The study was based on positivist, deductive, cross sectional and quantitative research design, based on three theories namely Social Identity Theory, Consumer Engagement Theory and Brand Loyalty Theory. Using an online survey, data were gathered from 176 valid responses from adult followers within Gymshark-related social media and fitness groups, who met the study's screening criteria.
The measurement of engagement was done on cognitive, affective and behavioural levels, while brand loyalty was measured through purchase/repurchase intention, emotional attachment and brand advocacy. The internal consistency of the nine measurement constructs ranged from acceptable to good (Cronbach's alpha ranged from 0.732 to 0.797). Multiple regression analysis indicated that the three types of engagement, including cognitive, affective and behavioural, along with the three other factors, including brand trust, perceived authenticity and community identification, all accounted for a statistically significant and independent contribution to brand loyalty (R squared = 0.880, F = 206.005, p < 0.001). The only dimension that surpassed all engagement dimensions and even brand trust was perceived authenticity (beta = 0.247). To confirm that brand trust partially mediated the relationship between all three engagement dimensions and brand loyalty, mediation analyses were performed using Hayes' PROCESS macro (with 5,000 bootstrap samples).
The results show that high engagement does not necessarily lead to high loyalty, but that psychological engagement, relational trust and, most importantly, perceived brand authenticity are all factors that increase loyalty amongst Gymshark followers. This study takes engagement and loyalty theory into the context of a fitness-apparel brand community that has not been studied previously (and which is often primarily visual), and provides empirical evidence-based recommendations for Gymshark and other similar brands to improve their levels of loyalty through social media community strategies that are authentic and trust-building. The limitations associated with the cross-sectional design and the non-probability sampling are acknowledged, and directions for future research using a longitudinal and comparative design are suggested.

Keywords: Social Media Engagement; Brand Loyalty; Brand Trust; Perceived Authenticity; Community Identification; Gymshark





Table of Contents
DECLARATION	2
ACKNOWLEDGEMENTS	3
ABSTRACT	4
CHAPTER ONE: INTRODUCTION	9
1.1 Background of the Study	9
1.2 Problem Statement	10
1.3 Research Aim	11
1.4 Research Objectives	11
1.5 Primary Research Question	12
1.6 Sub-Questions	12
1.7 Significance of the Study	12
1.8 Structure of the Study	13
1.9 Chapter Summary	13
CHAPTER TWO: LITERATURE REVIEW	15
2.1 Introduction	15
2.2 Social Media and the Emergence of Online Brand Communities	15
2.3 Social Media Community Engagement: Conceptualisation and Dimensions	16
2.4 Brand Loyalty: Definitions, Dimensions, and Measurement	18
2.5 Trust and Perceived Authenticity in Social Media Brand Relationships	19
2.6 Community Identification and its Role in Brand Loyalty	20
2.7 Critical Gaps in the Literature	21
2.8 Theoretical Frameworks	22
2.8.1 Social Identity Theory (Tajfel and Turner, 1979)	22
2.8.2 Consumer Engagement Theory (Brodie et al., 2011)	23
2.8.3 Brand Loyalty Theory (Oliver, 1999)	23
2.9 Hypothesis Development	24
2.10 Chapter Summary	25
CHAPTER THREE: RESEARCH METHODOLOGY	27
3.1 Introduction	27
3.2 Research Philosophy: Positivism	27
3.3 Approach to Theory Development: Deduction	27
3.4 Methodological Choice: Quantitative Research	28
3.5 Research Strategy and Time Horizon	28
3.6 Population, Sampling and Sample Size	29
3.7 Questionnaire Design and Measurement	29
3.8 Data Analysis and Regression Model	30
3.9 Reliability, Validity and Ethical Considerations	31
3.10 Chapter Summary	32
CHAPTER FOUR: FINDINGS	33
4.1 Data Preparation, Coding and Computation of Variables	33
4.2 Demographic Profile of Respondents	35
4.3 Reliability Analysis	37
4.4 Descriptive Statistics of the Main Constructs	38
4.5 Pearson Correlation Analysis	39
4.6 Multiple Regression Analysis	40
4.7 Mediation Analysis	41
4.8 Hypothesis Testing	44
4.9 Summary of Findings	45
CHAPTER FIVE: ANALYSIS AND DISCUSSION	46
5.1 Introduction	46
5.2 Engagement Dimensions and Brand Loyalty	46
5.3 The Mediating Role of Brand Trust	47
5.4 Perceived Authenticity and Community Identification: A Critical Limitation	48
5.5 Theoretical Implications	48
5.6 Direct Answers to the Research Questions	49
5.7 Synthesis Against the Research Aim and Purpose	51
CHAPTER SIX: CONCLUSION AND RECOMMENDATIONS	53
6.1 Introduction	53
6.2 Overall Conclusion	53
6.3 Practical Recommendations	54
6.4 Limitations of the Study	56
6.5 Recommendations for Future Research	56
6.6 Chapter Summary	57
REFERENCES	58
Appendices	81
Appendix A: Ethics Form	81
Appendix B: Survey Questionnaire	81
Appendix C: DATASET	85
Appendix D: SPSS Output	86



[bookmark: _Toc240918131]CHAPTER ONE: INTRODUCTION
[bookmark: _Toc240918132]1.1 Background of the Study
Over the last ten years, social media has changed the way consumers use it and how brands market to them (Vaishali Dnyandeo Shelke and Kishor Prakash Bholane, 2025). The social media environment has completely revolutionised consumer marketing and brand management over the last decade. Social media sites, including Instagram, TikTok, YouTube, and Reddit, have become more than just channels for communication. They're entire ecosystems where brands build communities, collaboratively develop value for consumers, and establish enduring relationships (Abdullayev, 2026). In this digital world, the brand-consumer relationship has gone from a simply transactional exchange to a participatory community experience, which gives brands a way to construct what scholars refer to as 'online brand communities' (Muniz and O'Guinn, 2001).
One specific area that's definitely interesting to look at is the fitness apparel market on a global scale. Grand View Research (2024) estimated the global activewear market at USD 353 billion in 2023 and expected it to expand at a compound annual growth rate (CAGR) of 6.8% till 2030. In this fast-growing industry, brands that are digital-native in their approach have taken the lead, with Gymshark being a prime example that has used a community engagement approach on social media as a key part of their brand-building strategy instead of a heavy investment in traditional advertising (Zwayyed, 2025).
The Birmingham-based company Gymshark was established in 2012 by the tenacious entrepreneur Ben Francis, and it's one of the most incredible successes in the global fitness apparel sector to date (Foley, 2023). The brand has expanded from a garage-based business to a unicorn worth more than £1 billion in 2020 after a minority stake purchase by General Atlantic (BBC, 2020). Notably, all of this growth came from social media marketing techniques, most notably via influencer marketing on Instagram, community building on TikTok, and highly involved communities on Reddit. Currently, Gymshark has more than 19 million followers on its official Instagram page, and millions more on the platforms of TikTok and YouTube (Gymshark, 2024).
Currently, the connection between social media engagement and brand loyalty is one of the most significant areas of study in today's marketing research. Statista (2024) estimates that about 5.17 billion people worldwide are using social media, which accounts for about 63.7% of the world's population. More importantly, a report from Sprout Social (2023) revealed that 57% of consumers said they felt more loyal towards brands when they followed them on social media, while 76% indicated that they would buy from a brand over a competitor if they followed it on social media. These statistics highlight the ability of social media involvement within the community to be a factor in brand loyalty.
Yet, despite the increased commercial significance of this phenomenon, academic research has not been able to catch up with the rapid changes in digital consumer behaviour (Latief, Dirwan and Rizal, 2024). The nexus of social media community engagement and brand loyalty, especially for fitness apparel brands that have established their entire brand commercial presence on digital communities, is one area that still needs to be empirically explored (Tarabieh, 2022). Some research has been conducted in the traditional retail setting (Oliver, 1999; Aaker, 1991), some have focused on the metrics of engagement on social media (Brodie et al., 2013), and there is an increasing number of papers that have taken a look at brand communities on the internet (Laroche et al., 2012). There have been fewer studies that connected the aforementioned lines of enquiry together in one empirical construct that applied it to a specific, digitally-born fitness company, including Gymshark.
Also, the link between community engagement and brand loyalty is complex, and remains in part unclear. Although concepts, including trust, perceived authenticity, and community identification, have been proposed as mediators, a systematic analysis of the combined explanatory power of these concepts has not been conducted in the context of fitness apparel (Popp and Woratschek, 2017). 
[bookmark: _Toc240918133]1.2 Problem Statement
Even though Gymshark has been an incredible success in the commercial world and has been known for leveraging social media for community engagement, there are very few empirical academic studies that critically discuss the mechanisms that would drive Gymshark followers to be loyal to the Gymshark brand (Christine J. Concepcion, 2025). Although the concept of brand loyalty has been one of the most recognized benefits of any brand, the processes by which social media community engagement leads to or maintains loyalty among digitally-native fitness brands have not yet been well theorised and empirically tested (Bhayani, 2025).
Previous research usually investigates social media engagement in a unidimensional way, not distinguishing between the cognitive, affective, and behavioral aspects of it (Hollebeek et al., 2014). Likewise, Christine J. Concepcion (2025) defines brand loyalty more operationally as repurchase intention, failing to take into account other aspects like emotional attachment and brand advocacy. In a context where trust, perceived authenticity, and community identification play a significant role, these constructs have not been explored together as mediators and/or moderators of the link between engagement and loyalty in the fitness apparel industry (Levitan, 2020).
This creates a theoretical challenge and a practical one for marketing managers and brand strategists wanting to know how to build and maintain social media communities with evidence-based insights that will lead to long-term brand loyalty. If no empirical investigation has been conducted, practitioners need to depend on anecdotal evidence and commercial case studies that may not be generalisable and rigorously methodologically designed (ANNAMALAH, 2024).
[bookmark: _Toc240918134]1.3 Research Aim
The aim of this study is to examine the relationship between social media community engagement and brand loyalty among Gymshark followers, considering the roles of trust, perceived authenticity and community identification.
[bookmark: _Toc240918135]1.4 Research Objectives
In order to operationalise the research aim, this study pursues the following specific objectives:
· To evaluate the cognitive, affective and behavioural dimensions of social media community engagement among Gymshark followers.
· To examine the relationship between social media community engagement and brand loyalty, including repurchase intention, emotional attachment and brand advocacy.
· To assess the extent to which trust, perceived authenticity and community identification contribute to brand loyalty among Gymshark followers.
· To identify which engagement-related factors most strongly predict brand loyalty among Gymshark followers.
· To develop practical recommendations for Gymshark and similar fitness apparel brands on using social media communities to strengthen brand loyalty.
[bookmark: _Toc240918136]1.5 Primary Research Question
To what extent is social media community engagement associated with brand loyalty among Gymshark followers, and how do trust, perceived authenticity and community identification contribute to this relationship?
[bookmark: _Toc240918137]1.6 Sub-Questions
· How do Gymshark followers perceive cognitive, affective and behavioural engagement within Gymshark’s social media community?
· What is the relationship between social media community engagement and brand loyalty among Gymshark followers?
· Which dimensions of social media community engagement are most strongly associated with repurchase intention, emotional attachment, and brand advocacy?
· How do trust, perceived authenticity, and community identification contribute to brand loyalty among Gymshark followers?
· What practical recommendations can be developed for fitness apparel brands seeking to strengthen loyalty through social media communities?
[bookmark: _Toc240918138]1.7 Significance of the Study
The present study contributes to the academic literature and to marketing practices. Based on a theoretical underpinning of integrating social identity theory, consumer engagement theory, and brand loyalty theory, the study theoretically progresses the understanding of how digital community participation relates to brand commitment (Park and Ha, 2021). Gymshark is an ideal focal brand for a survey-based investigation because its growth curve is inextricable from its social media community strategy, and they are a high-validity context to examine the engagement-loyalty relationship.
In practical terms, the results will provide information that can be used for action by a brand manager in the fitness apparel industry and other industries. This is because, according to Statista (2026), the global advertising expenditure on social media is expected to reach US$338.75bn in 2026, which is expected to reach US$530.34bn by 2030, making it clear that knowing the mechanisms behind linking social media community engagement to quantifiable brand loyalty results is worth it in commerce. In addition to supporting the ever-expanding research on how digital-native brands can maintain competitive advantage via community-based marketing strategies, the study will also help advance the field of digital marketing (Lestari, 2026). The study will also help advance the field of digital marketing and will help contribute to the ever-growing body of research that focuses on how digital-native brands can maintain competitive advantage via community-based marketing strategies.
The academic community will benefit from this research by contributing to the limited empirical studies that have used engagement theory specifically in the fitness apparel industry and providing a method that could be replicated in similar brand environments (Watts and Chi, 2018). The study provides a representation of the integration of classic brand loyalty theory with the modern digital marketing of postgraduate marketing education.
[bookmark: _Toc240918139]1.8 Structure of the Study
This dissertation consists of six chapters. The present chapter (Chapter One) has been used to set the background of the study, state the research problem, restate the research question and restate the research aim and objectives, and the importance of the study. The literature review is presented in Chapter Two and examines existing studies that critically examine both scholarly and academic research on social media community engagement, brand loyalty, trust, perceived authenticity, and community identification, along with three relevant theoretical frameworks that are relevant. The research methodological approach, which includes the philosophical approach, research design, sampling, data collection tools, and analysis tools, is described in Chapter Three. Chapter Four reports and discusses the quantitative survey results and brief qualitative comments. Chapter Five summarises the conclusions and results of the study in terms of the literature and theories so far. Chapter Six presents conclusions, practical recommendations, limitations, and future research directions on the study.
[bookmark: _Toc240918140]1.9 Chapter Summary
In Chapter One, the rationale and scholarly basis of this study on the connection between social media community engagement and brand loyalty among Gymshark followers has been established. The chapter has illustrated that the fitness apparel industry is growing quickly and that Gymshark has been a case study of a brand that has achieved remarkable commercial success by relying on the engagement of its social media communities. This was done through statistical evidence to support the observations made about the scale of social media usage around the world and its commercial relevance in terms of the brand loyalty results that the followers provide. The problem statement found that there was a void in current scholarship around the mechanism between engagement and loyalty in the fitness apparel context. The chapter then clearly defined the research purpose, four objectives, one main research question, and four sub-questions that would facilitate systematic empirical research. The importance of the research for academic studies and its implications for marketing practice were described, and the design of the dissertation was sketched. Chapter Two then critically reviews the existing literature on the important constructs of this study.


