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[bookmark: _Toc144222158]Abstract
The retail sector has been driving the UK's economic growth for years. The Confederation of British Industry reported that the retail sector significantly contributes to the UK Gross Domestic Product (GDP), accounting for over £352 billion of the total UK Gross Value Added (GVA). The role of Tesco in the UK retail sector cannot go unnoticed. The company's operating profit was estimated at £2.2 billion as of 2022. It added £37.3bn to the broader UK economy. 
With the stiff competition in the UK retail industry, more businesses are emerging and continue providing superior quality services, gaining customer satisfaction and loyalty. Due to this development, researchers and practitioners have attempted to gain insights into how customers perceive customer satisfaction and brand image. However, few researchers have explored the impact of brand image and customer satisfaction on the brand loyalty of Tesco. 
This research examined how customer satisfaction and brand image impact brand loyalty and the main contributing factors of customer satisfaction and brand image. Two-hundred participants were surveyed, and their responses were analysed using SPSS version 14.0. The findings suggest that there is a significant positive relationship between customer satisfaction and brand performance at Tesco. Some of the control variables that influence these relationships include education, income, and shopping experience. 
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[bookmark: _Toc144222162]Chapter 1: Introduction
The retail sector has been driving the UK's economic growth for years. The Confederation of British Industry (2022) reported that the retail sector makes a significant contribution to the UK Gross Domestic Product (GDP), accounting for over £352 billion (18%) of the total UK Gross Value Added (GVA). It also contributes more than £50 billion (6%) in tax revenues to the government annually. The report adds that away from the pure financial contribution, the sector has employed more than 5.7 million people indirectly and directly. The role of Tesco in the UK retail sector cannot go unnoticed. The company's operating profit was estimated at £2.2 billion as of 2022 (Tesco). It added £37.3bn to the broader UK economy. Its' high profitability and immense contribution to the economy lie in its ability to optimize prices, inventory, and marketing strategy.
With the current stiff competition in the UK retail industry, more businesses are emerging and continue providing superior quality services, gaining customer satisfaction and loyalty (Veloso et al., 2018). Due to this development, researchers and practitioners should attempt to gain insights into how customers perceive customer satisfaction, brand image, and brand loyalty (Veloso et al., 2018). Dam and Dam (2021) revealed that having a perspective regarding enhancing customer loyalty should be every central organisation drive of operations.
Several researchers have brought to the fore the significant relationship between brand image and customer satisfaction (Otero and Wilson, 2018; Rather, Tehseen, and Parrey, 2018; Świtała et al., 2018). Similar studies have discovered that a positive brand image influences customer satisfaction in the retail and hospitality industry (Tu and Chang, 2012; Mohammed and Rashid, 2018). Ashraf et al. (2018) also showed the positive effect of brand image on brand loyalty and customer satisfaction in the service sector. They found that positive brand image, trust, quality service, and perceived value influenced brand loyalty and customer satisfaction in the tourism sector.
However, few researchers have explored the impact of brand image and customer satisfaction on the brand loyalty of Tesco (Field; Ibrahim, 2013; Rowley, 2005). Thus, this study's current purpose is to examine how customer satisfaction impacts brand loyalty, to explore the influence of brand image on customers’ loyalty, and analyse the main contributing factors of customer satisfaction and brand image. 
[bookmark: _Toc144222163]1.1 Background
Today's markets are highly unpredictable (Bernarto et al., 2020). With digital media, any slight mistake, such as mistreating a customer, may spiral out of hand, bringing catastrophic effects to the company. Organisations need to keep their head high by being customer-centric to achieve long-term success (Khadka and Maharjan, 2017). Customer satisfaction and brand come in handy in this respect. Customer satisfaction denotes exceeding customers' expectations of a service or product, while brand image represents customers' beliefs and perceptions toward the brand (Nguyen et al., 2020). 
As a leading retail outlet in the UK, Tesco has established a foothold in the market, dealing with groceries and general merchandise. The company has diversified into other areas like retailing books, furniture, toys, clothing, electronics, petrol, software, and telecoms (Tesco). With a wide range of offerings, the British multinational company aims to create a positive brand image and deliver satisfactory shopping experiences to its customers (Tesco). With the intense competition and evolving consumer preferences in the retail sector, it is vital for Tesco to understand the interconnectedness between customer satisfaction, brand image, and brand loyalty. This research investigates how brand image and customer satisfaction influence the brand loyalty of Tesco's customers. It also analyses the main factors contributing to Tesco's customer satisfaction and brand image to gain a deeper understanding of brand image and customer satisfaction drivers, enabling the development of strategies to foster brand loyalty.
[bookmark: _Toc144222164]1.2 The rationale of the study
This dissertation is vital for marketers who design Tesco products. The insights gained from the research will help them meet the users' needs and create more demand. The brand's loyal customers will be more likely to buy from the company and even be the brand ambassador to others due to the satisfaction they derive. Even more, there has been stiff competition in the UK retail industry; hence a strong brand image is critical to withstand the competitive forces and gain an edge over others. Examining the impact of Tesco's brand image on brand loyalty offers an understanding of how the company's perception influences customer behaviour and loyalty. The results from the research can help Tesco develop effective branding strategies. The company can also identify weak areas and tailor measures to improve them to meet customer expectations. Moreover, the dissertation contributes to the literature on the relationship between customer satisfaction, brand image, and customer loyalty. This knowledge can be applied to other industries and serve as the reference point for further customer behaviour and marketing research. 
[bookmark: _Toc144222165]1.3 Research gap
Many scholars have extensively studied the relationship between customer satisfaction, brand image, and customer loyalty (Khadka and Maharjan, 2017; Azizan and Yusr, 2019). However, they do not comprehensively and holistically analyse their interconnectedness. Also, no research has been conducted on Tesco, one of the leading retail outlets in the UK. This research provides a comprehensive examination of how brand image and customer satisfaction jointly influence the brand loyalty of Tesco. It analyses the main contributing factors of customer satisfaction and brand image and explores elements including customer service, pricing, and product quality.
[bookmark: _Toc144222166]1.4 Aim
The main aim of this dissertation is to explore the impact of customer satisfaction and brand image on the brand loyalty of Tesco.
[bookmark: _Toc144222167]1.5 Research Objectives
1. To examine how customer satisfaction influences brand loyalty at Tesco
2. To explore the influence of brand image of Tesco on customer loyalty 
3. To analyse the main contributing factors of customer satisfaction and brand image at Tesco
[bookmark: _Toc144222168]1.6 Research Questions
1. How does customer satisfaction influence brand loyalty at Tesco?
2. What is the influence of brand image of Tesco on customer loyalty? 
3. What are the main contributing factors of customer satisfaction and brand image at Tesco?
The research objectives and questions are connected with the module on customers as they examine factors that influence customer's attitudes and behaviors towards an organisation. The module also brings to the fore the dynamics of customer engagement in an organization. The research covers the satisfaction and overall experiences that customers gain after interacting with a brand's products. The question on brand image explores how customers perceive a brand. The main contributing factors of customer satisfaction and brand image at Tesco explore various such as service, pricing, and product quality which influence customer satisfaction.
[bookmark: _Toc144222169]1.7 Dissertation outline
The dissertation begins with the introduction section. The introduction captures the context of the study, the background, the research aim, and objectives and provides the significance of the study. The opening chapter seeks to engage the reader by examining the impact of customer satisfaction and brand image on the brand loyalty at Tesco. The literature review forms the second chapter. It provides extensive literature on past research on the nexus between customer satisfaction and brand loyalty, the influence of brand image on customer loyalty, and the main contributing factors of customer satisfaction and brand image. The literature review clearly shows the prevailing knowledge claims in the topic of interest. It dissects the existing scholarly knowledge to identify research gaps. The third chapter synthesises and justifies the researcher's strategies and methods to collect data. It describes the research design and ethical considerations. The methodology section also outlines the philosophy applied, data collection tools, and data analysis techniques. This chapter is followed by the results and findings section, which presents the research outcomes, including the data gathered, analysis of the methods used, and the findings of the research objectives. This chapter enables the reader to understand the key research results and their theoretical and practical implications. The conclusion and recommendations chapter finalises this dissertation. It summarises the research findings and limitations and offers directions for future research. 


