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[bookmark: _Toc234862363]1. Introduction
Trust and brand loyalty have become very important drivers of organisational success in competitive fields. Building a long-term relationship with customers has become more important to businesses, since it is sometimes more cost-effective to keep customers than to attract new ones. Brand trust points towards consumers believing in the reliability, integrity and capability of a brand to meet their expectations, and brand loyalty refers to customers willing to repurchase and recommend a brand. The study conducted by Tarigan and Yobeanto (2025) revealed that brand trust has a significant effect on customer loyalty through customer satisfaction for Samsung smartphone users, emphasising that brand trust is a key mechanism in building customer relationships and maintaining competitive advantage.
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Figure 1: Brand Value Fluctuations Over the Period
(Source: Statista, 2025)
The above figure highlights the rise and dip of the brand's value from USD 11.3 billion in 2021, all the way down to USD 8.06 billion in 2024 (Statista, 2025). This reflects the evolving market dynamics and trends over the years. Due to changing consumer habits, as well as increased competition and the presence of other goods and services in the market, brand loyalty is becoming increasingly difficult. Moreover, approximately 83% of customers revealed that loyalty programmes impact their buying behaviour, emphasising the need for customer relationship-building strategies (Antavo, 2025).
This research aims to investigate the impact of customer trust on brand loyalty by examining how trust influences customers’ commitment, retention, and long-term relationship with a brand. The study seeks to provide insights into the role of trust in strengthening customer loyalty and supporting sustainable organisational performance.
· To investigate the concept of customer trust and its dimensions in the context of grocery businesses in the UK
· To analyse the factors that impact customer's belief towards loyalty price incentives of grocery businesses 
· To explore the link between customer trust and customer loyalty in loyalty price incentives 
· To suggest actionable trust-building strategies that can be used by businesses to build brand loyalty in the UK grocery sector
· What are the most important traits and aspects of customer trust in the context of grocery businesses in the UK?
· Which factors impact customer's belief towards loyalty price incentives of grocery businesses 
· What is the impact of customer trust on customers' loyalty in loyalty price incentives?
· What are the actionable trust-building strategies that can be used by businesses to build brand loyalty in the UK grocery sector?
The present study is one of the many studies aimed at exploring the relationship between customer trust and brand loyalty in the modern grocery scenario by giving special emphasis on businesses of Asda, Tesco, Waitrose, Sainsbury's and Morrisons. Hossain et al. (2025) noted that consumer trust will be impacted by greenwashing, which will lead to reduced brand loyalty, so designing a genuine brand communication would be a great strategic choice to enhance consumer sentiment. Moreover, Sang and Cuong (2025) found that brand experience and brand trust act as mediators between brand and customer loyalty in the e-commerce industry. Thus, this research would be useful for managers looking for effective ways of building trust, long-term organisational performance and enhancing loyalty.
[bookmark: _Toc234862364]2. Literature Review
[bookmark: _Toc234862365]2.1 Introduction to Literature Review
There has been significant research to date on customer trust and brand loyalty, reflecting rising competitive pressures and the significance of customer retention. Past research has examined several antecedents of loyalty such as brand experience, emotional commitment, value, commitment and trust. Trust has become a key strategic asset for researchers to build and solidify customer relationships and it is important to promote customer stickiness to brands. Some good models of trust development and maintenance can be learned from the current knowledge base.
[bookmark: _Toc234862366]2.2 Customer Trust Theory
Consumer Trust Theory means that customers tend to stick around a brand that they feel is reliable, trustworthy, and skilful. Tarigan and Yobeanto (2025) demonstrated that brand trust acts as an important mechanism linking customer satisfaction and loyalty within the Samsung smartphone market. When people keep having consistent pleasant experiences and don't fear that a brand isn't going to deliver on what it promises, this is the development of trust. The theory also highlights the relationship between trust and decreasing uncertainties and perceived risk in consumer purchase intentions. Repeat transactions and longevity of customer relationships help to sustain the trust, and consequently, increase an organisation's competitiveness.
[bookmark: _Toc234862367]2.3 Brand Loyalty Theory
Brand Loyalty Theory refers to a situation where the customer acquires a preference and commitment over a period of time to a specific brand. Pratama et al. (2025) found that perceived value, emotional bonds, and cultural influences significantly contribute to the development of customer loyalty. The theory is that loyal customers display repeat buying behaviour, positive WOM communication, and are less receptive to competitive alternatives. 
[bookmark: _Toc234862368]2.4 Trust and Loyalty Relationship
There has been considerable research on the link between customer trust and brand loyalty today. Sang and Cuong (2025) indicated that brand trust is a mediating variable between brand experience and brand loyalty in the field of electronic commerce. Likewise, Hossain et al. (2025) found that a reduction in trust due to greenwashing activities has a negative impact on customer loyalty across various industries. Moreover, Ardhana and Dermawan (2025) found that brand trust and brand commitment had a positive effect on customer loyalty. All of these results suggest that trust plays an important role as a precursor to the establishment of long-term loyalty.