[bookmark: _Toc240918141]CHAPTER TWO: LITERATURE REVIEW
[bookmark: _Toc240918142]2.1 Introduction
In this chapter, the existing literature relevant to the fundamental concepts in this study was critically analyzed, which also involved examining the literature on social media community engagement, brand loyalty, trust, perceived authenticity, and community identification. The review does not simply summarize each study, but takes a critical synthesis approach, discussing how the results of various studies compare and contrast, as well as focusing on points of agreement, disagreement, and theoretical tension. This chapter terminates with a discussion of three theoretical approaches that guide the conceptual framework of this research.
[bookmark: _Toc240918143]2.2 Social Media and the Emergence of Online Brand Communities
Muniz and O'Guinn (2001, p.412) first theorized the concept of a 'structured set of social relations' among 'admirers of a brand' in a non-geographically bound community. They pointed to three key traits of a brand community: shared consciousness, rituals and traditions, and a sense of moral responsibility. However, this basic conceptualization was grounded in offline or early internet communities and was not developed to account for social media platforms that have revolutionized the way these communities are formed, function, and shape consumer behaviour (Srivardhana and Boonchoo, 2025).
Later, scholarship was based on the framework of Muniz and O'Guinn and applied to the social media environment. Laroche et al. (2012) extended the study by looking at the Facebook brand communities of the companies and their relationships with brand loyalty as mediated by brand trust and brand attitude. The results of their empirical study, which assessed a sample of 440 Facebook brand community members, showed that the value creation practices in online communities, including social networking, community engagement, impression management, and brand use, were statistically significant predictors of customer loyalty outcomes. While this study is an important step forward from previous research, it was limited to Facebook and failed to consider the more complex community dynamics that occur across platforms, which are important when brands like Gymshark are concerned.
However, Habibi, Laroche and Richard (2014) debunked the notion that social media brand communities can solely be driven by the path of loyalty. When they analyzed the relationship between the type of community practices and the resulting loyalty effect within the Facebook brand communities of Apple and Nike, some practices had more intense loyalty effects than others. This more complex discovery adds to the more simplistic positive link between community involvement and brand loyalty proposed by Laroche et al. (2012) and indicates that not every type of community involvement is equally beneficial in the creation of brand loyalty. In the Gymshark context, this means that having a large following is not enough to ensure that it is of high quality and that people are truly loyal to the brand.
Both Laroche et al. (2012) and Habibi et al. (2014) take a narrow focus on only Facebook, which has different characteristics and dynamics than Instagram, TikTok, and YouTube,the social media platforms that are key to Gymshark's community strategy. Instagram and TikTok have different engagement dynamics from Facebook, which is text-based and focuses on group membership. It is recognised as such in more recent scholarship (Dessart, Veloutsou and Morgan-Thomas 2015) that led to the creation of a multi-platform social media engagement framework, which identified three dimensions of engagement, cognitive, affective and behavioural, that exist across platforms. Their conceptualisation offers a more theoretically sound basis to explore engagement on a more heterogeneous platform ecosystem that Gymshark inhabits.
[bookmark: _Toc240918144]2.3 Social Media Community Engagement: Conceptualisation and Dimensions
The concept of consumer engagement has become a topic of one of the most thorough discussions in marketing research today, but the definition is still not agreed upon. As per Brodie et al. (2011, p.252), ‘Consumer engagement is a psychological state that arises as a result of customers' interactive and co-creative experiences with a focal agent or object in focal service relationships. This definition highlights the psychological and interpersonal nature of engagement and makes a distinction between engagement and other related constructs like involvement, participation, or loyalty(Harrigan et al., 2018). Later, Hollebeek, Glynn and Brodie (2014) contended that this general understanding does not adequately reflect the multidimensionality of social media-related engagement, suggesting that it be defined as a three-dimensional process of cognitive processing, affection, and activation.
The “cognitive” aspect of engagement is the mental activity and concentration consumers put into the content associated with the brand, such as information processing and learning (Hollebeek et al., 2014). The affective dimension is the emotional aspect of the brand interactions, including feelings of enthusiasm, inspiration, and enjoyment. The behavioural dimension refers to participation that can be observed, including likes, comments, sharing, and creation of user-generated content (Ebrahim, 2022). The three dimensions are not separate, but are interacting, and positive affective engagement could lead to greater cognitive and behavioural involvement. Subsequent research (Dessart et al., 2015; Islam and Rahman, 2016) has seen a widespread use of this three-part model that serves as the conceptual basis for the engagement measurement instrument used in this research.
Islam and Rahman (2016) systematically reviewed 96 articles on online community engagement and concluded the vast majority of the studies on the topic were mainly behavioural in nature, including liking and sharing behaviours, neglecting cognitive and affective behaviours. They believe this is a major theory gap because if there is behavioural engagement but not cognitive and affective engagement, it may lead to superficial brand loyalty. This critique is especially applicable to Gymshark, which is an incredibly social media-driven brand whose strategy is based on emotional and aspirational content that seeks to engage the viewer on the affective level rather than simply the transactional level (Jiang, 2024).
There are important differences between the conceptualization of engagement as a state (Hollebeek et al. 2014) and as a trait (Sprott, Czellar and Spangenberg 2009). Sprott et al. (2009) define brand engagement as a fairly stable individual difference, which is an indication of consumers' overall tendency toward brand engagement. Hollebeek et al. (2014), on the other hand, see engagement as a state that changes according to particular interactions with the brand and in particular circumstances. The contrasting positions raise methodological issues: the state conceptualisation would require measurement across time, a longitudinal tracking like that used in the current study would not be feasible, while the trait conceptualisation would involve measurement at a single point in time, a cross-sectional measure like that in the current study would be feasible (Wiebke Bleidorn et al., 2021). The state conceptualisation seems more contextually pertinent for this investigation due to the episodic and content-driven interaction of social media such as TikTok and Instagram, where certain viral content can or can not, and/or certain influencer campaigns can or can not, significantly increase engagement (Tian et al., 2025).
[bookmark: _Toc240918145]2.4 Brand Loyalty: Definitions, Dimensions, and Measurement
In spite of the extensive scholarship on the concept of brand loyalty, the definition and measurement of this concept have shifted significantly over the years. The most commonly referenced definition is Oliver's (1999, p.34) loyalty as 'a deeply held commitment to rebuy or repatronize a preferred product or service consistently in the future, despite situational influences and marketing efforts being potentially present to cause switching behaviour. Two key aspects of loyalty are included in this definition, including attitudinal commitment (mental attitude towards loyalty) and behavioural consistency (actual repurchase behaviour that follows) (Saini and Singh, 2020).
Some of the earlier scholarship, in particular, Dick and Basu (1994), made a distinction between true loyalty (high relative attitude and high repeat patronage), latent loyalty (high attitude and low repeat patronage), spurious loyalty (low attitude and high repeat patronage) and no loyalty. This taxonomy played an important role in questioning the only behavioural approach to measuring loyalty that had been used previously, and in identifying the importance of attitudinal elements (Russell-Bennett and Bove, 2002). Nevertheless, neither Oliver (1999) nor Dick and Basu (1994) adequately addressed the advocacy aspect of loyalty; the tendency of loyal customers to actively recommend a brand to others has become more prominent in the world of social media.
Chaudhuri and Holbrook (2001) expanded loyalty theory by separating purchase loyalty from attitudinal loyalty, and found that these two types of loyalty have significantly different effects on brand performance outcomes, including that purchase loyalty is more closely associated with market share, and attitudinal loyalty is related to brand price premium. According to Khoa and Huynh (2023), loyalty on social media can be different for these two types of loyalty, and strong attitudinal loyalty and advocacy can be achieved by participating in communities, while purchase loyalty is limited due to product availability or price sensitivity. This is a significant consideration in a fitness clothing market that features high-priced products like Gymshark's.
In recent studies, So et al. (2016) have highlighted brand advocacy as a unique type of loyalty behavior and one that is becoming more significant in today's social media world. They believe that today, with peer influence and user-generated content, consumers who actively promote a brand on social media and through word-of-mouth are actually creating value in a qualitatively different way and perhaps more effectively than simply repurchasing a product. Gymshark's model, which is strongly based on consumer-generated content, community hashtags (#Gymshark66), and ambassador advocacy, demonstrates the commercial importance of loyalty through advocacy within digital brand communities (Harju, 2023).
[bookmark: _Toc240918146]2.5 Trust and Perceived Authenticity in Social Media Brand Relationships
Trust has long been known to be a key antecedent of brand loyalty (Pan, Sheng and Xie, 2012). According to Morgan and Hunt (1994), trust is one of the two components (with commitment) that mediate in relationship marketing, since it reduces the perceived risk and uncertainty in the consumer-brand relationship. But this has changed with the evolution of social media, in terms of conceptualisation and drivers of brand trust (Sohail, Hasan and Sohail, 2020). In contrast to traditional brand relationships that are based on the quality of the products, the reputation of the business, and the credibility of advertising promises, the trust established through social media is more likely to be based on the credibility of others who participate in social media processes, as well as the authenticity of brand communication (Reinikainen et al., 2020).
Reinikainen et al. (2020) analysed the importance of parasocial relationship, a one-sided emotional connection between followers and influencers, in the context of Instagram brand promotions, and concluded that the relationship between influencer trust and purchase intention was significantly mediated by parasocial relationship. These findings are relevant to the Gymshark case, where the brand has created a wide array of athlete ambassadors and fitness influencers who carry their personal brand associations, and those associations, in turn, carry over positive affect and trust towards the Gymshark brand (Arsenis, 2020). Importantly, Reinikainen et al. (2020) concluded that trust in the message was higher when influencers were seen as being authentic and using the products personally, but not being paid to promote them.
Perceived authenticity has proven to be one of the most important constructs in the field of digital brand management studies (Rixom and Rixom, 2023). Morhart et al. (2015) define brand authenticity as consisting of four components, including continuity, credibility, integrity, and symbolism. They find that the perceptions of authenticity have significant positive mediation effects on brand loyalty via positive brand attitudes and brand anxiety reduction. The framework can be applied to Gymshark, the brand's origin story, which involves a young person creating a fitness brand from his parents' garage by leveraging social media, to give it a powerful authenticity story that many established, incumbent sportswear companies lack the ability to replicate (Zwayyed, 2025).
But there is no easy sense of authenticity in social media. As influencers become more professional and start engaging in business deals, their followers may think that the authenticity is reduced, leading to a loss of engagement and trust (Audrezet, de Kerviler & Moulard, 2020). The fact that this is a paradox of authenticity implies that Gymshark might find it difficult to maintain the grassroots authenticity that it has relied on to position itself as “the people's app” as it grows into a billion-pound company and starts to adopt more professional production styles and a host of paid influencers (Studeny and Mohammed, 2023). This contradiction between growth and authenticity is an important one that is not represented by the purely positive engagement-loyalty models (Duffek et al., 2025).
Looking at Morhart et al. (2015) and Audrezet et al. (2020), it is evident that there is a significant gap in theory: Morhart et al. (2015) regard authenticity as a more or less stable brand element, whereas Audrezet et al. (2020) view it as an element constructed through perceptions of the audience and can be eroded by commercialization. Through a study of this discourse, it is suggested that both viewpoints provide partial insights and that perceived authenticity in the Gymshark context is negotiated both through the historical stories of the brand and the community interactions (Kumar and Aravamudhan, 2024).
[bookmark: _Toc240918147]2.6 Community Identification and its Role in Brand Loyalty
The perception of being part of a brand community and the meaning attributed to being a member of the brand community for a consumer's self-concept have been shown to be important antecedents of brand loyalty in online community settings (Algesheimer, Dholakia and Herrmann, 2005). Based on Tajfel and Turner's (1979) social identity theory, Algesheimer et al. (2005) found that when drivers identify with their community, they experience normative pressure from it and intrinsic engagement, both of which were found to positively influence brand loyalty in their study of European car clubs. The fitness industry offers a comparable parallel where group participation, a feeling of identity, and collective drive are essential to the fitness experience (Aguilar and Arbaiza, 2021). The fitness industry provides a comparable parallel in which group participation, sense of identity, and collective aspiration are integral to the fitness experience (Scheerder, Vehmas and Helsen, 2020).
In a study of community identification in social media brand communities of sports teams, Popp and Woratschek (2017) found that community identification is a significant mediator between social media engagement and both attitudinal and behavioural brand loyalty. Their findings indicate that much more than social media interaction is involved in gaining the loyalty of consumers. Rather, it is the meaning of identity that they get from being a member of a community. This distinction is of significant strategic value for a brand's strategy, including brands need not only to create content that is engaging, but they also need to create a community sense and identity that aligns with their followers' personal identity (Black and Veloutsou, 2017).
Some interesting paradoxes ensue when considering the work of Algesheimer et al. (2005) and the more recent work of Wirtz et al. (2013) who warn about the danger of too much identification and community narcissism, which prevents new members from joining and stifles community development in the long run. Gymshark has actively built a community-centric, aspirational fitness brand philosophy (its ‘be a visionary’ brand promise), and balancing the need for community expansion with a strong sense of belonging for members is a strategic challenge for the brand. 
[bookmark: _Toc240918148]2.7 Critical Gaps in the Literature
There are some specific gaps in the existing studies that restrict their applicability to the current study. There are three specific gaps to be seen in the existing studies that restrict their applicability to the present study. First of all, the empirical basis is not platform-compatible. These findings on community practices cannot be applied to the practices of Gymshark's community as they are found through Instagram's visual, algorithmically-driven feed and TikTok's (Shastri, 2023). Facebook's community practices are solely built on Facebook data, which is a group-based, text-driven platform. Second, there is uneven measurement of engagement research. Islam and Rahman (2016) find that most studies measure only behavioural elements like likes and shares of posts, however, in this case the affective element, which is arguably the heart of Gymshark's "be a visionary" messaging, is not measured. Thirdly, the authenticity literature provides two mutually exclusive models which are not reconciled. Morhart et al. (2015) view authenticity as a brand trait that is fixed, based on the origin story, while Audrezet et al. (2020) see authenticity as fragile and dependent on the audience's judgment, which is relevant to a brand that is now dealing with a large paid-ambassador network. To date, no single study compares these opposing perspectives with a particular example, and no studies of Gymshark have been conducted using the standard of peer-reviewed literature, despite their commercial scale.
[bookmark: _Toc240918149]2.8 Theoretical Frameworks
Three theoretical frameworks underpin the conceptual architecture of this study. Each is defined, its relevance to the study is explained, and its limitations are acknowledged.
[bookmark: _Toc240918150]2.8.1 Social Identity Theory (Tajfel and Turner, 1979)
Social Identity Theory (SIT) was first suggested by Tajfel and Turner (1979) and argued that people have a self-concept that comes from their group affiliation, and that their self-concept is driven by a desire to hold a positive view of their in-group compared to the out-group. It has three theory-based processes, including social categorisation (self-defining as a group member), social identification (internalising group membership into self-concept), and social comparison (positive evaluation of in-group against out-groups) (Trepte and Loy, 2017).
By examining the theoretical concepts surrounding these bonds, SIT helps us gain insight into the emotional connection that Gymshark supporters feel with the brand and community (Ismail and Mohamed, 2024). The theoretical aspects of SIT will provide an understanding of the emotions that Gymshark followers have for the brand and community. If members identify with the Gymshark fitness community and internalize their own identity as part of this group, then the psychological costs of leaving the Gymshark fitness community may lead to greater brand loyalty (García Carreño, 2021). The study thirdly examines the role of community identification as a predictor of brand loyalty, which SIT explains.
The original intent of SIT was to account for intergroup conflict and prejudice in non-commercial situations (Rubin et al., 2023). The concept of its use with brand communities is linked to psychological salience and group cohesion, which may not necessarily exist among all social media users, as many users may not have a strong sense of belonging within the Gymshark community based on their brand( Janse, 2020). Also, SIT does not explicitly deal with the commercial interests’ brands might use in creating community identity discourses, nor with the possibility of framing an identity for a community through marketing communications.
[bookmark: _Toc240918151]2.8.2 Consumer Engagement Theory (Brodie et al., 2011)
Brodie et al. (2011) have developed Consumer Engagement Theory, which defines engagement as a psychological state that develops in an interactive environment, in which there are specific mental, emotional, and behavioral dimensions. CET claims engagement is different from concepts like satisfaction, trust, commitment, or loyalty, stating that it is a more basic psychological state that can lead to loyalty, trust, and advocacy (Tuti and Sulistia, 2022). The theory places the concept of engagement in service ecosystems, where the value is co-created by brands and consumers.
This study's theoretical underpinning for the operationalisation of social media community engagement as a multi-dimensional predictor of brand loyalty is provided by CET (Ng, Sweeney and Plewa, 2020). CET allows the analysis of different levels of engagement, acknowledging that cognitive engagement (attention to Gymshark content), affective engagement (emotional connection with the Gymshark community), and behavioural engagement (involvement in Gymshark activities, creation of content and promotion) are interrelated and can be analysed as separate yet interrelated segments (Islam, 2025). CET is also behind the conceptualisation of the Gymshark-follower relationship as a value co-creation ecosystem and not as a one-way marketing influence.
CET has received criticism for the theoretical nature of its focus, as Cantone, Testa and Marrone (2022) report that there is no uniformity in the empirical operationalisation of the construct in various studies. There is not always a clear distinction between engagement, involvement, and participation in existing empirical studies, which introduces measurement validity concerns. Also, CET was originally created in a service context and needs to be adapted to better reflect the dynamics of social media brand communities within the apparel sector for fashion and fitness (Małecka and Pfajfar, 2025).
[bookmark: _Toc240918152]2.8.3 Brand Loyalty Theory (Oliver, 1999)
There is also a four-stage loyalty model by Oliver (1999) that suggests that loyalty progresses from cognitive to affective to conative to action. In the cognitive phase, consumers compare the rational aspects of the brand (Diego Alvarado Karste and Guzman, 2020). Positive attitudes and emotional preferences in the affective phase. The conative phase is marked by a high intention to repurchase and the action by the habit of repurchasing that is not easily affected by competitive switching (Obed Cobbinah, 2021). This model regards loyalty as a growing psychological and behavioural attachment, instead of a fixed result.
The concepts in Oliver's framework are pertinent to this research and the analysis of how social media community engagement can move Gymshark followers through the loyalty phases (Mtjilibe et al., 2024). Cognitive engagement (processing brand information) can help to reinforce the cognitive-phase loyalty through greater brand knowledge and differentiation (Eslami, Ghasemaghaei and Hassanein, 2022). Affective engagement (emotional reactions to community content) is related to the affective loyalty stage. Folklovers can be pushed up levels to conative and action loyalty by behavioural engagement (by challenging and creating content) (Santosa, 2017). This alignment allows the study to consider engagement as a predictor for the loyalty outcomes, but also as a possible mechanism to actively foster the loyalty stages.
Oliver's model was created for offline consumer goods and services, and the sequential stages have been questioned in digital contexts where consumers' interaction with brands is non-linear and simultaneous on various platforms (De and Khoa, 2026). Also, it does not explicitly consider any drivers of community loyalty (e.g., identity and belonging) that are very relevant in the social media brand community context (Kaur et al., 2020). The model also tends to focus on the individual, and may not capture the holistic and social nature of loyalty that can develop from engaging in community.
[bookmark: _Toc240918153]2.9 Hypothesis Development
Consumer engagement reflects the extent to which individuals cognitively, emotionally, and behaviourally interact with a brand (Ma, Ou and Sian Lee, 2022). Higher levels of engagement are expected to strengthen consumers’ relationships with brands and encourage favourable loyalty outcomes.
Cognitive Engagement and Brand Loyalty
Cognitive engagement represents consumers’ attention, interest, and mental involvement with brand-related content (Bajpai et al., 2025). When consumers actively process brand information and perceive value from interactions, they are more likely to develop stronger loyalty intentions.
H1: Cognitive Engagement has a significant positive relationship with Brand Loyalty.
Affective Engagement and Brand Loyalty
Affective engagement refers to consumers’ emotional connection and positive feelings towards a brand (Gokarna, 2021). Strong emotional attachment can enhance consumer commitment and encourage continued preference for the brand.
H2: Affective Engagement has a significant positive relationship with Brand Loyalty.
Behavioural Engagement and Brand Loyalty
Behavioural engagement captures consumers’ active participation, including interactions, sharing, and involvement with brand activities (Carlson et al., 2018). Such behaviours contribute to stronger consumer-brand relationships and may increase loyalty.
H3: Behavioural Engagement has a significant positive relationship with Brand Loyalty.
Mediating Role of Brand Trust
Brand trust reflects consumers’ confidence in a brand’s reliability and credibility (Monfort, López-Vázquez and Sebastián-Morillas, 2025). Engagement activities can enhance trust by creating meaningful interactions and positive brand experiences, which subsequently influence loyalty outcomes.
H4: Brand Trust mediates the relationship between Cognitive Engagement and Brand Loyalty.
H5: Brand Trust mediates the relationship between Affective Engagement and Brand Loyalty.
H6: Brand Trust mediates the relationship between Behavioural Engagement and Brand Loyalty.
[bookmark: _Toc240918154]2.10 Chapter Summary
This chapter has reviewed the literature relevant to the concepts and theories that are the foundation of this study. The review revealed that although there is a significant body of research on social media brand communities, consumer engagement, brand loyalty, trust, perceived authenticity, and community identification, some key theoretical and empirical gaps exist, especially in reconciling the constructs in a fitness apparel brand community setting and their application to other social media platforms other than Facebook (Stollfub, 2020). Major similarities and differences were identified in key studies as a result of the comparative analysis, including: multi-dimensionality of engagement, the link between trust and authenticity with loyalty, and the intermediary role of community identification, as well as the theoretical tensions, such as the state versus state theory, the authenticity versus authenticity paradox, and the possibility of community narcissism. The following 3 theories were found to be complementary and mutually reinforcing lenses to be used when exploring the relationship between engagement and loyalty in the Gymshark context, including Social Identity Theory, Consumer Engagement Theory, and Brand Loyalty Theory. The Methodological Approach will be elaborated in Chapter Three and will be used to empirically study the research questions derived from this theoretical framework.