[bookmark: _Toc144222170]Chapter 2: Literature review
[bookmark: _Toc144222171]2.1 Introduction
In today's competitive and dynamic business environment, branding is considered an essential competitiveness factor that distinguishes firms that offer similar goods/services in the customers' minds (Barros-Arrieta and García-Cali, 2021, p. 137). According to Akhtar, Xicang, and Iqbal (2017), branding builds a strong customer relationship. The higher the connection between the customer and the brand, the greater the brand loyalty and the customer's brand preference. Brand loyalty is brought when the buyer feels the brand has high-quality goods and services at a reasonable price. Previous studies acknowledge that customer satisfaction is a precursor for brand loyalty and love (Cuong, 2020; Kim, Park, and Jeon, 2021). Prior researchers also reveal that brand image is an antecedent of customer satisfaction (Yang et al., 2017). Some factors affecting brand loyalty include brand social responsibility, brand name, brand knowledge, service quality, product quality, price fairness, and physical environment. 
The present literature provides an extensive review of past research on the nexus between customer satisfaction and brand loyalty, the influence of brand image on customer loyalty, and the main contributing factors of customer satisfaction and brand image. The literature review shows the prevailing knowledge claims in the topic of interest by dissecting the existing scholarly knowledge and theoretical models to identify research gaps.
[bookmark: _Toc144222172]2.2 Literature gap
Many researchers have extensively studied the relationship between customer satisfaction, brand image, and customer loyalty (Khadka and Maharjan, 2017; Azizan and Yusr, 2019). However, they do not comprehensively analyse their interconnectedness, specifically on Tesco, one of the leading retail outlets in the UK. This research explores how brand image and customer satisfaction impact the brand loyalty of Tesco using a survey method. It also examines the main contributing factors of customer satisfaction and brand image.
[bookmark: _Toc144222173]2.3 Definition of terms
[bookmark: _Toc144222174]Brand image
According to Azizan and Yusr (2019), the brand image represents the brand's products, services, and reputation within an industry. Otero and Wilson (2018) mention that brand image refers to a customer's general perception, impression, and association with a brand. Wijaya (2013) defined brand image as customers' interpretation of the firm and its offerings. It is at the core of advertising and marketing and is vital in building long-term customer relationships with the company (Ogba and Tan, 2009). The brand image is always exhibited in customer memory. According to Faircloth, Capella, and Alford (2001), the brand image is the client's response to the brand sign, name, and impression and is represented by the product quality. Zhang (2015) linked brand image to a set of assets. As such, an increase in assets increases the company value, while a decrease in assets decreases the company value. Brand image plays a vital role in customers' purchase decisions. A higher brand image shows that the company sells high product quality, while a lower brand image indicates that customers have no confidence in the product (Dam and Dam, 2021). 
[bookmark: _Toc144222175]Brand loyalty
Rather, Tehseen and Parrey (2018) define brand loyalty as the pattern of consumer behaviour that enables a consumer to remain committed to a particular product or brand while making repetitive purchases. In marketing, brand loyalty can be described as the positive feelings of a customer towards a particular brand and their dedication to purchasing the products (Salem and Salem, 2021). Knox and Walker (2001) define brand loyalty as a marketing success metric that occurs as firms retain customers across product lines. The concept has attracted the attention of researchers in the last three decades (Akoglu and Özbek, 2022). Atulkar (2020) describes brand loyalty as a continuous commitment to repurchase a high-quality product or service. This repeated from the same brand, notwithstanding prices and situational influences, is the real definition of loyalty. In such a scenario, customers do not switch to other players. 
Le (2021) described brand loyalty as a psychological commitment by a client to rebuy the same brand even though other brands have better or equal products. The goals of effective marketing strategies across businesses are to foster brand loyalty, especially in highly competitive markets and a lessening in goods differentiation (Haudi et al., 2022). Brand loyalty decreases marketing costs and reduces the threat of competitors as buyers purchase more products and services and recommend them to other customers (Chang, 2020). According to Mostafa and Kasamani (2021), most brand-loyal clients are always willing to pay a higher price for the product since they consider the brand to offer unique value.
[bookmark: _Toc144222176]Customer satisfaction
Customer satisfaction determines how happy customers remain with a firm's products, capabilities, and services (Nguyen et al., 2020). Gulfraz et al. (2022) posit that customer satisfaction reflects the business's health by portraying how effectively the products and services tend to resonate with the buyers. 
[bookmark: _Toc144222177]2.3 Customer satisfaction and brand loyalty
Customer satisfaction is considered vital in determining loyalty toward a particular brand (Khadka and Maharjan 2017). This results in an actual re-purchase behavior for the same brand, which results in longer-term business profitability. Therefore, satisfied customers are believed to establish a positive brand image. Tesco's success in implementing the Clubcard Loyalty program is evidence of customer satisfaction and loyalty towards the brand. The reward scheme for every £1 purchase to all cardholders based on their shopping habit further motivates them to continue shopping, thus strengthening brand loyalty.
[bookmark: _Toc144222178]2.4 The influence of brand image on customer loyalty
The brand image of Tesco has an impact on the loyalty of the brand. A brand image related to affordability, quality, and customer-oriented value is considered positive and plays a role in strengthening brand loyalty (Alhaddad, 2015, p.2). In addition to its focus on customer satisfaction, the stronger brand image of Tesco has allowed forming a dedicated and loyal customer base while maintaining a competitive edge across the retail sector. Tesco is a multinational grocery and generalised merchandise retailer in the UK (Tesco - Supermarkets). It is also identified as one of the most innovative grocery chains available hence it buys things from suppliers and is known to make its things. Its higher quality products, competitive pricing, and outstanding customer service build a strong brand image for Tesco (Munusamy and Wong, 2008, p. 47). Thus, with its healthy, affordable, and sustainable food, Tesco can ensure a better quality of life and easier living for its customers.  
Regarding brand loyalty, close to 59 percent of the customers across the grocery store prefer making repeat purchases from Tesco, indicating a good degree of brand loyalty (Statista.com 2022). Tesco also maintains its customer loyalty by implementing a Clubcard program that rewards customers with points that can be used for other perks and discounts. 
[bookmark: _Toc144222179]2.5 Main contributing factors of customer satisfaction, brand image, and loyalty
Brand name
A study by Ogba and Tan (2009) states that branding plays a vital role in an organisation since it connects the customers to the firm. Marketing practitioners and scholars have acknowledged that today, customers no longer purchase products to fulfil their needs but instead buy them due to the emotional experiences they attach to them (Zhang, 2015; Alam and Noor, 2020). According to Subaebasni, Risnawaty, and Wicaksono (2019), the brand name helps businesses in predicting customer experiences. Buyers' perception regarding the name of a brand determines their expectations. The higher the expectation, the more satisfactory the product (Romdonny and Rosmadi, 2019). 
Brand knowledge
Many of the earlier researchers (Jalleh et al., 2002; Asif et al., 2015; Shahid, Hussain, and Zafar, 2017; Ansari et al., 2019) measure brand knowledge and awareness. Ojeleye (2016) did a study on how service quality affects brand knowledge. They claimed that when customers know a particular brand, they decide to buy products from it as long as they meet their needs. Customers may want to own a certain brand when they are aware of it due to the connectedness. They benefit from brand awareness as they make purchasing decisions. The decisions can be made easily because they are well‐informed about the brand. Thus, brand awareness is an essential aspect of customer loyalty. 
Service and product quality
As defined by (Jahanshahi et al., 2011), characterized that quality means appropriate use or free from anomalies that impact the product's capacity to fulfil suggested needs. Perceived service and product quality shape customer satisfaction. According to Yuen and Chan (2010), providing quality services to customers attract more customers. Xu, Blankson, and Prybutok (2017) highlighted five main factors related to the quality of services. They include tangibles (physical facilities, means of communication, equipment, and employees), reliability (prompt, accurate, and satisfactory delivery), responsiveness (responsive customer service), assurance (knowledge, trustworthiness, and abilities of the staff), and empathy (good communication and ease of relationships).
Price fairness
The findings by Homburg, Hoyer, and Koschate (2005) indicate that there is a significant positive relationship between customer satisfaction and the perception of fair pricing. Usually, customers are sensitive to the prices of the operator's products. When the cost of another alternative product increases compared to the expected price of another product, consumers are more likely to perceive which price is more fair than the other (Herrmann et al., 2007). Perceived price fairness directly impacts customer satisfaction, consequently impacting their attitude. Usually, consumers are more willing to try products at lower prices, but when the price is too high, they may switch to other brands (Gumussoy and Koseoglu, 2016).
Susanti’s (2019) study on the effect of service quality and perceived price fairness on consumer loyalty found that price fairness has a positive effect on customer loyalty and customer satisfaction. The study reveals the interconnectedness between consumer perceptions of price fairness and customer loyalty. However, research on the impact of pricing fairness on customer satisfaction by Wu et al. (2011) showed that price fairness does not have an indirect or direct effect on customer loyalty and satisfaction, especially when consumers buy medical products such as medical insurance. Therefore, this finding demonstrates that clients the relationship between price fairness and brand loyalty depends on the type of product bought. 
Physical environment.
In the corporate milieu, physical factors are controlled by companies that can affect customers and employees. According to Han and Ryu (2009), the physical environment influences pre-purchase decisions and post-purchase assessment of the customer in terms of the related services and products. The dimensions of the physical environment are servicing staff (behaviour and manner of the servicing staff, communication with customers), facility aesthetics (physical attractiveness), layout (arrangement of furniture and equipment), ambiance (intangible background characteristics), and lighting (various lighting conditions) (Ryu, Lee, and Kim, 2012).
The role of the physical environment in influencing customer satisfaction and brand loyalty is especially pertinent in the retail industry. Customers may unconsciously or consciously survey and assess the physical surroundings before, during, and after the service (Ali and Amin, 2014). Thus, pleasing physical surroundings determine to a large extent, overall customer satisfaction and subsequent customer loyalty. Customers often respond to more than just the product or service quality when evaluating their experience (Ali, Amin, and Ryu, 2016). 
Brand social responsibility
Brand social responsibility is regarded as a pro-social corporate activity that advances the interests of the organisation and the societal welfare, fostering consumer trust (Sun and Price, 2016). Today's customers are environmentally conscious and develop loyalty to socially responsible enterprises (Emmanuel and Priscilla, 2022). An organisation's ethical and social responsibility initiatives reveal information about its ideals that help to engender customer trust. Most companies consider ethical standards while making strategic decisions to foster stakeholder confidence (Ali et al., 2021). Thus, consumer trust directly results from a company's social performance.
[bookmark: _Toc144222180]2.6 Keller's Brand Equity Model
The research on the impact of customer satisfaction on brand loyalty and brand image indicates that a positive image of a brand and a higher level of customer satisfaction can lead to enhanced brand loyalty (Kuhn, Alpert, and Pope, 2008). In this case, Keller's brand equity model focuses on the significance of the brand image and customer perception in establishing stronger brand equity, which is crucial in driving brand loyalty. Keller's Brand Equity Model represents the tool that can aid Tesco in managing and understanding its brand image (Świtała et al.2018). According to Vasileva and Vasileva (2017), the model's four components include brand salience, brand imagery, brand performance, and brand judgment and feelings, described in Figure 1 below. 
[image: ]
Figure 1: Keller’s Brand Equity Model
Source: (mindtools.com 2023)
The brand performance and the brand imagery contribute to brand equity (Zhang, 2015). Tesco can utilize the model to improve its brand image through the creation of positive experiences for customers while building suitable brand encounters. For example, Tesco can make use of the aspect of brand resonance to establish a stronger emotional connection with the brand. Again, through the aspect of brand judgment, for example, Tesco will be in a position to derive customer opinion. While Tesco's brand feelings are customers' emotional reactions to the company. For example, by offering quality products and an outstanding level of customer service, the firm will be in a position to earn reliability and consumer for the consumers. When it comes to brand performance, for example, it refers to Tesco's ability to build a reputation for providing higher-quality and affordable products to meet the customer's needs. For example, through brand imagery, Tesco can establish a brand image that remains associated with higher quality and fresh produce and affordable prices. Brand salience, for example, has enabled Tesco to establish itself as a strong brand and one of the biggest and most identifiable supermarket chains across the UK. 
[bookmark: _Hlk139566841]The advantage of Keller's model lies in its ability to present a well-designed approach to building and managing a brand (Kuhn, Alpert, and Pope, 2008). By focusing on the varied components of this model, Tesco will be able to realize its strength and weakness along with developing a targeted marketing strategy for improving brand equity. The limitation of the model lies in its huge focus on the perception of customers, and it does not consider the other factors which might impact brand equity, such as competitive factors and market conditions (Tsordia, Papadimitriou, and Parganas 2018).
Other models with similar characteristics are the Total Engagement Model and Aaker's Brand Equity Model. The Total Engagement Model states that it is vital to engage customers and employees for success in any organization (Roberts and Alpert 2010). Customers experience emotional and physical experiences by closely interacting with the brand. Thus, customers' value proposition is the value the brand offers them. This is why customers will prefer one brand over other competitors offering similar products and services. The model optimizes an organisation's interactions with stakeholders such as customers and employees by considering cognitive, emotional, and behavioral engagement dimensions. It aligns the goals and values to create a holistic engagement system that fosters loyalty and good relationships across all touchpoints. 
[image: ]
Figure 2: The Total Engagement Model
Source: Roberts and Alpert (2010)
The Aaker's Brand Equity Model was introduced by David Aaker. The model focuses on how customers perceive the internal aspects of a brand (Aaker, 2009). The key dimensions of the model are (Aaker, 2009):
· Brand awareness (brand recognition).
· Brand associations (benefits, features, and emotions associated with the brand).
· Perceived quality (judgments on quality and superiority of products).
· Brand loyalty (positive attitudes).
· Other proprietary assets (patents, customer databases, trademarks, distribution channels).
Understanding these dimensions means businesses can make strategic decisions that foster brand equity and customer relationships. In the context of this research, Keller's Brand Equity Model is the most suitable choice because of its customer-centric approach, brand resonance dimension, emphasis on brand image, and inclusion of brand salience at Tesco. 
[bookmark: _Toc144222181]2.7 Conclusion
The literature has defined the key concepts in the study, provided an extensive review of past research on the nexus between customer satisfaction and brand loyalty, the influence of brand image on customer loyalty, and the main contributing factors of customer satisfaction and brand image, such as brand name, brand knowledge, service and product quality, price fairness, physical environment, and brand social responsibility. The literature review has shown the prevailing knowledge claims in the dissertation by dissecting the existing scholarly knowledge and theoretical models. It has also identified the research gap.


