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[bookmark: _Toc224853977]1. Introduction
[bookmark: _Toc224853978]1.1 Background of the Study
The global retail industry has become more competitive, in part due to the rise of discount retailers, e-commerce, and changing consumer expectations. Supermarket chains have to continually improve their strategies to attract customers and ensure long-term loyalty. Customer satisfaction and brand image are widely recognised as important to the engagement of consumer behaviour and brand loyalty in competitive retail markets. Organisations that have succeeded in sustaining positive customer perceptions and satisfaction are more likely to develop customer relationships and realise sustainable business growth. Brand image is the perceptions and associations that customers associate with a specific brand according to their experiences, marketing communication and reputation in the marketplace. According to Gudlaugsson and Theodorsson (2025), brand image has a significant influence on how customers perceive companies and can form the customer's attitude and behavioural intentions towards a brand. When customers have a positive perception of a brand, they are more likely to feel trust in the organisation and become loyal to the brand.
Customer satisfaction is another important factor that affects consumer behaviour. Satisfaction exists when customers have a perception that they are satisfied with a product or service. Marketing Scholars emphasise that organisations must focus on delivering value to the customer as this will maintain a long-term relationship and customer loyalty (Kotler, Keller and Chernev, 2022). High levels of satisfaction stimulate the tendency for repeat purchasing behaviour and for the customer to recommend the brand to others. Lidl is one of the fastest-growing supermarket retailers in the United Kingdom and Europe. The company has been able to create a good competitive position thanks to its low price strategy, efficient supply chain and range of products. Lidl has become popular among consumers who want quality products at a reasonable price. With the expansion of the discount supermarket sector, customer loyalty is becoming more important to understand, depending on the factors that influence it. Customer relationship management strategies emphasise how it is important to maintain a good relationship with one's customers because it is an important aspect in order to achieve long-term success in business (Kumar and Reinartz, 2022). However, retailers need to understand the perception of their brand among customers and how their perception impacts their loyalty behaviour. This study, therefore, focuses on the examination of the relationship between customer satisfaction, brand image and brand loyalty in the context of Lidl.
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This is the overall structure of the dissertation in a comprehensible and logical flow of the research problems. It starts with the introduction that states the background, aim, and objectives, as well as the research questions. The literature review comes next as key theories are explained and research gaps are identified. The methodology section describes the research design, method of approach, and methods used in the study. Data collection and analysis describe how data is collected and analysed. The findings and discussion section presents important results and connects them with the existing literature. Finally, the conclusion and recommendations summarise the study and make recommendations for future research and practical implications.
[bookmark: _Toc224853979]1.2 Problem Statement
The retail supermarket market in the United Kingdom is characterised by strong competition between existing brands and new discount retailers. Companies must continually work to build up their brand's position if they are to retain customer loyalty and stay competitive. Customers these days have more information and choices to shop from; more options that are making them to make the substitution between brands. As a result, keeping loyal customers is now a big challenge for retailers. Brand image is important in shaping customer perceptions and buying behaviour. Research suggests that positive brand image and strong brand reputation add to customer satisfaction and customer loyalty (Açikgöz et al., 2024). The customers are more likely to stick to companies they view as trustworthy and reliable brands. At the same time, customer satisfaction has an impact on repeat purchase behaviour and builds the relationship between customers and brands.
According to previous research, brand image and customer experience are important factors of customer loyalty because of customer satisfaction (Robbani et al., 2025). However, the relationship between such variables is complex and may vary according to industries and consumer groups. For discount retailers like Lidl, it is a particular target to know the relationships because this company competes on price but also on perceived value. Although several studies have discussed the relationship between brand image, satisfaction and loyalty, many studies are based on the quantitative approach and statistical models. While these studies deliver important information, they often don't get into the deeper customer perceptions and experiences. Qualitative research can give richer insight into how customers interpret brand image and satisfaction, and how these perceptions can affect the behaviour toward loyalty. Furthermore, existing research conducted about brand loyalty points out that loyalty is shaped by several factors that include personality, pricing perception and willingness to pay (Damaschi et al., 2025). However, there is limited qualitative research being conducted, particularly in terms of understanding in which Lidl customers the brand is viewed more favourably and how their satisfaction impacts their loyalty behaviour.
This research, therefore, aims to fill this gap by examining customer perceptions of the brand image and satisfaction of Lidl and how it affects brand loyalty. By conducting qualitative interviews, the study will be able to gather more in-depth information on consumer experience and attitude towards Lidl.
[bookmark: _Toc224853980]1.3 Rationale of the Study