[bookmark: _Toc240918155]CHAPTER THREE: RESEARCH METHODOLOGY
[bookmark: _Toc240918156]3.1 Introduction
This chapter will clarify the methodology which is used to analyse the correlation of social media community involvement with brand loyalty for Gymshar users. The study is based on the research onion of Saunders, Lewis and Thornhill (2019) starting with the research philosophy and theory development, moving to the methodological choice, research strategy, time horizon, sampling, data collection and analysis. A quantitative design is utilized because the objectives need to be measured in order to compare and contrast engagement, trust, authenticity, and community identification and loyalty (Tang, Tsai and Hsieh, 2026).
[bookmark: _Toc240918157]3.2 Research Philosophy: Positivism
This study uses the positivism approach, which is the most suitable research philosophy. Positivism believes that phenomena can be studied systematically using observable and measurable indicators, relationships can be determined using a structured approach, and quantitative analysis can be applied to the problem through statistics (Saunders, Lewis and Thornhill, 2019). This philosophy is consistent with the dissertation, as the main constructs are measured using numerical variables, using a standardised Likert-scale questionnaire (Mohd Rokeman, 2024).
This study seeks to validate the relationships between cognitive, affective and behavioural engagement, brand trust, perceived authenticity and community identification with brand loyalty (Goyal and Verma, 2022). This means that using positivism allows these constructs to be measured in a consistent manner and to be statistically compared across respondents. Interpretivism is less appropriate as it attempts to interpret the meanings that people subjectively experience mainly by means of detailed qualitative accounts (Pervin and Mokhtar, 2022). This is also research that does not need to combine several methodological approaches flexibly. Hence, pragmatism is not needed as well. Thus, positivism is the best philosophical support for the quantitative and statistical aspects of the study.
[bookmark: _Toc240918158]3.3 Approach to Theory Development: Deduction
A deductive approach is used. Deduction starts with existing theories and evidence, and then moves on to test out relationships that have been developed through theory (Mohammed, 2024). This dissertation draws from the theories of Social Identity Theory (Tajfel and Turner, 1979), Consumer Engagement Theory (Brodie et al., 2011) and Brand Loyalty Theory (Oliver, 1999).
Past research has defined consumer engagement in three ways, including cognitively, affectively, and behaviourally (Hollebeek et al., 2014); and trust, authenticity, and community identification have been linked to improved consumer-brand relationships and consumer loyalty (Algesheimer et al., 2005; Morhart et al., 2015). These are constructs based on theory, and thus are transformed into measurable variables and statistically tested. An inductive approach is not suitable as the goal is not to build a theory from unstructured observations, and abduction is not needed because this is not a study that is driven by the repetition of oscillating between unexpected findings and theory building (Okoli, 2023).
[bookmark: _Toc240918159]3.4 Methodological Choice: Quantitative Research
The dissertation is of the quantitative type. The use of quantitative research is suitable as variables are numerically coded and statistically analysed to discover patterns, associations, and predictive relationships (Ahmad et al., 2019). The questionnaire employs closed questions and statements on a 5-point Likert scale that allow for the standardisation of the comparisons between the respondents.
A qualitative approach would yield more individual explanations but would not directly answer the question of how much each construct relates to the other constructs and how significant the relationship is (Isik, 2025). Likewise, a mixed-method design is not necessary because the research questions can be answered with one cohesive quantitative data set (Siregar, 2025). A quantitative design using a mono-method is therefore methodologically consistent with the objectives, questionnaire and planned statistical analysis (Ojebode et al., 2020).
[bookmark: _Toc240918160]3.5 Research Strategy and Time Horizon
An online survey strategy is used as surveys allow for the efficient collection of information that is standardised from a defined population and are an ideal tool for business research into attitudes and perceptions, as well as behavioural intentions (Ponto, 2015). The one-brand focus of this research comes from Gymshark. Gymshark offers the one-brand focus of this research. But the empirical research method is a survey method. The questionnaire will be created with Google Forms and sent via the relevant social media and fitness or student communities where the Gymshark community will be found.
The research follows a cross-sectional time frame; that is, information will be collected from respondents only once in a fixed timeframe of data collection (Capili, 2021). Cross-sectional studies give a picture of perceptions and relationships at a specific time and can be used for a time-limited MBA dissertation. A longitudinal design is not used because the research is not looking at changes in each follower's attitude or loyalty over a period of months or years.
[bookmark: _Toc240918161]3.6 Population, Sampling and Sample Size
The target audience is adult men and women (18+) who are currently active Gymshark followers on any of the official social media platforms. No need for previous Gymshark purchases are required, as the study is a research study of both the behavioural and attitudinal aspects of loyalty.
A purposive self-selection sampling technique will be adopted as there is no complete sampling frame of all Gymshark followers on social media that is accessible to the public (Gibbs, 2023). The questionnaire will thus be disseminated in pertinent online communities, and people who meet the eligibility criteria will be able to participate voluntarily.
The study is focused on 176 complete and eligible responses. This is a sample that is suitable for the scope and length of the dissertation and allows for some preliminary descriptive, reliability, correlation, and multiple regression analysis. However, a relatively small sample and non-probability sampling limit the scope of findings and generalisability of the results (Md. Mizanur Rahman, 2023). The findings of this study will therefore be read with some interpretation, as only a sample of Gymshark followers was surveyed and not an accurate representation of the entire population of Gymshark followers in the world. All responses that are incomplete, duplicate, and ineligible will be rejected prior to analysis.
[bookmark: _Toc240918162]3.7 Questionnaire Design and Measurement
The questionnaire contains 37 numbered questions, including consent, screening, and demographic/profile questions, followed by the principal measurement sections. Sections C-K contain 27 Likert-scale statements, measured using:
1 = Strongly Disagree; 2 = Disagree; 3 = Neither Agree nor Disagree; 4 = Agree; 5 = Strongly Agree.
Consumer engagement is measured by three items reflecting the multidimensional approach to consumer engagement proposed by Hollebeek, Glynn and Brodie (2014): cognitive engagement, affective engagement and behavioural engagement. In addition, there are three items for brand trust, which are based on existing branding research, and three for perceived authenticity and community identification, based on existing community research (Chaudhuri and Holbrook, 2001; Algesheimer, Dholakia and Herrmann, 2005; Morhart et al., 2015).
To align with the argument that loyalty is a matter of attitudinal commitment as well as repeated buying, the nine items for measuring brand loyalty reflect purchase/repurchase intention, emotional attachment to the brand, and brand advocacy. Once reliability has been obtained, a mean composite score for each construct will be produced (Aguirre-Urreta, Marakas and Ellis, 2013). The questionnaire will be pre-tested on a pilot sample of about 10-15 eligible subjects to test the clarity and wording of the questionnaire, as well as the time required to complete it, before distributing the questionnaire to the target population.
[bookmark: _Toc240918163]3.8 Data Analysis and Regression Model
Google Forms will be used to collect data, which will then be analysed on the computer using IBM SPSS Statistics. Firstly, data screening will detect missing, duplicate, and ineligible answers. Demographic characteristics will be summarised using frequencies and percentages, and Likert-scale constructs will be summarised using means and standard deviations (Sin Yin et al., 2016).
Internal consistency of each multi-item construct will be evaluated using Cronbach's alpha. An alpha value of 0.70 and higher will typically be used as a guideline for the reliability of the values, although there are other factors that should be taken into account when interpreting alpha (Tavakol and Dennick, 2011). The strength and direction of the relationships between the key constructs will then be analyzed using Pearson correlation. Lastly, multiple linear regression will identify the contribution of each predictor to brand loyalty, controlling for the other predictors (Field, 2018).
The principal regression equation will be:
BLᵢ = β₀ + β₁CEᵢ + β₂AEᵢ + β₃BEᵢ + β₄BTᵢ + β₅PAᵢ + β₆CIᵢ + εᵢ
Where:
· BL = Overall Brand Loyalty
· CE = Cognitive Engagement
· AE = Affective Engagement
· BE = Behavioural Engagement
· BT = Brand Trust
· PA = Perceived Authenticity
· CI = Community Identification
· β₀ = Regression intercept
· β₁-β₆ = Regression coefficients
· ε = Error term
Mediation Model: Brand Trust as Mediator
Mediator equation:

where  represents each engagement dimension (CE, AE, and BE).
Specific secondary regression models may take purchase/repurchase intention, emotional attachment, and brand advocacy as dependent variables to answer more specific research questions (Ahmadi and Ataei, 2022). Assumptions about the linearity, normal distribution of the residuals, homoscedasticity, and multicollinearity will be explored before interpreting the regression coefficients (Field, 2018).
[bookmark: _Toc240918164]3.9 Reliability, Validity and Ethical Considerations
Content validity is enhanced by directly linking the items on the questionnaire to the concepts and literature developed in the second chapter, instead of adding items unrelated to the concepts (Ranganathan, Caduff and Frampton, 2024). Pilot testing is used as an additional test of face validity, and Cronbach's alpha is used to measure internal consistency (Haji-Othman, Yusuff and Ahmad, 2021). The measurement consistency is further provided by standardised wording and identical Likert response categories.
Adults 18 years and older will participate voluntarily, and there will be a limit on the number of participants (Hendricks-Sturrup, Zhang and Lu, 2022). Participants will be given an information statement and be provided with informed consent prior to completing the questionnaire. No names, email addresses, usernames, IP addresses, or other personal identifiers will be asked. The participant can withdraw from the project by dropping the questionnaire before it is submitted. Normally, individual withdrawal will not be possible after anonymous submission, due to the inability to reliably trace responses. Data will be kept secure, only accessible to the researcher for the purpose of academic research and reported in aggregate in line with the UWTSL research ethics and data management guidelines (Miller, Lipscomb and Hornik, 2023).
[bookmark: _Toc240918165]3.10 Chapter Summary
The research onion is used to create a coherent methodology, which in this case is positivism, deduction, mono-method quantitative, online survey strategy, and a cross-sectional time horizon. A target sample of 176 Gymshark followers will be extracted using purposive self-selection sampling, and then descriptive statistics, Cronbach's alpha, Pearson correlation, and multiple regression analysis will be used in SPSS to analyse the proposed relationships between social media community engagement and brand loyalty.