[bookmark: _Toc144222182]Chapter 3: Research methodology
[bookmark: _Toc144222183]3.1 Introduction
Research methodology refers to the specific strategies or processes utilised to identify, select, process, and analyse information on a topic (Kothari, 2004). This portion of the research report allows the reader to examine the study's reliability and validity critically. 
[bookmark: _Toc144222184]The research onion
The research onion usually describes the key stages a researcher should adopt when developing an efficient methodology. The key stages include research philosophy, research approach, research strategies, kinds of investigation, choices of research methods, and time horizons.
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Figure 3: Research Onion
Source: (thesismind.com 2023)
[bookmark: _Toc144222185]3.2 Research philosophy (positivism)
The chosen research philosophy for this particular research was positivism. Positivism is a philosophical standpoint that states that knowledge about the social world can be gained through observation and measurement. It relies on social facts and laws that govern the physical world (Park, Konge, and Artino, 2020). It is a type of research philosophy that includes a research question and a hypothesis that can be tested. Positivism also allows finding explanations measuring the acceptable knowledge of the world (Alharahsheh and Pius 2020).  
[bookmark: _Toc144222186]3.3 Research approach (deductive)
The research applied the deductive approach. This strategy seeks to discover an answer to a question raised at the start of the investigation (Woiceshyn and Daellenbach 2018). The research questions ranged from declarations to educated hypotheses.
[bookmark: _Toc144222187]Type of investigation
Primary research
Regarding the research strategy, the survey research approach was utilized for this investigation. It is a form of primary research and considered an effective research technique as information is collected from the source directly (Rahi 2017). This technique also enables the collection of reliable and detailed data. Hox and Boeije (2005) described primary research as the process utilised by the researcher to acquire data directly rather than relying on data collected from the earlier study. It aids in collecting enormous amounts of data for the who, what, where, when, and how questions. The major limitation of the primary method is that the participants' responses may be biased due to their previous experiences with the organization (Driscoll 2011). Other respondents may also not understand the questions, leading to inaccurate responses. 
Secondary research
Secondary data, on the other hand, includes desk research. In this case, the researcher employed pre-existing data. This data was then organised and summarised to improve the overall efficacy of the study. The secondary research involves reviewing the literature (Kalu, Unachukwu, and Ibiam 2019). The secondary data sources are easily accessible. The data can be accessed through the internet, books, and reports. Reanalyzing old data brings new insights surrounding the topic (Heaton 2008). However, the data from the secondary sources may be biased in favor of the person who collected it.
[bookmark: _Toc144222188]3.4 Strategies (Survey)
A survey is the greatest choice for acquiring quantitative data for a study since it allows for collecting a large amount of data from a larger sample. 
3.5 [bookmark: _Toc144222189]Research choices (quantitative)
The qualitative method is the collection of non-numerical data such as gathering opinions and perspectives from participants. The quantitative method involves the collection, analysis, and interpretation of numeric data. The dissertation applied quantitative research. The researcher chose the mono method, which indicates the utilization of a single type of data (Al-Ababneh 2020). This research method allows the researcher to collect more reliable and concrete data. Due to the statistical tests used, the data was less open to error and subjectivity. Moreover, quantitative research is impressive and valuable since many people do not understand the mathematics involved (Watson 2015). However, the focus on statistics can also be limiting, leading to skewed statistical relationships. Also, coming up with a hypothesis can be subjective hence misleading the readers (Bloomfield and Fisher 2019). The sampling bias and measurement errors may jeopardize the validity and accuracy of the research results. 
[bookmark: _Toc144222190]3.6 Time horizon (cross-sectional)
In terms of time horizon, this research applied a cross-sectional time horizon rather than a longitudinal one because it required doing primary research over a shorter period. It also helped the researcher to perceive the behavior of the respondents.
[bookmark: _Toc144222191]The sample size, sample type, and sampling method
Sample size
The study was conducted with 200 customers of Tesco. Participants were accessed online by sending an email and placing a request to fill in the survey form. They were recruited through social media platforms. 
Sample Type
The demographic information of the selected sample was: 
· Age: The age of the chosen sample was between 25 to 54 years of age 
· Gender: Both males and females were part of the sample as they equally represented supermarket buyers.
· Education: Diploma and degree
· Region: The sample population is based in London 
Sampling method
To gain a better understanding of the topic, simple random sampling was used. The method entails selecting a smaller subset of the larger population and making generalizations about the larger population (Sharma 2017). Simple random sampling is easier to use, unlike other sampling techniques. It also lacks bias, as every individual in the larger population has an equal chance of being chosen (Taherdoost 2016). However, there may be sample selection bias in the process. This occurs when a sample set is not inclusive enough, skewing the entire population's representation.  
[bookmark: _Toc144222192]3.7 Data collection
An online survey questionnaire was created through survey monkey to collect relevant information based on the study goals (Al Ghayab et al. 2016). Therefore, the closed-ended and open-ended survey Monkey was administered online to 200 customers of Tesco. The respondents had 5-10 minutes to fill in the questionnaire. The designed questionnaire depended on the measurement scales from the associated literature and focused on brand image, customer satisfaction, brand loyalty, resonance, judgments, feelings, performance, imagery, and salience. The questionnaire underwent a pre-testing of 50 respondents to ensure validity and reliability. The survey had five closed-ended questions graded on a 7-point Likert scale to gauge the respondents' opinions and sentiments. This type of closed-ended question gave the respondents a wider option ranging from being "not probable at all" to being "very likely." (See Appendix 3). 
[bookmark: _Toc144222193]3.8 Analysis
The quantitative data was analysed by transforming the collected data into percentage figures and numeric values using the Statistical Package for Social Science program (SPSS) software. Descriptive statistics in the form of frequency, standard deviation, and mean was utilized for summarizing the core variables of the study along with the demographic characteristic of respondents. The analysis used inferential statistics such as regression and correlation analysis to examine the relationship between brand image, brand loyalty, and customer satisfaction and test the research hypothesis. This tool also allowed for converting responses into tables (Bala 2016). This facilitated the generation of comparative and thorough data. 
[bookmark: _Toc144222194]3.9 Research ethics
Stricter criteria for ethics were followed throughout the whole study process. Before participating in the study, respondents were asked to provide informed consent. The research's goal and nature were made explicit, and respondents were ensured of the confidentiality and anonymity of their replies. Participants were not pressured to complete the questionnaire meant for collecting primary data. Regarding data management, stringent secrecy was ensured. It had a logo to ensure the questionnaire's legitimacy (Panneerselvam 2014). The researcher also avoided including sensitive questions in the survey. Credible and varied sources were employed while gathering secondary data to maintain the credibility of the study findings. 