Customer loyalty plays an important role in long term performance of businesses as loyal customers generate stable revenue and save costs on marketing. Retail organisations must therefore be aware of the factors that affect customer loyalty of their customers if they wish to act as a competitive force. Research shows how customer satisfaction, brand experience and brand image has an influence on customer loyalty behaviour in different industries (Sang and Cuong, 2024). However, consumer perceptions of these factors may differ based on the specific context of the organisation and market situations. Brand loyalty research has undergone significant changes over the past decades as consumers and their behaviours towards products have changed along with the ways of marketing (International Journal of Research and Innovation in Social Science, 2025). Scholars also highlight that brand loyalty continues in response to technological change, digital marketing and increasing market competition (Yazdi et al 2024). Therefore, studying the customer satisfaction and the brand image in the context of Lidl can be very fruitful in finding out how the retailers can strengthen the customer relationship and enhance the loyalty of the brand.
[bookmark: _Toc224853981]1.4 Research Aim
This research aims to explore the impact of customer satisfaction and brand image on brand loyalty amongst Lidl customers.
[bookmark: _Toc224853982]1.5 Research Objectives
1. To discover customers' perception of Lidl's brand image
2. To investigate customer satisfaction with Lidl's products and services.
3. To analyse the effect of customer satisfaction and brand image on brand loyalty
[bookmark: _Toc224853983]1.6 Research Questions
1. How do customers perceive the brand image of Lidl?
2. How content are customers with Lidl's products and services?
3. What is the role of customer satisfaction and brand image in brand loyalty?
[bookmark: _Toc224853984]2. Literature Review
[bookmark: _Toc224853985]2.1 Brand Image
Brand image is the set of perceptions, beliefs and associations which consumers have towards a particular brand. It reflects how customers perceive the company's identity on the basis of the experiences, marketing communication and interactions with the brand. A strong brand image helps organisations to stand out from their competition and develop trust among their customers. According to Gudlaugsson and Theodorsson (2025), brand image has a significant impact on consumer attitudes towards companies and plays an important role in influencing purchasing behaviour.
Marketing theory advises that brand image is a major element of a brand's equity and part of the perceived value of a brand. Kotler, Keller and Chernev (2022) explain that it is necessary for companies to develop consistent strategies in their branding to establish favourable customer perceptions and build better market positions. A positive brand image can result in a better emotional connection with customers, as well as encourage repeat purchasing behaviour. Research also highlights that brand reputation and trust are important factors that affect customer perceptions and customer loyalty. Aacikgouz et al. (2024) identified brand reputation in the context of achieving a greater amount of customer satisfaction and brand loyalty as a result of consumers relying on brands that never fail to deliver quality and value to customers. Therefore, creating a strong brand image is essential for organisations that want to maintain a competitive advantage in the marketplace.
[bookmark: _Toc224853986]2.2 Customer Satisfaction
Customer satisfaction can be defined as the extent to which a customer feels that the given product or service meets or exceeds expectations. Satisfaction is deemed an important factor in sustaining long-term customer relationships as well as encouraging repeat purchasing behaviour. When customers are happy with the products and services of a brand, they are more likely to keep buying products from the same company and spread the word to others. Customer relationship management research highlights the importance of knowing what a customer expects and providing value in order to keep them satisfied. Kumar and Reinartz (2022) highlight that organisations need to have strong relationships with their customers through effective communication, quality of service and personalised experiences. These strategies will help the companies to maintain customer satisfaction. Customer experience is also an important factor in determining levels of satisfaction. Positive experiences during the purchasing process can help to improve customers' feelings toward the brand and create an emotional connection to it. Pires et al. (2025) explain that by measuring customer experience, organisations are able to gain a better understanding of the expectations of their consumers and improve the quality of service, which will ultimately result in an increase in levels of satisfaction.
Furthermore, it has also been identified that perceived value and brand service quality affect customer satisfaction and trust. Monfort et al. (2025) emphasise the importance that organisations which provide consistent value and enjoy robust standards of service are more likely to enjoy customer trust and retain customer satisfaction.
[bookmark: _Toc224853987]2.3 Brand Loyalty
Brand loyalty is the habit in which customers prefer buying a specific brand over other competing ones. Loyal customers have repeat purchasing behaviour and often become emotionally attached to the brand. Brand loyalty is important to organisations as loyal customers contribute to their long-term profitability and reduce the cost of marketing.
The concept of brand loyalty has undergone a huge change over the years. Early research was mainly concentrated on behavioural loyalty since it referred to repeat purchasing behaviour. However, modern research recognises that there is also an emotional and psychological attachment to brands involved in loyalty. The evolution of research on brand loyalty shows that consumer brand loyalty is affected by the changing market conditions, behaviour of consumers, and technology (International Journal of Research and Innovation in Social Science, 2025). Long-term studies of brand loyalty show that brand loyalty is affected by a number of factors, including customer perceptions, brand experiences and personal preferences. Yazdi et al. (2024) explain that "brand loyalty is still the dynamic process which evolves with the changes in the expectations of consumers and marketing strategies over time". Understanding these factors helps organisations to design effective strategies to retain customers as loyal ones.