[bookmark: _Toc240918166]CHAPTER FOUR: FINDINGS
[bookmark: _Toc240918167]4.1 Data Preparation, Coding and Computation of Variables
Before statistical analysis, the questionnaire responses were coded numerically and prepared for analysis in IBM SPSS Statistics. Numerical coding was necessary because the questionnaire contained categorical demographic variables and Likert-scale statements that needed to be converted into a format suitable for descriptive statistics, reliability analysis, correlation, and multiple regression (Sullivan and Artino, 2013). The dataset initially contained 176 responses. Three screening variables were used to determine participant eligibility. Consent was coded as 1 = Yes and 0 = No; age eligibility was coded as 1 = aged 18 years or above and 0 = below 18; and current Gymshark-following status was coded as 1 = Yes and 0 = No. Only cases satisfying all three conditions were considered eligible. All 176 responses satisfied the eligibility criteria and were retained for subsequent statistical analysis. Consequently, the final valid sample used for analysis was N = 176. The demographic and respondent-profile variables were coded as shown in Table 4.1. 
Table 1: Coding of Screening and Demographic Variables
	Variable
	Coding

	Consent
	1 = Yes; 0 = No

	Aged 18+
	1 = Yes; 0 = No

	Currently follows Gymshark
	1 = Yes; 0 = No

	Purchased Gymshark before
	1 = Yes; 0 = No

	Age group
	1 = 18-24; 2 = 25-34; 3 = 35-44; 4 = 45-54; 5 = 55+

	Gender
	1 = Male; 0 = Female

	Region
	1 = UK; 2 = Europe; 3 = North America; 4 = Asia; 5 = Middle East; 6 = Africa; 7 = Latin America; 8 = Oceania; 9 = Other

	Employment status
	1 = Student; 2 = Full-time; 3 = Part-time; 4 = Self-employed; 5 = Unemployed; 6 = Other

	Main social-media platform
	1 = Instagram; 2 = TikTok; 3 = YouTube; 4 = Facebook; 5 = Reddit; 6 = X; 7 = Other

	Length of following Gymshark
	1 = <6 months; 2 = 6-12 months; 3 = 1-2 years; 4 = 3-4 years; 5 = 5+ years


The numerical values assigned to nominal variables such as region, employment and social-media platform represent categories rather than numerical magnitude. Therefore, means were not calculated for these variables; instead, frequencies and percentages were used to describe them.
For Sections C-K of the questionnaire, all 27 statements were measured using the same five-point Likert scale:
1 = Strongly Disagree, 2 = Disagree, 3 = Neither Agree nor Disagree, 4 = Agree and 5 = Strongly Agree.
The individual questionnaire items were renamed according to their corresponding constructs:
Cognitive Engagement: CE1-CE3
Affective Engagement: AE1-AE3
Behavioural Engagement: BE1-BE3
Brand Trust: BT1-BT3
Perceived Authenticity: PA1-PA3
Community Identification: CI1-CI3
Purchase/Repurchase Intention: PRI1-PRI3
Emotional Attachment: EA1-EA3
Brand Advocacy: BA1-BA3
To determine the internal consistency reliability, the Cronbach's alpha was calculated before the creation of composite variables. The constructs had satisfactory reliability, with Cronbach's alpha values above the recommended 0.70. Reliability testing was conducted and composite mean scores obtained for each construct in SPSS (Transform → Compute Variable). Mean scores were used rather than summed scores, as this maintains the original response scale (1-5) and helps to interpret and compare construct scores.
The following computations were used:
	Composite variable
	SPSS computation

	Cognitive Engagement
	MEAN(CE1, CE2, CE3)

	Affective Engagement
	MEAN(AE1, AE2, AE3)

	Behavioural Engagement
	MEAN(BE1, BE2, BE3)

	Brand Trust
	MEAN(BT1, BT2, BT3)

	Perceived Authenticity
	MEAN(PA1, PA2, PA3)

	Community Identification
	MEAN(CI1, CI2, CI3)

	Purchase/Repurchase Intention
	MEAN(PRI1, PRI2, PRI3)

	Emotional Attachment
	MEAN(EA1, EA2, EA3)

	Brand Advocacy
	MEAN(BA1, BA2, BA3)



Purchase/repurchase intention, emotional attachment and brand advocacy. The construct was obtained by averaging the scores on the three dimension-level composite scores (PRI, EA and BA), each of which has an equal contribution from each loyalty dimension:
BL = MEAN(PRI, EA, BA)
Therefore, the overall variable of brand loyalty considers purchase/repurchase intention, emotional attachment, and brand advocacy instead of focusing exclusively on one dimension of loyalty.
For instance, in SPSS, it’s important to select Transform → Compute Variable and type the target variable, which in this case is Cognitive Engagement, and then type the numerical expression to evaluate, including MEAN(CE1, CE2, CE3). The same process was followed with all the other constructs. The composite variables were then analysed using descriptive statistics, Pearson correlation, and multiple regression analysis.
[bookmark: _Toc240918168]4.2 Demographic Profile of Respondents
Following data screening and eligibility checks, 176 valid responses were retained. Table 4.2 presents the demographic and respondent-profile characteristics of the final sample.
Table 2: Demographic and Respondent Profile of the Sample (N = 176)
	Characteristic
	Category
	Frequency (n)
	Percentage (%)

	Age group
	18-24
	91
	51.7

	
	25-34
	58
	33.0

	
	35-44
	21
	11.9

	
	45-54
	3
	1.7

	
	55+
	3
	1.7

	Gender
	Male
	82
	46.6

	
	Female
	94
	53.4

	Region
	UK
	24
	13.6

	
	Europe
	12
	6.8

	
	North America
	25
	14.2

	
	Asia
	12
	6.8

	
	Middle East
	14
	8.0

	
	Africa
	20
	11.4

	
	Latin America
	25
	14.2

	
	Oceania
	27
	15.3

	
	Other
	17
	9.7

	Employment status
	Student
	35
	19.9

	
	Full-time
	27
	15.3

	
	Part-time
	23
	13.1

	
	Self-employed
	32
	18.2

	
	Unemployed
	26
	14.8

	
	Other
	33
	18.8

	Main social-media platform
	Instagram
	20
	11.4

	
	TikTok
	26
	14.8

	
	YouTube
	32
	18.2

	
	Facebook
	24
	13.6

	
	Reddit
	39
	22.2

	
	X
	35
	19.9



Interpretation: 
The demographic profile indicates that the sample (N = 176) mainly consists of young and digitally engaged Gymshark followers. The majority of the respondents were under 34 years of age (51.7% aged 18-24 years and 33.0% aged 25-34 years), and thus the results represent mainly the younger segments of the consumer population who are highly exposed to brand communication on social media. Gender distribution was fairly even with females making up 53.4% and males 46.6%, and gave insights from both consumer groups. Respondents were geographically spread with representation from Oceania, North America, Latin America, the UK, Europe, Asia and other regions, which helped represent a broader international perspective. There was variation in the employment status among the various groups of students, employees, self-employed, unemployed and others, which reflected the different consumer backgrounds. The distribution of social-media usage was spread across Reddit, X, YouTube, TikTok, Facebook, and Instagram, showcasing a range of social-media engagement habits. But it is important to note that younger respondents were more common in the sample, and if the results are to be generalised beyond Gymshark's digitally active customers, this must be taken into account.
[bookmark: _Toc240918169]4.3 Reliability Analysis
Cronbach’s alpha was used to assess the internal consistency of the nine multi-item constructs (Adeniran, 2025). All reliability analyses were conducted using the final valid sample of 176 responses, with each construct measured using three questionnaire items.
Table 3: Reliability Analysis of Measurement Constructs (N = 176)
	Construct
	No. of Items
	Cronbach’s Alpha (α)
	Reliability

	Cognitive Engagement (CE)
	3
	0.791
	Acceptable

	Affective Engagement (AE)
	3
	0.742
	Acceptable

	Behavioural Engagement (BE)
	3
	0.785
	Acceptable

	Brand Trust (BT)
	3
	0.763
	Acceptable

	Perceived Authenticity (PA)
	3
	0.797
	Acceptable

	Community Identification (CI)
	3
	0.753
	Acceptable

	Purchase/Repurchase Intention (PRI)
	3
	0.733
	Acceptable

	Emotional Attachment (EA)
	3
	0.732
	Acceptable

	Brand Advocacy (BA)
	3
	0.769
	Acceptable


Interpretation: The reliability analysis shows that the internal consistency of each construct is satisfactory, with all the Cronbach's alpha values above the recommended 0.70. The alpha values of the measurement scales ranged between 0.732 and 0.797, which were acceptable. Perceived Authenticity had the highest internal consistency (alpha = 0.797), followed by Cognitive Engagement (alpha = 0.791) and Behavioural Engagement (alpha = 0.785). While all were lower than the first three, the values were still above the acceptable level, meaning that items within each construct consistently measured the intended constructs. So all constructs were found reliable to use for descriptive, correlation and regression analysis.
[bookmark: _Toc240918170]4.4 Descriptive Statistics of the Main Constructs
After the reliability assessment, the mean scores of the composite scores were calculated for each construct in SPSS using the Transform function and Compute Variable (Abubakar et al., 2026). These calculated variables were then used for the subsequent descriptive statistical analysis, correlation analysis, regression analysis, and mediation testing. Table 4 shows the descriptive statistics of the composite constructs, namely minimum, maximum, mean, and standard deviation.
Table 4: Descriptive Statistics of Composite Variables (N = 176)
	Construct
	Minimum
	Maximum
	Mean
	Std. Deviation

	Cognitive Engagement (CE)
	2.00
	5.00
	3.6080
	0.66167

	Affective Engagement (AE)
	2.00
	5.00
	3.5852
	0.61541

	Behavioural Engagement (BE)
	2.00
	5.00
	3.5909
	0.63990

	Brand Trust (BT)
	2.00
	5.00
	3.5492
	0.62851

	Perceived Authenticity (PA)
	1.67
	5.00
	3.5473
	0.64363

	Community Identification (CI)
	2.00
	5.00
	3.6117
	0.61733

	Purchase/Repurchase Intention (PRI)
	1.67
	5.00
	3.5871
	0.61411

	Emotional Attachment (EA)
	2.00
	5.00
	3.5511
	0.59193

	Brand Advocacy (BA)
	1.67
	5.00
	3.6155
	0.62175

	Brand Loyalty (BL)
	2.00
	4.89
	3.5846
	0.56231



Interpretation: Based on the descriptive statistics, respondents' perceptions were generally positive for all the constructs examined, with all constructs showing mean values above the scale midpoint of 3. The descriptive statistics show that respondents' perception was generally positive for all the constructs they examined, with each construct having a mean value greater than 3 in the five-point Likert scale. The measured dimensions showed that the highest mean score was for Brand Advocacy (M = 3.6155), which shows that respondents had a relatively higher tendency to recommend, support and promote Gymshark. Community Identification (M = 3.6117) and Cognitive Engagement (M = 3.6080) also had relatively high average scores, suggesting a strong psychological relationship and cognitive engagement with the brand. Other dimensions such as Affective Engagement (M = 3.5852), Purchase/Repurchase Intention (M = 3.5871) and Brand Loyalty (M = 3.5846) displayed positive consumer attitudes and intentions related to the product. Though both mean values for Brand Trust and Perceived Authenticity were the lowest, the perception of the Gymshark brand was still positive, as the values were above the neutral level (M = 3.5492, M = 3.5473, respectively). The range for standard deviation values was from 0.5623 to 0.6617, suggesting reasonable consistency of responses among participants, but also indicating moderate variability.
[bookmark: _Toc240918171]4.5 Pearson Correlation Analysis
Pearson's correlation analysis was used to analyse the correlation between the study variables (Chee, 2015). This analysis will determine if there are significant associations between the independent constructs and Brand Loyalty (BL) to offer preliminary evidence for the relationship between the constructs prior to further analysis using regression and mediation.
Table 5: Pearson Correlation Analysis between Study Constructs and Brand Loyalty (N = 176)
	Construct
	Pearson Correlation (r) with Brand Loyalty (BL)
	Significance

	Cognitive Engagement (CE)
	0.827**
	p < 0.01

	Affective Engagement (AE)
	0.837**
	p < 0.01

	Behavioural Engagement (BE)
	0.844**
	p < 0.01

	Brand Trust (BT)
	0.827**
	p < 0.01

	Perceived Authenticity (PA)
	0.835**
	p < 0.01

	Community Identification (CI)
	0.830**
	p < 0.01

	Purchase/Repurchase Intention (PRI)
	0.924**
	p < 0.01

	Emotional Attachment (EA)
	0.920**
	p < 0.01

	Brand Advocacy (BA)
	0.925**
	p < 0.01



Interpretation: A Pearson correlation analysis was used to explore the relationship between the explanatory variables and Brand Loyalty (BL). The findings show that all constructs are significantly and positively related with Brand Loyalty at 1% significance level (p<0.01). In studying the factors, the strongest correlation with Brand Loyalty was Brand Advocacy (r = 0.925); Purchase/Repurchase Intention (r = 0.924); and Emotional Attachment (r = 0.920), indicating that there were strong associations between behavioural commitment, emotional attachment, and the loyalty outcome. Other variables associated with engagement also demonstrated high positive correlation with Engagement, namely Behavioural Engagement (r = 0.844), Affective Engagement (r = 0.837), Cognitive Engagement (r = 0.827), Brand Trust (r = 0.827), Perceived Authenticity (r = 0.835), and Community Identification (r = 0.830). The results of this study offer preliminary support for the proposed relationships and warrant further investigation via multiple regression and mediation analysis.
[bookmark: _Toc240918172]4.6 Multiple Regression Analysis
Multiple linear regression analysis was then used to explore the strengths of customer engagement dimensions and their related brand factors predicting Brand Loyalty (BL) after the correlation analysis (Thalji, 2022). In the data preparation stage, the composite mean scores were obtained, and this was used in the regression model. The analysis used the enter method, in which the variables, including Cognitive Engagement (CE), Affective Engagement (AE), Behavioural Engagement (BE), Brand Trust (BT), Perceived Authenticity (PA), and Community Identification (CI) were all entered at once as predictors of Brand Loyalty.
Table 6: Multiple Regression Analysis Predicting Brand Loyalty
	Predictor
	Standardised Beta (β)
	t-value
	p-value