[bookmark: _Toc144222195]Chapter 4: Results
Of the 200 questionnaires, 17 were invalid or incomplete and were not considered in the analysis. All the questionnaires were analysed using SPSS version 14.0 from the remaining 183 respondents, representing a 92% response rate. In total, 104 (57%) respondents were female, and 79 (43%) were male. 65(35.5%) of the respondents were between 25 and 35 years, 58 (31.7%) were between 36 and 47, and 60 (32.8%) were between 48 and 54. The table below shows the results to the survey questions. 
Table 1: Results to the survey questions
oStrongly agree
oAgree
oNeutral
oDisagree
oStrongly disagree
oStrongly agree
oAgree
oNeutral
oDisagree
oStrongly disagree
oStrongly agree
oAgree
oNeutral
oDisagree
oStrongly disagree
oStrongly agree
oAgree
oNeutral
oDisagree
oStrongly disagree
oStrongly agree
oAgree
oNeutral
oDisagree
oStrongly disagree
oStrongly agree
oAgree
oNeutral
oDisagree
oStrongly disagre
oStrongly agree
oAgree
oNeutral
oDisagree
oStrongly disagre
oStrongly agree
oAgree
oNeutral
oDisagree
oStrongly disagre
oStrongly agree
oAgree
oNeutral
oDisagree
oStrongly disagre
	Question
	Scale
	Participants (183)
	% (100)