In addition, factors such as the consumer's personality, willingness to pay and price perception also influence the level of brand loyalty. Damaschi et al. (2025) emphasise that such factors interact with brand perceptions and customer experiences in order to shape the behaviour of loyalty.
[bookmark: _Toc224853988]2.4 Relationship between Brand image, Customer Satisfaction and Brand loyalty
A currently growing body of research suggests that brand image and customer satisfaction play large roles in influencing brand loyalty. When customers view a brand in a favourable light and are satisfied with the products or services from that brand, it is more likely that they will be loyal to the brand and continue to purchase its products or services.
Empirical studies show that brand image is directly related to customer satisfaction and customer loyalty. Tahir, Adnan and Saeed (2024) discovered that positive brand image increases customers' satisfaction as well as strengthens loyalty behaviour in various industries. Customers tend to have trust in brands that maintain a good reputation and provide consistent value.
Furthermore, research has shown that customer satisfaction tends to mediate between brand image and brand loyalty. Robbani et al. (2025) determined that brand image and customer experience affect customer loyalty in a mediating role of customer satisfaction. This leads to the perception that positive perceptions of a brand enhance satisfaction, which in turn reinforces loyalty behaviour.
Brand experience plays a role as well in developing loyalty. Sang and Cuong (2024) also argue that positive brand experiences make a greater emotional connection with consumers, and that is why those consumers are more loyal toward the brand. These findings emphasise the importance of ensuring that customers have positive experiences and perceptions about the company and its products, and of building long-term relationships with customers. With all the business goods on brand image, customer satisfaction and loyalty that have been published, most of these publications are based on quantitative methods. Therefore, qualitative research is required, which can investigate customer perceptions in more depth and understand how these factors shape loyalty behaviour in specific organisational contexts such as Lidl.
[bookmark: _Toc224853989]3. Methodology
Research Philosophy
The research philosophy used in this study is the concept of interpretivism. Interpretivism is concerned with the knowledge of human experiences and human subjective perceptions. This philosophy will enable the researcher to probe into how the customers will view the brand image of Lidl and how their satisfaction will affect the loyalty behaviour.
Research Approach
The research will be inductive in nature. The inductive approach will enable us to see the insights and patterns from qualitative data obtained from interviews.
Research Strategy
A qualitative research strategy will be used. Qualitative research will allow the researcher to understand in much greater depth customer perceptions, experiences and attitudes.
Data Type
The research will have primary qualitative data. The primary data will be extracted directly from the participants by means of interviews.
Sample Size
The research will be carried out with 50 people who shop frequently in Lidl supermarkets.
Sampling Method
Purposive sampling will be adopted in choosing the participants having experience shopping at Lidl.
Data Collection Method
Data will be gathered with semistructured interviews. Interviews will enable the participants to share their experiences with Lidl, their satisfaction levels with the brand and their perceptions of the brand image.
Data Analysis
The collected data will be analysed by the use of thematic analysis. Interview responses will be transcribed and coded to observe patterns and themes relating to the brand image, satisfaction and loyalty.
Research Ethics
Participants will be told the objective of the study before participating. Participation will be voluntary, and respondents will have the right to withdraw at any time. The information about the participants will be anonymous and confidential. The collected data will be stored securely and will be devoted only to academic intentions.
[bookmark: _Toc224853990]5. Limitations
Limitations to this research are a number of possibilities. The sample will be somewhat small since qualitative research focuses on knowing things in more detail compared to statistical generalisation. Moreover, the research will be conducted on the customers of Lidl only, which is why its results might not be applicable to other supermarket brands. It is also possible that there is some time constraint backing up the number of interviews that can be conducted. Irrespective of all these constraints, the research will yield useful knowledge on the customer perceptions and brand loyalty.
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	Activity
	Week 1–2
	Week 3–4
	Week 5–6
	Week 7–8
	Week 9–10
	Week 11–12
	Week 13–14
	Week 15–16

	Proposal preparation
	
	
	
	
	
	
	
	

	Ethical approval
	
	
	
	
	
	
	
	

	Literature review
	
	
	
	
	
	
	
	

	Interview design
	
	
	
	
	
	
	
	

	Data collection
	
	
	
	
	
	
	
	

	Data analysis
	
	
	
	
	
	
	
	

	Dissertation writing
	
	
	
	
	
	
	
	

	Editing and submission
	
	
	
	
	
	
	
	


[bookmark: _Toc224853992]7. Conclusion
The proposed research will entail qualitative research studies on how customer satisfaction influences brand image and the brand loyalty of Lidl customers. The aspect of customer loyalty is very critical in ensuring long-term business success, particularly in competitive retail markets. The research will be able to provide detailed information on the influence of brand image and customer satisfaction on the behavioural loyalty of a customer by looking at the perceptions of the customer in the form of a qualitative interview. The outcome of this study can contribute to the scholarly database, and it can also provide some suggestions on ways the retail industry can enhance customer loyalty strategies.
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