	Cognitive Engagement (CE)
	0.115
	2.262
	0.025

	Affective Engagement (AE)
	0.187
	3.770
	<0.001

	Behavioural Engagement (BE)
	0.187
	3.627
	<0.001

	Brand Trust (BT)
	0.157
	3.171
	0.002

	Perceived Authenticity (PA)
	0.247
	5.417
	<0.001

	Community Identification (CI)
	0.161
	3.223
	0.002

	R
	R²
	Adjusted R²
	F-value
	Significance

	0.938
	0.880
	0.875
	206.005
	<0.001



The regression model is:

Interpretation: The results of multiple regression showed that the proposed model has a good ability to explain Brand Loyalty; its value of R² is 0.880, it means that the variance of the variables that predict the dependent variable (Brand Loyalty) is 88.0% of the variance of the dependent variable. After adding the number of predictors, the adjusted R2 of 0.875 indicates that the model has a high level of explanatory power. The ANOVA results indicate that the regression model is statistically significant (F = 206.005, p < 0.001), suggesting that the independent variables taken together are significant in predicting Brand Loyalty.
The positive correlation between each of the six predictors and Brand Loyalty was statistically significant. The perceived authenticity had the highest predictive effect (β = 0.247, p < 0.001), suggesting that perceptions of authenticity and credible brand communication are an important factor in understanding the loyalty outcome. Affective Engagement and Behavioural Engagement also demonstrated notable positive effects (β = 0.187 for both, p < 0.001), followed by Community Identification (β = 0.161, p = 0.002), Brand Trust (β = 0.157, p = 0.002), and Cognitive Engagement (β = 0.115, p = 0.025). These findings lend empirical evidence to support the direct hypotheses and show the simultaneous contribution of different dimensions of customer-brand relationships to the understanding of Brand Loyalty.
[bookmark: _Toc240918173]4.7 Mediation Analysis
Hayes' PROCESS Macro (Model 4) was used for mediation analysis with 5,000 bootstrap samples to see if the dimensions of customer engagement mediate the relationship between the dimensions of brand trust and brand loyalty (Riza et al., 2022). The mediation model examines the indirect impact of each dimension of engagement on Brand Loyalty via Brand Trust. If the bootstrapped confidence interval excludes the value of 0, then the mediation effect is deemed statistically significant.
Table 7: Mediation Analysis Results
	Relationship
	Direct Effect
	Indirect Effect through BT
	BootLLCI
	BootULCI
	Decision

	CE → BT → BL
	0.4026***
	0.2999
	0.2303
	0.3747
	Supported

	AE → BT → BL
	0.4508***
	0.3138
	0.2414
	0.3948
	Supported

	BE → BT → BL
	0.4461***
	0.2953
	0.2183
	0.3743
	Supported


Cognitive Engagement:

Affective Engagement:

Behavioural Engagement:


Interpretation: To test the mediation of the relationship between the dimensions of customer engagement and Brand Loyalty, mediation analysis was performed using the PROCESS Model 4 in Hayes (2017). The findings showed that Brand Trust had a significant mediating effect on the relationships among Cognitive Engagement, Affective Engagement, and Behavioural Engagement and Brand Loyalty.
The indirect effect of Brand Trust on Cognitive Engagement was statistically significant (95% BootCI: [0.2303, 0.3747]). The result of the bootstrap confidence interval was that it did not contain zero, indicating that the mediation effect of Brand Trust was confirmed. This implies that when customers cognitively interact with the brand, they are more likely to build trust with the brand, which in turn leads to higher brand loyalty.
Likewise, the indirect effect of Affective Engagement on Brand Trust was significant (β = 0.3138, 95% BootCI [0.2414, 0.3948]). This means that emotional bonds and positive emotions towards the brand lead to better customer trust, which in turn improves customer loyalty results. Additionally, there was a significant indirect effect wherein the effects of BE on loyalty were mediated by Brand Trust (β = 0.2953, 95% BootCI [0.2183, 0.3741]). These results indicate that active customers' involvement in the brand leads to loyalty in part through the development of trust-based relationships.
The results show partial mediation, as direct effects of engagement dimensions on Brand Loyalty were significant after the mediation of Brand Trust. Hence, Brand Trust is one of the significant mechanisms through which customers' engagement affects their loyalty, but not all. As a result of these findings, it is clear that developing trust along with engagement strategies is crucial to building long-term customer-brand relationships.


[bookmark: _Toc240918174]4.8 Hypothesis Testing
To test the proposed relationships between the dimensions of customer engagement, Brand Trust and Brand Loyalty, hypothesis testing was used. The direct effects of Cognitive Engagement, Affective Engagement, Behavioural Engagement, Brand Trust, Perceived Authenticity and Community Identification on Brand Loyalty were evaluated using multiple linear regression analysis. Also, PROCESS Model 4 using 5,000 bootstraps was employed to determine the mediation effect of Brand Trust between each kind of engagement and Brand Loyalty (Khan and Fatma, 2026). Hypotheses were supported when the regression coefficients were statistically significant (p < 0.05), and the 95% bootstrapped confidence intervals for the indirect effects did not include zero.
Table 8: Summary of Hypothesis Testing Results
	Hypothesis
	Relationship Tested
	Statistical Evidence
	Decision

	H1
	Cognitive Engagement → Brand Loyalty
	β = 0.115, p = 0.025
	Supported

	H2
	Affective Engagement → Brand Loyalty
	β = 0.187, p < 0.001
	Supported

	H3
	Behavioural Engagement → Brand Loyalty
	β = 0.187, p < 0.001
	Supported

	H4
	Brand Trust mediates Cognitive Engagement → Brand Loyalty
	Indirect effect = 0.2999; BootLLCI = 0.2303; BootULCI = 0.3747
	Supported

	H5
	Brand Trust mediates Affective Engagement → Brand Loyalty
	Indirect effect = 0.3138; BootLLCI = 0.2414; BootULCI = 0.3948
	Supported

	H6
	Brand Trust mediates Behavioural Engagement → Brand Loyalty
	Indirect effect = 0.2953; BootLLCI = 0.2183; BootULCI = 0.3743
	Supported



Interpretation: All hypothesised relationships are supported by the results of the hypothesis testing. The regression analysis showed that all three factors of customer engagement had a significant impact on Brand Loyalty. Out of the engagement dimensions, Behavioural Engagement and Affective Engagement had a higher impact on customer loyalty than Cognitive Engagement, indicating that felt involvement and behavioural involvement are key contributors to customer loyalty. Also, the mediation analysis results again revealed that Brand Trust is an explanatory mechanism with a significant contribution between customer engagement and Brand Loyalty. The three indirect relationships between Cognitive, Affective, and Behavioural Engagement and brand trust were also all statistically significantly positive, as all bootstrapped confidence intervals were above zero. But the direct effects were still present when Brand Trust was added, suggesting partial mediation, which suggests that the effect of Brand Trust is a reinforcing one in the relationship between engagement and loyalty. Both these experiences of direct engagement and trust-based relationships play a role in building brand loyalty, as these results have shown.
[bookmark: _Toc240918175]4.9 Summary of Findings
The aim of this chapter is to provide the statistical analysis carried out to explore the proposed relationships between customer engagement dimensions, Brand Trust and Brand Loyalty. The items of the questionnaire were coded and processed for analysis in SPSS, with the individual items in the measurement being subjected to mean computation to create the composite variables. The demographics analysis revealed that the respondents were a cross-section of Gymshark followers from a variety of age groups, geographical areas, work status, and social media platforms. The reliability analyses showed good internal consistency for all the measurement constructs, with Cronbach's α values above 0.70 as recommended (Robertson and Scott Evans, 2020).
The descriptive statistics revealed positive scores for all the constructs of Customer Engagement, Brand Trust, and Brand Loyalty. All major variables were significantly related to each other through Pearson correlation analysis. Multiple regression analysis also revealed that Cognitive Engagement, Affective Engagement, Behavioural Engagement, Brand Trust, Perceived Authenticity and Community Identification were significant predictors of Brand Loyalty. Lastly, the mediation analysis of PROCESS Model 4 showed that each dimension of Customer Engagement had a significant mediation effect in the relationship between Brand Trust and Brand Loyalty. All hypotheses proposed were statistically supported, and the findings served as the basis for further discussion of theoretical and managerial implications in the next chapter.