	Q1. Do you agree that your satisfaction with Tesco as a brand positively influences your loyalty?
	Not probable at all
	18
	9.83

	
	Highly unlikely
	9
	4.91

	
	Somewhat unlikely
	27
	14.75

	
	Neutral
	32
	17.49

	
	Somewhat likely
	28
	15.30

	
	Highly likely
	23
	12.57

	
	Very likely
	46
	25.14

	Q2. Can you recommend Tesco to your family and friends based on your overall satisfaction with the brand?
	Not probable at all
	14
	7.65

	
	Highly unlikely
	13
	7.10

	
	Somewhat unlikely
	27
	14.75

	
	Neutral
	19
	10.38

	
	Somewhat likely
	23
	12.57

	
	Highly likely
	39
	21.31

	
	Very likely
	48
	26.23

	Q3. Do you believe that your loyalty to Tesco is influenced by its brand image?
	Not probable at all
	11
	6.01

	
	Highly unlikely
	33
	18.03

	
	Somewhat unlikely
	26
	14.21

	
	Neutral
	27
	14.75

	
	Somewhat likely
	18
	9.84

	
	Highly likely
	37
	20.21

	
	Very likely
	31
	16.94

	Q4. How likely are you to continue purchasing products from Tesco based on the positive brand image it has established?
	Not probable at all
	18
	9.84

	
	Highly unlikely
	24
	13.11

	
	Somewhat unlikely
	16
	8.74

	
	Neutral
	24
	13.11

	
	Somewhat likely
	8
	4.37

	
	Highly likely
	65
	35.52

	
	Very likely
	28
	15.30

	Q5. How satisfied are you with the Tesco customer service on a scale of 1-7
	1
	23
	12.57

	
	2
	20
	10.93

	
	3
	21
	11.48

	
	4
	16
	8.74

	
	5
	35
	19.13

	
	6
	39
	21.31

	
	7
	29
	15.85


Figure 4: Q1

Results: As figure 4 shows, 46 respondents agreed that their satisfaction with Tesco influences their loyalty, 23 respondents reported that their loyalty is highly likely to be influenced by Tesco, while 28 are somewhat likely to be influenced by Tesco. 
Discussion: The results suggest that over 53% of customers’ loyalty is influenced by the brand. 
Figure 5: Q2

Results: Forty-eight respondents reported that they are very likely to recommend Tesco to family and friends, 39 are highly likely to recommend Tesco to family and friends, and 23 are somewhat likely to do the same. 
Discussion: The findings indicate that more than 60% of customers would recommend Tesco to friends and family based on their overall satisfaction with the brand. 
Figure 6: Q3