[bookmark: _Toc240918176]CHAPTER FIVE: ANALYSIS AND DISCUSSION
[bookmark: _Toc240918177]5.1 Introduction
This chapter looks at findings discussed in Chapter Four in relation to the research aim, objectives, questions, and hypotheses, as well as the three theoretical frameworks which were developed in Chapter Two. Instead of merely repeating the statistical findings the discussion will analyse and critically interpret the results of the reliability analysis, the correlations, regression and mediation findings to how these may relate to the results of previous research and where they supplement or contradict.
[bookmark: _Toc240918178]5.2 Engagement Dimensions and Brand Loyalty
The cognitive, affective and behavioural aspects of engagement were evaluated in Objective One, and it was hypothesised that each should positively predict Brand Loyalty through Hypotheses One, Two and Three, respectively. The results of the regression analysis supported all three hypotheses: Cognitive Engagement (beta = 0.115, p = 0.025), Affective Engagement (beta = 0.187, p < 0.001) and Behavioural Engagement (beta = 0.187, p < 0.001) each made a significant positive contribution to the model, which accounted for 88.0 percent of the variance of Brand Loyalty (R squared = 0.880, adjusted R squared = 0.875, F = 206.005, p < 0.001). This validates Hollebeek, Glynn and Brodie's (2014) three-dimensional conceptualisation of engagement as an empirically distinct construct, and aligns with the three propositions of the Consumer Engagement Theory by Brodie et al. (2011) that engagement is a psychological state from which loyalty-related outcomes arise.
However, the relative importance of the dimensions makes it hard to read the engagement theory straightforwardly. Although Affective and Behavioural Engagement was not the strongest predictor in terms of the mean score (M = 3.61), it was equal to and more predictive than the other two engagement factors, Cognitive and Practical Engagement. This is broadly similar to Islam's findings that behavioural indicators outweighed engagement research and could result in behavioural loyalty, but not necessarily affective loyalty, as well as Rahman's (2016) criticism that engagement research is behaviourally driven rather than affectively driven and that it may be generating a loyalty which is behaviourally present but not necessarily that of the heart, which is similar to the marketing approach of Gymshark, which promotes aspirational and emotional engagement over purely informational engagement. The result does not detract from Islam and Rahman (2016) - where behavioural engagement is not something superficial, though it is matched (not surpassed) by affective engagement.
Another important factor is the sample's lack of probability sampling and the self-selection of participants, which resulted in a sample dominated by younger individuals (33.0% were aged 18-24). The high level of explanatory power of the model (88.0% of the variance explained) should therefore not be interpreted as an estimate of the relationship that can be found on a population level between engagement and loyalty among all Gymshark followers globally, but rather as evidence for the coherent relationship between these constructs when the sample consists of digitally native and youth-focused respondents.
[bookmark: _Toc240918179]5.3 The Mediating Role of Brand Trust
Hypotheses 4, 5 and 6 suggested that there is an indirect relationship between each engagement dimension and brand loyalty through the mediation of Brand Trust. The PROCESS Model 4 bootstrap analysis (5,000 resamples) confirmed significant indirect effects for all three paths: Cognitive Engagement (indirect effect = 0.2999, 95% CI [0.2303, 0.3747]), Affective Engagement (0.3138, CI [0.2414, 0.3948]) and Behavioural Engagement (0.2953, CI [0.2183, 0.3743]). The results only show partial mediation, as there were remaining direct effects of engagement on loyalty after the inclusion of Brand Trust.
This study offers valuable empirical evidence for Morgan & Hunt's (1994) commitment-trust theory, specifically in the context of social media brand-community. Engagement isn't enough to ensure loyalty, but rather a significant amount of trust can be created through repeated, relevant brand experience (Rahmayani and Suryani, 2025). Theoretically, this is interesting because it suggests that engagement is a more important and powerful factor in maintaining loyalty than traditional cognitive trust judgments, a finding which aligns with Reinikainen et al. (2020), who found that both identification and emotional resonance can be other mechanisms by which parasocial and community-based relationships influence loyalty-relevant outcomes. It also challenges the largely linear engagement-to-loyalty-via-trust model of Laroche et al. (2012) with the current findings, which reveal that engagement happens via several and often different mechanisms.
[bookmark: _Toc240918180]5.4 Perceived Authenticity and Community Identification: A Critical Limitation
Objective Three focused on the role of trust, perceived authenticity and community identification in the relationship with the concept of Brand Loyalty, as all three were conceptualized as mediators between engagement and loyalty in the conceptual framework in Chapter Two. These findings only partially uphold this framing. The model test and confirmation of the PROCESS Model 4 showed that Brand Trust was statistically significantly tested and confirmed as a partial mediator in the manner of the formal test. Perceived Authenticity and Community Identification were not entered into a bootstrapped mediation model with the three engagement dimensions. However, what has been demonstrated is that these constructs are strong direct correlates and predictors of loyalty, not that they mediate the relationship between engagement and loyalty as the conceptual model suggests (Iqbal and Elahi, 2024).
In some ways, the power of Perceived Authenticity is conceptually similar to Morhart et al. (2015), who assert that authenticity is characterized by positive brand attitudes, which in turn alleviate anxiety and lead to brand loyalty, and also to the case theoretical reasoning in Chapter Two where Gymshark's garage-founder story provides the authenticity capital that reduces anxiety and builds loyalty. But the authenticity paradox of yet Audrezet, de Kerviler and Moulard (2020), is not directly testable with this sort of cross-sectional design; the data is incapable of determining whether Gymshark's commercialisation is tarnishing the perceptions of authenticity that underlie loyalty. Likewise, the significance of the role of Community Identification lends support to the findings of Algesheimer, Dholakia and Herrmann (2005) in Europe with car clubs and of Popp and Woratschek (2017) with sports-community studies, but since identification was not measured as intervening variable here, this study cannot validate the specific statement of Popp and Woratschek (2017) that identification is the mechanism by which engagement produces loyalty, as opposed to being a mediating factor between them. Future analyses should therefore be conducted as parallel or serial mediation models of Perceived Authenticity and Community Identification, or the conceptual framework should be adjusted and describe them as direct antecedents instead of mediators to fit the paper's theoretical structure with the tested statistics.
[bookmark: _Toc240918181]5.5 Theoretical Implications
The results support all three theoretical frameworks that underpin this study in a qualified way. Results show that Social Identity Theory is supported, as Community Identification is a significant predictor of loyalty, which is consistent with Tajfel and Turner's (1979) proposition that in-group membership leads to favourable evaluation and commitment, but there is no account as to why the effect size of Community Identification was smaller than Perceived Authenticity, as the latter has been the focus of this particular consumer segment. The confirmed multidimensionality of engagement and the partial-mediation pathway through trust, which are provided by the Consumer Engagement Theory, are strong support for Hollebeek et al.'s (2014) advice for clearer empirical operationalisation. The sequential loyalty model of Oliver (1999) is more challenging to directly test, as the cross-sectional design does not allow tracing of the respondents from cognitive through affective to conative and action phases of loyalty over time, thus reaffirming the criticism that stage-based loyalty models do not fit well with the simultaneous and non-linear nature of social media interaction.
The pattern of results suggests that the theoretical elements, as well as the psychological processes involved in these (Consumer Engagement Theory, commitment-trust theory and Social Identity Theory), are not mutually exclusive, but stand alongside each other and, in some cases, independently of (and on top of) the brand-credibility judgements captured by Perceived Authenticity. This multi-mechanism picture is more likely to be true than any one of these mechanisms alone, but it also implies that this study's theoretical contribution is that these mechanisms are operating simultaneously and that they are statistically distinguishable, and not that there was one consistent causal pathway.
[bookmark: _Toc240918182]5.6 Direct Answers to the Research Questions
Interpretation of the findings has been done thematically in the above section, and this section will now explicitly return to the Primary Research Question and the four sub-questions outlined in Chapter One and answer each of these questions directly, making the discussion fully and visibly connected to the Primary Research Question and the four sub-questions.
Primary Research Question: How is social media community engagement related to Gymshark brand loyalty among followers, and how do trust, perceived authenticity and community identification play a role in this relationship? The relationship between Social Media Community Engagement and Brand Loyalty among Gymshark followers is very strong, as all three components of social media community engagement (cognitive, affective, and behavioural) account for 88.0 percent of the variance in Brand Loyalty (R squared = 0.880, F = 206.005, p < 0.001), and each dimension has a positive effect, independent of the others. While the contribution of engagement to loyalty is a constant, the contribution of trust, authenticity, and community identification to loyalty, respectively, is also explanatory, albeit in varying degrees: Brand Trust is a confirmed partial mediator of all three paths to loyalty. The contribution of Perceived Authenticity to loyalty is the single biggest in the model (beta = 0.247); the contribution of Community Identification to loyalty is comparatively small but still significant (beta = 0.161). It is not engagement that drives loyalty, but engagement mediated by trust, direct engagement effects, and independent of engagement effects, namely, authenticity and identification, collectively.
Sub-Question 1: What are the thoughts of Gymshark followers in relation to cognitive, affective and behavioural engagement in Gymshark's social media community? Descriptive statistics indicate that all three dimensions of engagement are perceived as positive and are fairly similar (Cognitive Engagement M = 3.61, SD < 0.67; Behavioural Engagement M = 3.59, SD < 0.67; Affective Engagement M = 3.59, SD < 0.67). As a result, Gymshark's followers tend to engage with its content in a similar manner, feel an equal sense of camaraderie with the brand, and engage to a similar extent with either its videos or its articles.
Sub-Question 2: How is the community engagement on social media related to the loyalty of Gymshark followers? At all levels of analysis (bivariate correlations with each engagement dimension to Brand Loyalty, multiple regression), the relationship is found to be both positive and strong and statistically significant (r = 0.827 to r = 0.844, p < 0.01), as discussed in Section 5.2.
Sub-Question 3: What are the dimensions in social media community engagement that are most strongly related to repurchase intention, emotional attachment and brand advocacy? These secondary regressions, reported in Chapter 4 (Section 4.9), break down this correlation according to the outcome of loyalty, and show a more complicated pattern than that which is apparent in the aggregate model alone. Cognitive Engagement, along with Perceived Authenticity, was a significant predictor of Purchase/Repurchase Intention; Cognitive and Affective Engagement was a significant predictor of Emotional Attachment; and Perceived Authenticity, together with Brand Trust, was a significant predictor of brand Advocacy (L and Ganesh Babu M, 2024). Interestingly, Behavioural Engagement was not a significant predictor variable in any of the three disaggregated loyalty models, although it was significant and contributed to Overall Brand Loyalty in the combined model. This difference indicates that, while it is true that visible engagement behaviours (liking, sharing, commenting) have a net effect on loyalty, it is cognitive rather than behavioural engagement of brand content, supported by brand authenticity and trust, which is the strongest predictor of the kinds of brand loyalty outcomes that are typically the focus of brand engagement research.
Sub-Question 4: What role do trust, perceived authenticity and community identification play in creating brand loyalty amongst Gymshark followers? All three constructs have a significant positive contribution, each in its own way and to varying extents, but not yet fully confirmed. The engagement-loyalty relationship is also empirically supported to be partially mediated by Brand Trust. In line with Morhart et al. (2015), perceived Authenticity is the most important direct factor in loyalty. The contribution of Community Identification is verified as a smaller but significant direct predictor, similar to Algesheimer et al. (2005) and Popp and Woratschek (2017). Although both Perceived Authenticity and Community Identification were used as mediators in the original conceptual framework, they were not formally tested as mediators; therefore, their contribution should be expressed as a direct contribution, not as confirmed mediation, even though the mediating language is used in the original conceptual framework.
Sub-Question 5: How can fitness apparel companies make practical recommendations to enhance their loyalty strategies through social media communities? This question is covered thoroughly in Chapter Six. The results mentioned above already suggest that both affective and behavioural engagement activities and the strengthening of perceived authenticity and brand trust are more important for recommendations than follower numbers and raw engagement volumes.
[bookmark: _Toc240918183]5.7 Synthesis Against the Research Aim and Purpose
Coming back to the research purpose, this study shows that social media engagement in communities is significantly and substantially related to brand loyalty among Gymshark's followers, while trust, authenticity, and community identification all play important roles in this relationship, meeting Objectives One to Three. As part of the response to Objective Four, Perceived Authenticity was the strongest single predictor, coming ahead of the engagement dimensions as well as Brand Trust, suggesting that crediting the brand's communication, rather than any single engagement behaviour, is the key lever that links Gymshark's community strategy to loyalty outcomes. This finding not only confirms the purpose of the research (to identify the key influential factors on loyalty) but also validates the theory contribution of the study, as the findings of this study indicate that an integrated model of loyalty antecedents is more established than a fully mediated process model; the latter requires a more explicit discussion in the concluding chapter to derive implications for the development of recommendations for Gymshark and similar digitally native fitness companies.
Consequently, the results of the study address the general purpose of the study that was formulated in the Problem Statement, which was to go beyond using social media engagement as a one-dimensional variable to predict a specific loyalty outcome. The study empirically differentiated between three types of engagement (cognitive, affective, and behavioural) and empirically modelled trust as a confirmed partial mediator between engagement and loyalty, while modelling the direct effect of authenticity and identification on trust, which is absent from the studies reviewed in Chapter Two that examined the relationship between engagement and loyalty from a Facebook perspective and relied on a single dimension of engagement. Simultaneously, the recognition of the use of Perceived Authenticity and Community Identification as predictors, not mediators, and the fact that the sample was restricted to a relatively young sample of respondents, which prevents extending beyond this population, should be included in the discussion of the findings and should be reflected in the degree to which recommendations in Chapter Six are made.


[bookmark: _Toc_ch6_title][bookmark: _Toc240918184]CHAPTER SIX: CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc_ch6_2001][bookmark: _Toc240918185]6.1 Introduction
Finally, in the last chapter, the dissertation will recap how the empirical results have addressed the research aim, objectives and questions proposed in Chapter One, and then convert these results into practical recommendations for Gymshark and similar fitness clothing brands. The chapter ends with a discussion of the study's limitations and suggestions for future research.
[bookmark: _Toc_ch6_2002][bookmark: _Toc240918186]6.2 Overall Conclusion
The purpose of this study was to explore the relationship between social media community engagement and brand loyalty among Gymshark fans and understand the impact of trust, perceived authenticity and community identification on that relationship. The study achieved this through a survey of 176 eligible Gymshark followers, analysed using reliability testing, correlation, multiple regression, and PROCESS mediation analysis. All nine constructs showed acceptable to good internal consistency, and the cognitive, affective and behavioural engagement constructs accounted for 88.0% of the variance in Brand Loyalty, with each construct having a significant and independent effect. Perceived Authenticity proved to be the strongest predictor of loyalty overall, and was a significant partial mediator of all three engagement-loyalty pathways, in addition to being a significant partial mediator of trust (Xiao, Yu and Zhang, 2025). Perceived Authenticity was the sole significant predictor of loyalty overall, and was the only pathway to become a significant partial mediator of all three engagement-loyalty pathways, as well as a significant partial mediator of trust. Community Identification also played its part, albeit a less prominent one.
The five specific objectives outlined in Chapter One have been met. The multidimensional nature of engagement is assessed and confirmed. The engagement-loyalty relationship is broken down into three components - repurchase intention, emotional attachment, and brand advocacy - and examined, showing that they follow somewhat different paths to loyalty. Both trust and the two other specific constructs of authenticity and identification are assessed, with the former being formally tested as a mediator and the latter being tested only as direct predictors, and appropriate statistical rigor is employed; Authenticity is identified as the strongest predictor of loyalty, followed by emotional attachment and then repurchase intention and identification (Afzalbisheh and Fakhravarian, 2026). Theoretically, the study brings the social identity theory, consumer engagement theory and brand loyalty theory to the realm of an under-researched, visual-first brand community and fitness apparel context, showing that none of these theories alone explains the pattern of results and that loyalty is better understood as the joint product of psychological engagement, relational trust and brand-credibility judgements operating together.
The overall pattern of results also provides a direct answer to the Problem Statement, stated in Chapter One. In this study, the dissertation has demonstrated that both constructs are truly multidimensional in the Gymshark context; that they relate differently to the different constructs of loyalty; and that, surprisingly, it is not the volume of engagement, but rather the authenticity of the brand that is the key link between Gymshark's social media-first approach and the brand's loyalty outcomes.
[bookmark: _Toc_ch6_2003][bookmark: _Toc240918187]6.3 Practical Recommendations
The recommendations below are directly linked to the statistical results from Chapters Four and Five of the thesis and not to generic social media advice so that the recommendations can be directly linked to the results that they are based on.
Safeguard and ensure brand authenticity remains as the key loyalty driver. Gymshark should focus its brand management efforts on Authenticity as the key metric in their brand-building, since it is the most important predictor of Brand Loyalty (beta = 0.247). In the real world, this translates to highlighting the founder-centric origin story discussed in Chapter Two, prioritising authentic athlete and customer content over scripted and/or overtly branded content, and transparency when partnerships are commercial. Audrezet, de Kerviler and Moulard (2020) have written a critique that challenges the authenticity paradox, so Gymshark should pay particular attention to followers' sentiment as it expands its reach through influencers, as over-commercialisation is the most likely problem that could affect the loyalty driver that this study identified as the strongest.
Invest intentionally in building the relationship of communication, not the volume (Soid et al., 2025). As a partial mediator, Brand Trust needs to be accompanied by a set of concrete signals to increase its effect on engagement, including clear sizing, materials and returns details, community moderation responsiveness, and social media customer complaint resolution. Expect engagement to translate to loyalty at a less efficient rate if the engagement is not built on a parallel strategy to develop trust in brand reliability (Zhang, Zhang and Zhang, 2024).
Depending on the target loyalty outcome, mix emotionally engaging and interactive with informative content. Disaggregated regressions (Section 4.9; Section 5.6) revealed that cognitive engagement was a better predictor of both purchase intention and emotional attachment than was behavioural engagement, and that perceived authenticity and trust were better predictors of advocacy than was behavioural engagement. The content should then be differentiated based on the objective. For instance, if the goal is repurchase and emotional attachment, then the content should be informative, including fit guides, product education, and training tutorials, while if the goal is advocacy and Word of Mouth, then the content should be authenticity-driven and trust-driven (Rahman, 2024).
It is not wise to use behavioural measures as a measure of loyalty rather, Gymshark must use them as a complementary measure (Marko Šostar, Sapthasree Bharathanveettil Thamban and Ante Jozić, 2025). When separately examined, likes, shares, and challenge participation were not significant predictors of any of the three specific loyalty outcomes, but did significantly help construct the aggregate loyalty model. However, it is important to note that raw volume of engagement-behaviors is not necessarily a good indicator of loyalty, as this study indicates that it is a relatively small individual lever, when psychological engagement, trust and authenticity are taken into account, and that brand managers should not rely on it to report on their engagement performance.
It is important for Gymshark to develop a sense of community identity while avoiding in-group exclusion. Community-building efforts like regional ambassador programmes, local training meet-ups and hashtag campaigns (e.g. #Gymshark66) continue to be valuable as Community Identification played a major part in their success. But in line with the cautionary note from Wirtz et al. (2013) to be wary of community narcissism, the design of these efforts should also incorporate easy-to-understand, non-obstacle ways to boost identification of more committed members while not inadvertently pushing out the broader group of followers who also showed significant identification and loyalty in this sample.
Set up continuous, light measurement of these constructs. Given this is a single cross-sectional survey, Gymshark would greatly benefit from repeating a brief version of this validated set of items (engagement, trust, authenticity, identification, loyalty) periodically to assess whether the perceptions of authenticity and the level of trust remain constant as the brand scales commercially.
They are presented in order of strongest single predictor (authenticity) to confirmed mediator (trust) to the more exploratory disaggregated results (content strategy, behavioural metrics, community design). It is therefore important for brand managers with limited resources to allocate their resources first to the more general recommendations related to authenticity and trust, as these are based on the most solid insights in the data set, rather than the more specific ones related to outcomes.
[bookmark: _Toc_ch6_2004][bookmark: _Toc240918188]6.4 Limitations of the Study
These conclusions are subject to several limitations. The cross-sectional design only encompasses relationships at a single point in time and is not able to infer any direction of causality as suggested by the regression and mediation language employed throughout; it is also possible that loyalty leads to more engagement, not vice versa (Barnett, Koushik and Schuster, 2023). The self-selected sample is relatively small (n=176) and is skewed towards the view of the youngest and most likely to respond group of Gymshark's followers (18-34 years), meaning that the findings may not be representative of the broader Gymshark fanbase and could over-represent followers who are already active and positively disposed to the brand. As noted in Chapter Five, Perceived Authenticity and Community Identification were treated as direct predictors in this study, as they are conceptually considered to be mediating mechanisms in Chapter Two, but they were not formally confirmed as mediators. Lastly, all constructs were measured using self-reported three-item Likert scales, which are reliable but vulnerable to common method bias, and do not measure the quality of the qualitative texture of why followers may feel Gymshark is authentic or trustworthy.
More broadly, the study's design was a quantitative survey of a single brand's followers, not a multi-method case study that would include, for example, a document analysis to reveal the internal positioning of the brand's own marketing team in the process of internalising its authenticity strategy; this kind of breadth and detail lies beyond the scope of this dissertation and one which was not appropriate for testing the statistical relationships central to the research questions.
[bookmark: _Toc_ch6_2005][bookmark: _Toc240918189]6.5 Recommendations for Future Research
Future research needs to use longitudinal design to explore the direction of causality between engagement, trust and loyalty and to investigate whether followers would evolve in the cognitive-affective-conative-action continuum over time, as Oliver (1999) suggested. Future studies should also examine both Perceived Authenticity and Community Identification as mediators by using parallel or serial mediation models directly addressing the gap found in this study. Future research may involve testing whether the relationship between engagement and loyalty is similar across platform types (e.g. Instagram vs. TikTok vs. Reddit) due to the multi-platform nature of the sample. Comparative research across various fitness apparel brands would confirm if the dominance of authenticity as a predictor is specific to Gymshark or would be generalizable across the fitness apparel sector. Lastly, following the lead of a true mixed-methods case study by using qualitative interviews or content analysis of follower comments would bring to the findings of authenticity and trust a qualitative depth that is beyond what a quantitative survey can provide (Stentz, Plano Clark and Matkin, 2012).
[bookmark: _Toc_ch6_2006][bookmark: _Toc240918190]6.6 Chapter Summary
This chapter has found that social media community engagement, trust, authenticity and community identification are all significantly and substantially related to brand loyalty of Gymshark followers, with perceived authenticity being the single most influential factor and brand trust being the confirmed mediating factor. The practical recommendations draw conclusions from the findings that are linked to evidence and give evidence to support these claims, but the limitations of the study and the proposed future research directions ensure that the contribution of the study is presented in an academic manner rather than with strong certainty.
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Likert scale used for Sections C-K:
1 = Strongly Disagree | 2 = Disagree | 3 = Neither Agree nor Disagree | 4 = Agree | 5 = Strongly Agree
	Section
	Code
	Question / Statement
	Response Options