Results: Figure 6 shows that 31 customers are very likely to believe that their loyalty is influenced by Tesco’s brand image, 37 are highly likely to believe that their loyalty is influenced by Tesco’s brand image, and 18 are somewhat likely to believe that their loyalty is influenced by Tesco’s brand image. 
Discussion: From the results, only 47% of customers believe that their loyalty is influenced by Tesco’s brand image. 
Figure 7: Q4

Results: As figure 7 shows, 65 customers are highly likely to continue buying products from Tesco based on its brand image while 28 customers are very likely to do the same.  
Discussion: The findings suggest that more than 51% of the respondents are likely to continue purchasing products from Tesco due to its brand image. 
Figure 8: Q5

Results: Figure 8 shows that majority of the respondents (5=35; 6=39; 7=29) are satisfied with the Tesco customer service. 
Discussion: With 5-7 being the highest rate, the figure shows that more than 57% of the customers are satisfied with Tesco products. 
Statistical analysis
[bookmark: _Toc144222196]4.1 Measurement model
The researcher tested the measure's reliability for the constructs by finding out individual Cronbach's alpha coefficients (Cα), with the resultant statistics (between 0.92-0.98), which were higher than the 0.7 (recommended). The measurement of variables included 49 items adopted from the four dimensions of Keller's Brand Equity Model. The table below shows the distribution of the items.
Table 2: Distribution of items 
	Variables
	Number of items

	Brand salience, imagery, performance, judgment and feelings
	8

	Service and product quality
	5

	Customer satisfaction
	32

	Brand loyalty
	4


The confirmatory factor analysis (CFA) assessed the overall measurement model to evaluate the discriminant and convergent validity. Table 2 shows every variable’s Cα, CR, AVE, factor loading, standard deviation (SD), and means.
Table 3: Confirmatory factor analysis
	Variable
	Item 
	Mean
	Standard deviation
	AVE
	CR
	Factor loading
	Cα

	Brand salience, imagery, performance, judgment and feelings


Service and product quality


Customer satisfaction




Brand loyalty


	B1
B2
B3
B4
B5
B6
B7
B8
SPQ1
SPQ2
SPQ3
SPQ4
SPQ5
CS1
CS2
CS3
CS4
. . .. . .
CS32
BL1
BL2
BL3
BL4
	3.37







3.61




3.74





3.42
	0.56







0.55




0.51





0.56
	0.75







0.71




0.60





0.60
	0.85
0.86
0.87
0.85
0.86
0.87
0.85
0.86
0.78
0.92
0.71
0.83
0.79
0.77
0.80
0.76
0.77
. . ..
0.85
0.88
0.85
0.76
0.93
	0.95







0.92




0.99





0.91
	0.95







0.92




0.98





0.92


Note(s): ***p < 0.001 whereby composite reliability ≥ 0.7; Cα ≥ 0.7; average variances extracted ≥ 0.5
The study adopted three primary measures to evaluate the convergent validity following Carlson & Herdman's (2012) recommendation. Carlson & Herdman (2012) stated that the indicator's factor loadings must be statistically significant with >0.6 values. The second condition is that the composite reliability values should be >0.7. The third condition states that average variance values must be >0.5. As the table above indicates, factor loadings are between 0.70 and 0.95 (> 0.6) at a 0.001 statistically significant level. CR values between 0.80 and 0.99 are greater than 0.7. The average values range between 0.60 to 0.77 (all > 0.5). All the measures show adequate convergent validity. 
Discriminant validity refers to the extent to which a construct is distinct from other constructs that should not be correlated. Discriminant validity is vital as it helps to ensure that the measure is truly measuring what it is intended to measure rather than being confounded by other factors. It is also essential to ensure that research measures are reliable, valid, and accurately reflect the constructs under study (Zaiţ & Bertea, 2011). This study applied Gaito's (1980) AVE measure to assess the discriminant validity. The study's discriminant validity was evaluated by comparing the correlations among the latent variables and the square root of the AVE (see Table 3). Table 3 shows that the AVE square root for each construct is greater than the correlations among the model's constructs. The results strongly support the construct's reliability and discriminant and convergent validity of the scales. 
Table 4: Average variances and correlations from variables
	Constructs 
	Mean
	Standard deviation
	Brand salience
	Brand imagery
	Brand performance
	Judgments and feelings
	Service and product quality
	Gender
	Customer satisfaction 
	Brand loyalty

	Brand salience 
	3.14
	0.53
	0.84
	
	
	
	
	
	
	

	Brand imagery 
	3.16
	0.57
	0.45
	0.84
	
	
	
	
	
	

	Brand performance
	3.27
	0.52
	0.46
	0.53
	0.86
	
	
	
	
	

	Judgments and feelings
	3.53
	0.51
	0.52
	0.65
	0.52
	0.86
	
	
	
	

	Service and product quality
	2.65
	0.50
	0.43
	0.47
	0.45
	0.52
	1
	
	
	

	Gender
	1.25
	0.97
	0.00
	0.00
	0.02
	0.03
	0.02
	1
	
	

	Customer satisfaction
	2.36
	0.47
	0.45
	0.43
	0.37
	0.37
	0.42
	0.04
	1
	

	Brand loyalty
	3.86
	0.53
	0.28
	0.23
	0.15
	0.43
	0.16
	0.03
	0.25
	1


Table 4 illustrates the measure model fit. All fit indices met satisfactory levels. Thus the model explains the relationship between the variables and fits the data in the research. 
Table 5: Overall fit indices 
	Fit indices 
	Scores
	Value 

	Incremental fit measures
	
	

	NFI
	0.912
	≥0.90a

	AGFI
	0.811
	≥0.90a ; ≥0.80b

	CFI
	0.932
	≥0.90a

	Fit measures (absolute)
	
	

	GFI
	0.872
	≥0.90a; ≥0.80b

	CMIN/df
	1.825
	≤2a; ≤5b

	RMSEA
	0.042
	≤0.08a; ≤0.10b


Note(s): b, Acceptability: marginal; a, Acceptability: acceptable
According to Lee, In, & Lee (2015), the SEM method is widely used since it can demonstrate versatile regression correlations on a test and a single model. Examining the mediation and interaction effects is also practical and appropriate (e.g., Andrade, 2020). So, the researcher used SEM with maximum estimation procedures to test the relationships between the variables. Tables 5 and 6 present the structural relationship between customer satisfaction, brand image, and brand loyalty. 
Table 6: Relationship between construct results 
	Construct 
	Effects
	Estimate 
	p-values
	Construct results 

	Customer satisfaction and brand performance 
	Positive 
	0.217***
	<0.001
	Supported

	Customer satisfaction and brand image 
	Positive
	0.407***
	<0.001
	Supported

	Customer satisfaction and brand loyalty 
	Positive
	0.413***
	<0.001
	Supported

	Customer satisfaction and product quality 
	Positive
	0.225***
	<0.001
	Supported

	Customer satisfaction and service quality 
	Positive
	0.231***
	<0.001
	Supported



	Other variables 
	Estimate 
	Effects 
	p-values 
	Results 

	Education
	-0.005
	Negative
	0.858
	Supported

	Gender 
	0.125***
	Positive
	<0.001
	Unsupported 

	Income
	0.061***
	Positive
	<0.001
	Supported 

	Shopping experience 
	0.052**
	Positive 
	0.004
	Supported 


Note(s): *** 0.001 significance level; **0.05 significance level
Table 7: Effect analysis
	Dependent variables
	Brand image
	Customer satisfaction
	Brand loyalty

	Indirect effects
	
	
	

	Brand image
	
	
	0.214***

	Direct effects
	
	
	

	Brand image
	0.434***
	0.481***
	0.218***

	Customer satisfaction
	
	
	0.245***

	Brand loyalty
	
	
	0.232***

	Total effects
	
	
	

	Brand image
	
	
	0.432***


Note(s): *** 0.001 significance level
[bookmark: _Toc144222197]4.2 Analysis of results
Table 7 indicates that the direct nexus between the latent variables are quite positive and statistically significant, supporting the study's objectives. The results of the relationship between customer satisfaction and brand performance indicate a significant and positive impact with (β 0.217; p < 0.001). For the relationship between customer satisfaction and brand image, the results suggest that customer satisfaction influences brand image (β=0.407; p < 0.001). The results of the relationship between customer satisfaction and brand loyalty indicate that brand loyalty is high with (β=0.413; p < 0.001). The results of the relationship between customer satisfaction and product quality show a positive correlation (β=0.225; p < 0.001). The relationship between customer satisfaction and service quality is highly correlated (β=0.231; p < 0.001). The results of these tests were obtained after assessing control variables such as education, income, shopping experience, and gender. Table 6 confirms the control role of education, income, and shopping experience, excluding gender, since its effect on brand loyalty is not statistically significant. 
This study provides evidence of customer satisfaction and brand image influence on brand loyalty. The indirect, direct, and total effects are calculated and listed in Table 7. The table confirms the relationships between customer satisfaction and brand image on brand loyalty. Table 7 shows that the total effects of customer satisfaction and brand image on brand loyalty are awe-inspiring (β=0.432; p< 0.001). It is due to customer satisfaction and brand image's indirect effect on brand loyalty being very significant (β=0.214; p< 0.001). This current research explored the impact of customer satisfaction and brand image on the brand loyalty of Tesco. The study outcomes revealed that the four dimensions in the research model were approved. The findings suggest that customer satisfaction and brand image positively impact the brand loyalty of Tesco. Customer satisfaction is an antecedent of brand loyalty. Brand image is also an antecedent of brand loyalty. The previous empirical analyses by (Azizan and Yusr, 2019; Khadka and Maharjan, 2017; Subaebasni, Risnawaty, and Wicaksono, 2019) reinforce the results of this research.


[bookmark: _Toc144222198]Chapter 5: Conclusion and recommendations
As a leading retail outlet in the UK, Tesco has cemented its position in the market. The company has diversified into other areas like retailing books, furniture, toys, clothing, electronics, petrol, software, and telecoms. With a wide range of offerings, the British multinational company aims to create a positive brand image and deliver satisfactory shopping experiences to its customers. The higher the connection between the customer and the brand, the greater the brand loyalty and the customer's brand preference. 
For the relationship between customer satisfaction and brand loyalty at Tesco, the findings suggest that there is a significant positive relationship between customer satisfaction and brand loyalty. The findings are consistent with Khadka and Maharjan (2017) who found that customer satisfaction is considered vital in determining loyalty toward a particular brand. For the relationship between brand image and customer loyalty, the results suggest that brand image influence customer loyalty. The findings aligns with (Alhaddad, 2015) who established that the brand image of Tesco has an impact on the loyalty of the brand. A brand image related to affordability, quality, and customer-oriented value is considered positive and plays a role in strengthening brand loyalty.  The results indicate a positive correlation between customer satisfaction and brand loyalty. The results show a positive correlation between customer satisfaction and product quality. The relationship between customer satisfaction and service quality shows a high correlation. Some of the contributing factors of customer satisfaction and brand image include brand image, such as brand name, brand knowledge, service and product quality, price fairness, physical environment, and brand social responsibility
[bookmark: _Toc144222199]Practical implications
From the results presented, Tesco should concentrate on offering products that enhance the customer's perception of satisfaction and brand image to foster brand loyalty. The retail outlet needs to recognize the importance of customer satisfaction on brand loyalty. More specifically, the company should pay attention to clients' demands and offer products/services that exceed consumers' expectations. Similarly, the results suggest that brand image is vital to brand loyalty. Therefore, Tesco should develop initiatives to enhance brand imagery and salience, which leads to increased brand loyalty. The firm can leverage traditional or digital advertising, such as social media and websites, to promote public relations and build a positive brand image.
[bookmark: _Toc144222200]Further research
This research has investigated how brand image and customer satisfaction influence the brand loyalty of Tesco's customers. It has also analysed the main factors contributing to Tesco's customer satisfaction and brand image to gain a deeper understanding of brand image and customer satisfaction drivers, enabling the development of strategies to foster brand loyalty. However, this research may not be generalizable to other companies due to its limited sample population. Further research should focus on various sectors, such as the service sector, to get in-depth insights into customer satisfaction. In addition, the dissertation only examined the impact of customer satisfaction the brand image on brand loyalty at Tesco, so future researchers should focus on other factors such as brand identity and perceived value on brand loyalty. 
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Source: (mindtools.com 2023)
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[bookmark: _Toc144222205]Appendix 3: Closed-ended survey questions
oStrongly agree
oAgree
oNeutral
oDisagree
oStrongly disagree
oStrongly agree
oAgree
oNeutral
oDisagree
oStrongly disagree
oStrongly agree
oAgree
oNeutral
oDisagree
oStrongly disagree
oStrongly agree
oAgree
oNeutral
oDisagree
oStrongly disagree
oStrongly agree
oAgree
oNeutral
oDisagree
oStrongly disagree
oStrongly agree
oAgree
oNeutral
oDisagree
oStrongly disagre
oStrongly agree
oAgree
oNeutral
oDisagree
oStrongly disagre
oStrongly agree
oAgree
oNeutral
oDisagree
oStrongly disagre
oStrongly agree
oAgree
oNeutral
oDisagree
oStrongly disagre

	Closed-ended survey questions
	Likert scale (tick where necessary)

	Q) Do you agree that your satisfaction with Tesco as a brand positively influences your loyalty?