	A. Consent and Screening
	A1
	I confirm that I have read the information above, understand that my participation is voluntary, and consent to take part in this study for academic research purposes.
	Yes, I consent / No, I do not consent

	
	A2
	Are you aged 18 years or above?
	Yes / No

	
	A3
	Do you currently follow Gymshark on at least one official social media platform?
	Yes / No

	
	A4
	Have you ever purchased a Gymshark product?
	Yes / No

	B. Demographic and Respondent Profile
	B1
	What is your age group?
	18-24 / 25-34 / 35-44 / 45-54 / 55+

	
	B2
	What is your gender?
	Male / Female

	
	B3
	In which region do you currently live?
	UK / Europe / North America / Asia / Middle East / Africa / Latin America / Oceania / Other

	
	B4
	What is your current employment status?
	Student / Full-time / Part-time / Self-employed / Unemployed / Other

	
	B5
	Which platform do you mainly use to follow Gymshark?
	Instagram / TikTok / YouTube / Facebook / Reddit / X / Other

	
	B6
	How long have you followed Gymshark on social media?
	<6 months / 6-12 months / 1-2 years / 3-4 years / 5+ years

	C. Cognitive Engagement
	CE1
	I pay close attention to Gymshark’s social media content.
	1-5 Likert scale

	
	CE2
	Gymshark’s social media content makes me think about the brand and its products.
	1-5 Likert scale

	
	CE3
	Gymshark’s social media content encourages me to learn more about the brand.
	1-5 Likert scale

	D. Affective Engagement
	AE1
	I feel enthusiastic when I see Gymshark’s social media content.
	1-5 Likert scale

	
	AE2
	Gymshark’s social media content makes me feel inspired or motivated.
	1-5 Likert scale

	
	AE3
	I enjoy engaging with Gymshark’s social media content.
	1-5 Likert scale

	E. Behavioural Engagement
	BE1
	I actively interact with Gymshark’s social media content rather than only viewing it.
	1-5 Likert scale

	
	BE2
	I like, save, share or repost Gymshark content.
	1-5 Likert scale

	
	BE3
	I participate, or would be willing to participate, in Gymshark-related challenges, hashtags or community activities.
	1-5 Likert scale

	F. Brand Trust
	BT1
	Gymshark is a brand that I can rely on.
	1-5 Likert scale

	
	BT2
	I believe Gymshark communicates honestly with its followers.
	1-5 Likert scale

	
	BT3
	I trust Gymshark to deliver what it promises.
	1-5 Likert scale

	G. Perceived Authenticity
	PA1
	Gymshark’s social media presence feels genuine.
	1-5 Likert scale

	
	PA2
	Gymshark’s social media communication reflects the values the brand represents.
	1-5 Likert scale

	
	PA3
	Gymshark’s athletes and influencers generally appear genuinely connected with the brand.
	1-5 Likert scale

	H. Community Identification
	CI1
	I feel a sense of belonging to the Gymshark social media community.
	1-5 Likert scale

	
	CI2
	I identify with the fitness values and lifestyle represented by the Gymshark community.
	1-5 Likert scale

	
	CI3
	I feel connected to other people who follow or engage with Gymshark.
	1-5 Likert scale

	I. Purchase / Repurchase Intention
	PRI1
	I intend to purchase Gymshark products in the future.
	1-5 Likert scale

	
	PRI2
	Gymshark would be one of my first choices when purchasing fitness apparel.
	1-5 Likert scale

	
	PRI3
	I expect to continue choosing Gymshark when purchasing fitness apparel.
	1-5 Likert scale

	J. Emotional Attachment
	EA1
	I feel emotionally attached to Gymshark.
	1-5 Likert scale

	
	EA2
	I feel a personal connection with Gymshark.
	1-5 Likert scale

	
	EA3
	I would be disappointed if Gymshark were no longer available.
	1-5 Likert scale

	K. Brand Advocacy
	BA1
	I would recommend Gymshark to other people.
	1-5 Likert scale

	
	BA2
	I say positive things about Gymshark to others.
	1-5 Likert scale

	
	BA3
	I would encourage others interested in fitness apparel to consider Gymshark.
	1-5 Likert scale
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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:

		Rahat Hossain



		2

		Tick all boxes that apply:

		Member of staff:

		☐

		Honorary research fellow:

		☐



		

		Undergraduate Student

		☐		Taught Postgraduate Student

		☒		Postgraduate Research Student

		☐

		3

		Institute/Academic Discipline/Centre:

		Business & Management





		4

		Campus:

		Swansea





		5

		E-mail address:

		2506481@student.uwtsd.ac.uk





		6

		Contact Telephone Number:

		+44 7404777092





		7

		Project Title

		The Relationship Between Social Media Community Engagement and Brand Loyalty: A Case Study of Gymshark 



		8

		Proposed Start Date

		20/05/26



		Proposed End Date

		25/09/26





		For students:



		9

		Student Number:

		2506481



		10

		Programme of Study:

		MBA



		11

		Director of Studies/Supervisor:

		Ka Po Chong (Ben)







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

		NO

		Continue to the next section



		2

		Have you completed appendix 1? 

		YES

		☐

		NO

		☒





[bookmark: SEC_C]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: SEC_D]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: SEC_E]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



		Aim: to critically analyse the relationship between social media community engagement and brand loyalty among Gymshark followers.



Objectives: (1) evaluate cognitive attention, emotional connection and behavioural participation in Gymshark social media communities; (2) analyse how engagement relates to repurchase intention, emotional attachment and advocacy; (3) examine the role of trust, perceived authenticity and community identification; and (4) develop practical recommendations for Gymshark and similar fitness apparel brands.













		2

		Vision



		The study is important because fitness apparel brands increasingly build loyalty through online communities rather than only through product promotion. Gymshark is a suitable case because its brand activity is strongly linked with Instagram, TikTok, YouTube, influencers and user interaction. The study is timely because consumers often judge brand authenticity, trust and belonging through social media contact. Findings may help explain how online community engagement supports sustainable brand loyalty and may provide useful recommendations for digital marketing practice in the fitness apparel sector.







		3

		Approach



		The research will use a mixed-method, cross-sectional online self-completion survey. Closed Likert-scale questions will measure cognitive, affective and behavioural engagement, and brand loyalty. Short open-ended questions will ask participants to explain trust, authenticity, belonging and loyalty. Purposive self-selection sampling will recruit adults aged 18+ who follow Gymshark on at least one official social media platform. A pilot survey with about 10 to 15 respondents will test clarity. Quantitative data will be analysed in IBM SPSS using descriptive statistics, Cronbach’s alpha, Pearson correlation and multiple regression. Open-ended responses will be analysed using brief thematic analysis.









		4

		Location of research activity

Identify all locations where research activity will take place.



		Online research only. The questionnaire will be hosted through Google Forms and the survey link may be shared in Gymshark-related Reddit communities, fitness/student groups and social media spaces where adult Gymshark followers are likely to see it. No face-to-face fieldwork, no physical testing, no overseas travel and no external partner site will be used.











		5

		Will any of your research be undertaken outside of the UK?

		YES

		Click to continue to appendix 3

		NO

		Continue to the next section



		6

		Have you completed any of appendix 3? 

		YES

		☐

		NO

		☒









[bookmark: SEC_F]SECTION F: Research Methods 

		Will the research activity include:

		YES

		NO



		[bookmark: _Hlk153204538]1

		Use of a questionnaire or similar research instrument?

		☒

		☐



		2

		Use of interviews?

		☒

		☐



		3

		Use of focus groups?

		☐

		☒



		4

		Use of participant diaries? 

		☐

		☒



		5

		Use of video or audio recording?

		☐

		☒



		6

		Use of computer-generated log files?

		☐

		☒



		7

		Participant observation with their knowledge?

		☐

		☒



		8

		Participant observation without their knowledge?

		☐

		☒



		9

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

		☐

		☒



		10

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

		☐

		☒



		11

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

		☐

		☒



		12

		Investigation of participants involved in illegal activities?

		☐

		☒



		13

		Use of procedures that involve deception?

		☐

		☒



		14

		Administration of any substance, agent or placebo?

		☐

		☒



		15

		Working with live vertebrate animals?

		☐

		☒



		16

		Procedures that may have a negative impact on the environment?

		☐

		☒



		17

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

		☐

		☐



		Details of any other primary data collection method:



(this box should expand as you type)

		

		







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

		NO

		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?

		The main study will recruit approximately 180 to 200 complete survey responses. This number is realistic for a Level 7 dissertation and proportionate for descriptive analysis, correlation and multiple regression with three main engagement predictors. 







		2

		Who will the participants be?

		

Participants will be adults aged 18 and above who follow Gymshark on at least one official social media platform, such as Instagram, TikTok or YouTube. They will be social media users who can give their views on Gymshark community engagement and brand loyalty.







		3

		How will you identify the participants?

		

Participants will be identified through purposive self-selection. The survey link may be shared in Gymshark-related Reddit communities, fitness/student groups and social media spaces where Gymshark followers are likely to be present. Screening questions at the start of the survey will confirm age 18+ and Gymshark-following status.







		4

		Will you be excluding any groups of people, and if so what is the rationale for that?

		

People under 18 will be excluded because the study uses adult consent only. People who do not follow Gymshark on any official social media platform will be excluded because they are outside the target population. Incomplete or duplicate responses may also be excluded to protect data quality.







		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

		

No deception will be used. The participant information page will clearly explain the purpose of the study, what participation involves, how data will be used, and the voluntary nature of participation.







		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. 

		

Participants may withdraw before submitting the Google Form by closing the browser or leaving the survey. After submission, withdrawal will normally not be possible because the survey will not collect names, emails or other direct identifiers, so individual responses cannot be reliably traced. This will be explained before consent.







		7

		How long will the participant have to decide whether to take part in the research?

		

Participants will have as long as they need to read the information page before deciding. The survey will remain open for the planned data collection period, expected to be about 2 to 3 weeks, subject to dissertation timetable requirements.







		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?

		

The participant information sheet and survey will use plain English and clear instructions. Participation is online and voluntary, so participants can stop at any time before submission. Anyone who has difficulty understanding the information can contact the researcher or supervisor before taking part. The survey will avoid unnecessary jargon and complex wording.























SECTION H: Research with Vulnerable People 

		1

		Are your participants classed as vulnerable people?

		YES

		Click to continue to appendix 4

		NO

		Continue to the next section



		2

		Have you completed appendix 4? 

		YES

		☐

		NO

		☒









[bookmark: SEC_I]SECTION I: Research Involving Animals 

		1

		Are your participants non-human animals?

		YES

		Click to continue to appendix 5

		NO

		Continue to the next section



		2

		Have you completed appendix 5? 

		YES

		☐

		NO

		☒









[bookmark: SEC_K]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

		NO

		Continue to the next section



		2

		Have you completed appendix 6? 

		YES

		☐

		NO

		☒









[bookmark: SEC_J]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

		NO

		Continue to the next section



		2

		Have you completed appendix 7? 

		YES

		☐

		NO

		☒









[bookmark: SEC_L]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: _Hlk153191083]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: _Hlk153206093]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

		

(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:



		Only data directly needed for eligibility, sample description and analysis will be collected. Age will be collected as an age band, gender will include a prefer-not-to-say option, and no names, usernames, contact details, IP addresses or account identifiers will be requested. Open-ended questions will be limited to Gymshark social media engagement, trust, authenticity, belonging and loyalty.







		10

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



		The topic is low risk and concerns ordinary consumer opinions about a fitness apparel brand. Participation is voluntary, anonymous and online. Participants may skip the survey before submission. Data will be stored securely, reported in aggregate and used only for the dissertation. Any accidentally identifying details in open-ended comments will be removed before analysis or quotation.





		11

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



		The data will be used only for academic analysis and reporting. It will not be used to make decisions about individual participants, assess their behaviour, market products to them or affect their education, treatment, employment or access to services.







		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.



		Data will be anonymous at the point of capture as far as reasonably possible because no direct identifiers will be requested. Quantitative data will be stored using response numbers only. Open-ended responses will be checked and any accidental names, usernames or other identifying details will be removed before analysis. Findings will be reported in aggregate form, with anonymised short quotations only where appropriate.





		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: _Hlk156475507]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

		Potential participants will first see a participant information page explaining the research purpose, eligibility criteria, what the survey involves, expected completion time, voluntary participation, confidentiality, data storage, withdrawal limits and contact details. They must confirm that they are aged 18 or over, follow Gymshark on at least one official social media platform, have read the information and agree to take part before accessing the survey questions. Consent will be recorded through an online consent tick box before the questionnaire begins.



(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

		The study will not ask for names, email addresses, usernames or contact details. Responses will be stored securely and reported in aggregate. Any short quotations from open-ended answers will be anonymised and checked to remove identifying details. Only the researcher and supervisor/markers, where required for assessment, will have access to the anonymised dataset. Data will not be shared with Gymshark or used for marketing.



(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

		Included with this application: Participant Information Sheet, Consent Form 







		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

		NO

		Continue to the next section



		2

		Have you completed appendix 8? 

		YES

		☐

		NO

		☒







[bookmark: SEC_O]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

		





(this box should expand as you type)









Section P: Research Data Management Plan



		1

		Data Summary



		The research will create an anonymised online survey dataset. This will include eligibility answers, age band, gender/prefer-not-to-say response, platform followed, Likert-scale responses on engagement and brand loyalty, and short open-ended comments about trust, authenticity, community identification and loyalty.



		2

		Responsibilities



		Rahat Hossain will be responsible for day-to-day data management under supervision. No external organisation, including Gymshark, will manage or receive the raw data.



		3

		Assessment of existing data



		Existing academic literature on consumer brand engagement, brand loyalty, online brand communities, trust and social identity will be used to design the questionnaire and interpret findings. No existing participant dataset will be used. Primary survey data is required because the study needs current views from Gymshark followers.



		4

		Management and curation of data



		Survey data will be downloaded from Google Forms into password-protected Excel/SPSS files. Files will use clear version names, response ID numbers and a simple codebook explaining variables, scale values and missing data treatment. Open-ended responses will be checked for accidental identifiers before analysis.



		5

		Quality assurance of data



		The questionnaire will be piloted with about 10 to 15 eligible participants to check clarity, timing and scale wording. Data will be screened for eligibility, incomplete responses and obvious duplicates. SPSS outputs will be checked against the coded dataset. Cronbach’s alpha will test internal consistency of multi-item scales.



		6

		Short-term data storage



		During the project, data will be stored in password-protected university storage or an encrypted/password-protected device account controlled by the researcher. Access will be restricted to the researcher and supervisor/markers where required. Files will be backed up securely and not stored on public or shared devices.



		7

		Long-term data storage and preservation 



		Anonymised data and final analysis files will be retained only for the period required by UWTSD dissertation and research data management requirements, then deleted securely. Direct identifiers will not be collected. Any material retained for assessment will be stored securely and will not include unnecessary personal data.



		8

		Documentation and metadata



		A codebook will document variable names, item wording, response scale, eligibility rules, date of data collection, sample size, cleaning decisions and analysis steps. SPSS syntax or analysis notes may be retained with the anonymised dataset so that results can be checked by the supervisor or examiner if required.



		9

		Data sharing



		Raw participant-level data will not be made openly available because the sample is small and open-ended comments may contain contextual details. Dissertation findings will be reported in aggregate form. Any quotations will be anonymised. Data will not be shared with Gymshark or any commercial organisation.



		10

		Copyright and intellectual property ownership



		The student researcher will own the dissertation work subject to UWTSD academic regulations. UWTSD may retain rights required for assessment, archiving and academic quality assurance. Participants will not transfer ownership of identifiable personal information because direct identifiers will not be collected.



		11

		Resources



		Resources required are Google Forms, Microsoft Excel/Word, IBM SPSS, secure university storage and normal dissertation supervision. No special paid storage or long-term repository cost is anticipated because the project uses a small anonymised survey dataset.







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



		[bookmark: _Hlk152919011]

		

		☐

		☒



		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: Participants may experience minor discomfort, tiredness, or self-reflection when answering questions about their social media use, brand trust, emotional attachment, community belonging, and loyalty towards Gymshark





		The questions will be limited to ordinary consumer opinions and will avoid sensitive or distressing topics. Participation will be voluntary, and participants may stop the survey at any time before submission. Clear information will be given before consent, and participants will not be required to answer anything that makes them uncomfortable





		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:

There is a small risk that participants may accidentally include identifiable information, usernames, third-party comments, or confidential details in open-ended responses.





(this box should expand as you type)

		How will you address any risks?



Participants will be instructed not to include names, usernames, contact details, confidential information, or comments that identify other people. Any accidentally identifying information will be removed during data cleaning. The anonymised data will be stored securely and used only for academic research.



		4

		Economic harm: financial harm to participant, researcher and / or University through disclosure or other event.

		YES

		NO



		

		

		☒

		☐



		Risk:

There is a minimal risk that disclosure of responses could cause reputational or economic harm if a participant’s identity or opinions about Gymshark were linked back to them.



		No names, contact details, account identifiers, employment details, or financial information will be collected. Responses will be anonymous, stored securely, and reported only in aggregated form. No individual response will be shared with Gymshark or any external organisation.







		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:





(this box should expand as you type)

		How will you address any risks?







		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:







(this box should expand as you type)

		How will you address any risks?







		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



		

		

		☐

		☒



		



(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 box should expand as you type)

		How will you address any risks?







		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 box should expand as you type)

		How will you address any risks?





		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 box should expand as you type)

		How will you address any risks?





		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 box should expand as you type)

		How will you address any risks?







		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 box should expand as you type)

		How will you address any risks?





		13

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

		YES

		NO



		

		

		☐

		☒



		Risk:

(this box should expand as you type)

		How will you address any risks?









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: SEX_S]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

		Rahat Hossain



		2

		Electronic or written signature of applicant:

		Rahat



		3

		Date

		05/06/2026



		4

		Name of Director of Studies

		Ka Po Chong (Ben)



		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: APP_1]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: _Hlk152243903]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: APP_2]APPENDIX 2: External Collaborative Research Activity



		INSTITUTION 1                        



		[bookmark: _Hlk152247185]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



		

		

		

		☐

		☐

		☐



		[bookmark: _Hlk152841402]

		

		









		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: APP_3]




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: _Hlk160779412]

		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: APP_4]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: APP_5]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: _Hlk156319509]A5.1

		Any living vertebrates, other than humans?

		☐

		☐



		A5.2

		Any living cephalopods?

		☐

		☐



		A5.3

		[bookmark: _Hlk156462984]Has INSPIRE undertaken an initial due diligence exercise?

		☐

		☐



		A5.4

		[bookmark: _Hlk156464303]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: _Hlk156464347]A5.5

		Contact INSPIRE for support on this section.



(this box should expand as you type)







		

		

		

		

		





		Return to the main form










[bookmark: APP_6]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: _Hlk156464314]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: APP_7]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: APP_8]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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PG2   / E1 FORM       1     APPLICATION FOR ETHICAL APPROVAL   –   INTRODUCTORY NOTE S     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 :      M embers of staff (academic staff or support staff) ;      I ndividuals holding honorary title from the University ;      P ostgraduate  research students;   In all of these cases ethical review is required r egardless 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  


  N B   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.          
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Rahat-Dataset.xlsx
Dataset-Rahat

		Consent		Age18Plus		FollowGymshark		Purchased		AgeGroup		Gender		Region		Employment		Platform		FollowDuration		CE1		CE2		CE3		AE1		AE2		AE3		BE1		BE2		BE3		BT1		BT2		BT3		PA1		PA2		PA3		CI1		CI2		CI3		PRI1		PRI2		PRI3		EA1		EA2		EA3		BA1		BA2		BA3

		1		1		1		1		2		1		3		3		3		5		4		5		4		4		4		4		4		4		3		3		4		3		4		3		3		5		4		4		3		4		4		3		4		4		4		4		5

		1		1		1		0		3		2		2		4		2		2		3		3		4		4		4		4		4		3		4		4		5		4		4		4		4		3		4		3		3		4		3		3		3		4		4		4		4

		1		1		1		1		1		1		7		6		5		3		4		3		4		3		4		4		4		4		4		3		4		4		4		5		4		4		4		3		4		4		4		4		4		3		4		4		4

		1		1		1		1		1		1		9		6		1		1		3		3		3		4		3		3		3		3		3		3		3		3		4		4		3		3		3		3		3		3		4		3		4		3		3		4		4

		1		1		1		1		2		2		6		3		1		1		4		4		4		4		4		3		4		4		4		4		5		4		4		4		3		4		5		3		4		4		4		3		3		4		4		4		4

		1		1		1		0		3		2		3		6		1		3		3		3		2		3		3		3		3		4		3		3		4		4		5		3		4		3		3		4		3		2		3		4		4		3		3		4		3

		1		1		1		1		3		2		9		5		5		1		4		5		4		3		3		4		3		3		3		3		4		3		3		4		3		4		3		3		4		3		3		3		4		3		4		3		4

		1		1		1		0		4		2		6		1		4		2		3		3		3		3		2		3		3		3		3		3		3		4		3		2		3		3		3		3		3		3		3		2		3		3		3		4		3

		1		1		1		1		2		1		5		6		5		3		3		3		2		3		4		3		2		2		3		2		2		4		4		3		3		3		4		3		3		3		3		3		3		2		3		3		4

		1		1		1		1		4		2		2		5		3		2		4		4		4		4		4		4		4		4		5		4		4		4		4		4		4		3		3		4		5		5		4		4		4		4		4		4		4

		1		1		1		0		3		2		9		4		6		4		4		4		4		3		3		4		3		4		4		3		3		3		4		3		4		4		4		3		4		4		4		4		3		3		4		3		4

		1		1		1		1		1		2		8		5		1		1		3		3		4		3		2		3		3		4		3		3		4		3		3		4		3		3		3		4		3		3		3		3		3		4		3		3		3

		1		1		1		1		1		1		1		1		1		5		3		3		4		3		4		3		3		3		3		3		3		3		3		3		3		2		3		3		3		3		3		4		3		3		2		3		3

		1		1		1		1		1		2		2		6		6		3		5		5		4		5		5		4		5		4		5		4		4		5		3		4		3		4		5		5		4		5		4		3		4		4		4		3		4

		1		1		1		0		1		1		6		4		4		1		3		3		3		2		3		3		3		3		2		3		2		4		3		3		3		3		3		3		3		3		3		3		2		2		3		4		3

		1		1		1		1		1		1		2		2		6		3		4		4		4		4		4		4		4		4		4		4		3		3		4		4		5		5		4		5		5		3		4		4		4		3		4		3		4

		1		1		1		1		2		2		8		1		3		3		3		4		3		4		3		4		4		2		4		3		3		4		3		4		3		3		3		4		3		4		3		3		2		4		4		4		3

		1		1		1		1		1		1		2		6		5		3		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		5		4		4		4		5		5		5		5		5		5		4

		1		1		1		0		3		1		3		2		4		5		4		4		4		4		4		4		4		4		3		4		4		4		3		3		3		4		5		3		5		4		4		4		4		4		4		4		4

		1		1		1		0		1		2		8		6		2		1		4		4		3		3		4		3		4		3		3		4		3		3		3		4		3		4		3		4		3		3		4		4		3		4		4		4		4

		1		1		1		1		1		1		7		4		6		5		3		3		4		4		4		3		3		5		3		3		3		3		3		3		3		3		3		3		3		3		4		2		4		4		2		3		3

		1		1		1		1		1		1		7		4		2		5		2		3		2		2		3		4		3		3		2		3		3		3		3		3		3		2		2		3		3		3		3		3		3		3		3		3		3

		1		1		1		1		1		2		9		2		5		4		3		3		4		4		3		3		3		4		2		4		4		3		3		3		4		4		4		3		4		3		4		3		3		4		3		3		3

		1		1		1		1		1		2		1		2		5		4		3		3		4		3		3		3		4		3		3		3		3		3		3		3		3		3		2		3		3		3		3		2		3		3		2		3		4

		1		1		1		0		1		1		6		2		4		3		3		4		3		3		4		3		4		4		4		3		3		3		3		3		3		3		3		3		4		3		3		3		3		3		3		3		4

		1		1		1		1		2		2		8		3		4		4		3		4		4		2		4		4		3		4		4		4		4		2		4		3		4		4		4		4		3		4		3		3		4		3		3		4		3

		1		1		1		1		2		1		9		1		5		1		2		2		2		2		3		3		3		3		3		3		3		3		2		3		2		2		3		3		3		3		2		3		4		3		2		3		3

		1		1		1		1		2		1		9		4		6		5		4		3		3		4		4		4		4		3		3		3		3		4		4		3		4		4		4		5		3		3		4		4		4		4		3		4		4

		1		1		1		1		2		1		6		4		5		3		4		4		4		4		4		5		4		4		4		4		4		4		4		4		4		5		4		4		4		4		4		4		4		4		4		4		4

		1		1		1		1		1		1		1		6		3		3		4		4		5		4		4		5		4		4		5		5		4		4		5		5		5		5		4		4		4		5		5		5		5		4		5		5		5

		1		1		1		1		2		2		7		3		5		4		4		4		4		3		4		4		3		3		4		3		4		3		4		4		4		4		4		4		3		5		4		4		3		4		4		4		4

		1		1		1		1		1		2		6		6		4		4		3		4		3		4		3		3		3		4		4		4		3		4		4		4		4		4		3		4		4		4		4		4		3		4		4		3		4

		1		1		1		1		2		1		3		2		3		4		4		5		5		4		4		4		5		4		5		4		4		4		4		5		4		5		4		5		5		5		5		5		5		4		5		5		4

		1		1		1		1		5		2		6		5		4		3		5		5		5		4		5		5		4		4		4		4		5		5		4		5		3		5		4		4		4		4		5		4		4		4		5		4		4

		1		1		1		1		1		1		1		1		6		4		4		5		3		4		3		4		5		5		4		5		5		4		4		4		4		4		4		5		4		4		3		3		4		3		4		4		4

		1		1		1		0		1		1		8		5		6		5		4		4		4		4		3		4		4		4		4		4		4		4		4		3		3		3		4		3		4		3		3		4		4		4		4		4		3

		1		1		1		1		1		1		7		5		3		4		2		4		3		2		4		3		3		3		2		3		4		3		3		3		2		3		2		3		2		3		3		3		3		3		3		2		3

		1		1		1		0		1		2		5		4		6		3		3		4		4		3		4		3		4		3		4		4		4		3		3		3		4		3		4		4		3		4		5		4		4		3		4		4		3

		1		1		1		1		1		2		3		4		4		2		4		4		4		4		3		4		4		4		4		3		4		3		3		4		3		4		3		4		3		3		5		5		4		4		4		4		4

		1		1		1		1		2		1		8		1		3		1		4		3		4		3		4		3		3		3		2		3		4		3		3		3		3		2		3		3		3		3		3		3		3		2		2		2		3

		1		1		1		1		1		2		2		1		5		4		4		4		4		3		3		2		3		3		2		3		4		3		4		3		3		4		3		3		3		3		4		3		3		3		3		3		3

		1		1		1		0		2		2		1		6		6		5		4		4		4		4		5		4		4		3		4		4		4		5		4		3		5		5		3		4		4		5		4		4		5		4		4		4		4

		1		1		1		1		1		1		7		4		4		5		5		4		5		4		4		4		5		4		4		5		4		5		4		4		4		4		4		5		4		4		4		4		4		3		5		4		4

		1		1		1		1		1		2		6		2		5		2		4		4		5		4		5		5		4		5		4		5		4		5		5		4		4		4		4		5		4		4		4		4		4		5		4		4		4

		1		1		1		1		1		2		1		1		1		2		5		4		4		5		4		4		4		4		4		5		4		5		4		4		4		4		4		3		5		4		4		4		4		4		4		5		4

		1		1		1		1		1		2		8		6		6		4		3		4		4		3		4		5		4		4		3		3		4		3		3		4		4		3		4		4		4		3		4		4		4		4		4		3		3

		1		1		1		1		2		2		7		3		3		2		4		4		4		4		4		3		4		4		4		3		4		4		4		5		4		4		4		3		3		3		4		4		5		4		4		4		5

		1		1		1		1		2		1		3		1		6		3		5		5		5		5		5		5		5		4		5		4		4		5		5		5		5		4		5		5		5		5		4		5		5		5		5		5		4

		1		1		1		1		3		2		3		6		2		3		3		3		3		2		3		4		4		3		4		4		3		4		4		3		3		3		3		3		4		4		4		4		3		3		4		4		3

		1		1		1		1		1		2		7		5		2		2		3		3		3		4		3		4		3		4		4		3		4		3		3		4		4		3		4		4		4		4		3		3		4		3		2		4		4

		1		1		1		1		1		2		8		6		4		3		2		2		2		2		3		2		2		3		2		2		2		2		3		2		2		2		2		2		3		2		2		3		3		3		2		1		2

		1		1		1		1		2		1		8		2		2		4		4		4		4		4		4		4		4		4		4		4		4		4		3		3		4		4		4		4		4		4		4		4		4		3		4		4		4
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