	· Not probable at all
· Highly unlikely
· Somewhat unlikely
· Neutral
· Somewhat likely
· Highly likely
· Very likely

	Q) Can you recommend Tesco to your family and friends based on your overall satisfaction with the brand?

	· Not probable at all
· Highly unlikely
· Somewhat unlikely
· Neutral
· Somewhat likely
· Highly likely
· Very likely

	Q) Do you believe that your loyalty to Tesco is influenced by its brand image?

	· Not probable at all
· Highly unlikely
· Somewhat unlikely
· Neutral
· Somewhat likely
· Highly likely
· Very likely

	Q) How likely are you to continue purchasing products from Tesco based on the positive brand image it has established?

	· Not probable at all
· Highly unlikely
· Somewhat unlikely
· Neutral
· Somewhat likely
· Highly likely
· Very likely

	Q) How satisfied are you with the Tesco customer service on a scale of 1-7

	· Not probable at all
· Highly unlikely
· Somewhat unlikely
· Neutral
· Somewhat likely
· Highly likely
· Very likely
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	Variables
	Number of items

	Brand salience, imagery, performance, judgment and feelings
	8

	Service and product quality
	5

	Customer satisfaction
	32

	Brand loyalty
	4





[bookmark: _Toc144222207]Appendix 5: Confirmatory factor analysis
	Variable
	Item 
	Mean
	Standard deviation
	AVE
	CR
	Factor loading
	Cα

	Brand salience, imagery, performance, judgment and feelings


Service and product quality


Customer satisfaction




Brand loyalty


	B1
B2
B3
B4
B5
B6
B7
B8
SPQ1
SPQ2
SPQ3
SPQ4
SPQ5
CS1
CS2
CS3
CS4
. . .. . .
CS32
BL1
BL2
BL3
BL4
	3.37







3.61




3.74





3.42
	0.56







0.55




0.51





0.56
	0.75







0.71




0.60





0.60
	0.85
0.86
0.87
0.85
0.86
0.87
0.85
0.86
0.78
0.92
0.71
0.83
0.79
0.77
0.80
0.76
0.77
. . ..
0.85
0.88
0.85
0.76
0.93
	0.95







0.92




0.99





0.91
	0.95







0.92




0.98





0.92


Note(s): ***p < 0.001 whereby composite reliability ≥ 0.7; Cα ≥ 0.7; average variances extracted ≥ 0.5


[bookmark: _Toc144222208]Appendix 6: Average variances and correlations from constructs 
	Constructs 
	Mean
	Standard deviation
	Brand salience
	Brand imagery
	Brand performance
	Judgments and feelings
	Service and product quality
	Gender
	Customer satisfaction 
	Brand loyalty

	Brand salience 
	3.14
	0.53
	0.84
	
	
	
	
	
	
	

	Brand imagery 
	3.16
	0.57
	0.45
	0.84
	
	
	
	
	
	

	Brand performance
	3.27
	0.52
	0.46
	0.53
	0.86
	
	
	
	
	

	Judgments and feelings
	3.53
	0.51
	0.52
	0.65
	0.52
	0.86
	
	
	
	

	Service and product quality
	2.65
	0.50
	0.43
	0.47
	0.45
	0.52
	1
	
	
	

	Gender
	1.25
	0.97
	0.00
	0.00
	0.02
	0.03
	0.02
	1
	
	

	Customer satisfaction
	2.36
	0.47
	0.45
	0.43
	0.37
	0.37
	0.42
	0.04
	1
	

	Brand loyalty
	3.86
	0.53
	0.28
	0.23
	0.15
	0.43
	0.16
	0.03
	0.25
	1
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	Fit indices 
	Scores
	Value 

	Incremental fit measures
	
	

	NFI
	0.912
	≥0.90a

	AGFI
	0.811
	≥0.90a ; ≥0.80b

	CFI
	0.932
	≥0.90a

	Fit measures (absolute)
	
	

	GFI
	0.872
	≥0.90a; ≥0.80b

	CMIN/df
	1.825
	≤2a; ≤5b

	RMSEA
	0.042
	≤0.08a; ≤0.10b


Note(s): b, Acceptability: marginal; a, Acceptability: acceptable


[bookmark: _Toc144222210]Appendix 8: Relationship between construct results 
	Construct 
	Effects
	Estimate 
	p-values
	Construct results 

	Customer satisfaction and brand performance 
	Positive 
	0.217***
	<0.001
	Supported

	Customer satisfaction and brand image 
	Positive
	0.407***
	<0.001
	Supported

	Customer satisfaction and brand loyalty 
	Positive
	0.413***
	<0.001
	Supported

	Customer satisfaction and product quality 
	Positive
	0.225***
	<0.001
	Supported

	Customer satisfaction and service quality 
	Positive
	0.231***
	<0.001
	Supported



	Other variables 
	Estimate 
	Effects 
	p-values 
	Results 

	Education
	-0.005
	Negative
	0.858
	Supported

	Gender 
	0.125***
	Positive
	<0.001
	Unsupported 

	Income
	0.061***
	Positive
	<0.001
	Supported 

	Shopping experience 
	0.052**
	Positive 
	0.004
	Supported 


Note(s): *** 0.001 significance level; **0.05 significance level
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	Dependent variables
	Brand image
	Customer satisfaction
	Brand loyalty

	Indirect effects
	
	
	

	Brand image
	
	
	0.214***

	Direct effects
	
	
	

	Brand image
	0.434***
	0.481***
	0.218***

	Customer satisfaction
	
	
	0.245***

	Brand loyalty
	
	
	0.232***

	Total effects
	
	
	

	Brand image
	
	
	0.432***


Note(s): *** 0.001 significance level





Q1. Do you agree that your satisfaction with Tesco as a brand positively influences your loyalty?

Series 1	Not probable at all	Highlu unlikely	Somewhat unlikely	Neutral	Somewhat likely	Highly likely	Very likely	18	9	27	32	28	23	46	


Q2. Can you recommend Tesco to your family and friends based on your overall satisfaction with the brand?

Series 1	Not probable at all	Highlu unlikely	Somewhat unlikely	Neutral	Somewhat likely	Highly likely	Very likely	14	13	27	19	23	39	48	


Q3. Do you believe that your loyalty to Tesco is influenced by its brand image?

Series 1	Not probable at all	Highlu unlikely	Somewhat unlikely	Neutral	Somewhat likely	Highly likely	Very likely	11	33	26	27	18	37	31	


Q4. How likely are you to continue purchasing products from Tesco based on the positive brand image it has established?

Series 1	Not probable at all	Highlu unlikely	Somewhat unlikely	Neutral	Somewhat likely	Highly likely	Very likely	18	24	16	24	8	65	28	


Q5. How satisfied are you with the Tesco customer service on a scale of 1-7

Series 1	7	6	5	4	3	2	1	29	39	35	16	21	20	23	
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