[bookmark: _Toc234862369]2.5 Research Gap
Customer trust and brand loyalty have been examined in numerous studies, but important research gaps still exist in the literature. Rinaldy Achmad et al. (2025) mainly highlighted the mediation of brand experience, brand love and trust towards Generation Z consumers in the social media context. However, the direct effect of customer trust on overall customer loyalty within broader consumer contexts has received limited research attention. Current research also focuses on particular industry sectors, products, or certain population segments, and there is a need for more in-depth research that will better understand this relationship.
[bookmark: _Toc234862370]3. Methodology
[bookmark: _Toc234862371]3.1 Research Philosophy
This study will use positivist research philosophy, as it can be used to see the relationship between customer trust and brand loyalty in an objective manner based on existing qualitative secondary sources of information. The key to positivism is the stress on observable data, systematic inquiry and empirical evidence in order to draw valid conclusions. According to Bayramova and Edwards (2026), using a suitable methodological approach boosts the credibility and consistency of research results. This philosophy will, therefore, be used to analyse published datasets, industry reports and peer-reviewed articles, and provide an evidence-based interpretation of trends in customer trust and brand loyalty.
[bookmark: _Toc234862372]3.2 Research Approach
Secondary data will be used to analyse the correlation between customer trust and brand loyalty through deductive approach. The deductive approach will start with analysing relevant theories and concepts available in past literature and published industry reports for systematic evaluation of relevance. Susilawati et al. (2025) added that deductive research is conducted through a procedure that consists of theory building, theory verification, data collection, and result verification. The study will analyse secondary evidence to determine the applicability of theories of trust and loyalty and provide a logical pathway in reaching the research goal in an evidence-based investigation.
[bookmark: _Toc234862373]3.3 Research Design
A qualitative research approach will be used in this study, as it will allow for systematic analysis of textual information gathered from secondary sources. This design will facilitate the exploration of themes, concepts, and patterns relating to customer trust and brand loyalty. Having good research will ensure methodological clarity and consistency between research objectives and analysis of data (Tusquellas et al. 2025). Thus, the qualitative design will facilitate the understanding based on the information collected from the observations, so that customers' trust can be interpreted to recognize the importance of customer loyalty among various contexts.
[bookmark: _Toc234862374]3.4 Data Collection
With an aim to collect sound and reliable secondary qualitative data, sources, such as peer-reviewed journal articles, industry reports, company publications and relevant market studies concerning customer trust and brand loyalty will be used. This way there will be adequate information to be systematically analyzed for key ideas such as themes, concepts and patterns. Makateng and Mokala (2025) noted that empirical studies adhere to structured data collection procedures to reduce any researcher bias that could arise and make the study consistent. Specific emphasis will be laid upon analysing case studies of some renowned grocery retailers in the UK, such as Tesco, Sainsbury's, Asda, Waitrose and Morrisons. Use of secondary qualitative data will, therefore, provide efficient access to existing knowledge, overcome time constraints and resources and help build in-depth understanding of the relationship between customer trust and brand loyalty. 
[bookmark: _Toc234862375]3.5 Data Analysis
Collected secondary qualitative data will be analysed using thematic analysis. Real-time examples of loyalty pricing incentives that are currently in use by Tesco, Sainsbury's, Asda, Waitrose and Morrisons will be given the emphasis to systematically analyse data and look for relevant patterns around the context of customer trust and brand loyalty. The data analysis technique will start with familiarisation of data, followed by coding, development of themes and interpretation of meaning to establish meaningful relationships between the key concepts being discussed. Graham et al. (2025) highlighted that methodological analysis methods can enrich the depth, credence and applicability of research observations. Thus, thematic analysis will help to provide a full understanding of the impact of customer trust on customer loyalty from various perspectives.
[bookmark: _Toc234862376]3.6 Ethical Considerations
Although the research will use secondary data, ethical issues will hold its importance throughout the research process. Information will be cited correctly and data manipulated or not presented correctly. Research integrity, transparency, and trust are key considerations. Susilawati et al. (2025) stressed the importance of following ethical guidelines. Thus, the research will adhere to the academic and ethical guidelines in the analysis of secondary information.
[bookmark: _Toc234862377]3.7 Reliability and Validity
Several steps will be taken in order to achieve reliability and validity of the findings from secondary data sources. Data will be sourced from reputable academic journals, industry reports and recognised data bases to add to reliability. The selection of sources that directly relate to the objectives of the research and theory will be used to guarantee the validity. According to Jiao (2026), it is necessary to ensure that verification and validation processes are conducted rigorously to ensure sound methodological processes and enhance research quality. In addition, information from various sources will be cross-checked and compared to improve consistency, accuracy and credibility.
[bookmark: _Toc234862378]4. Expected Findings
A positive and significant relationship between customer trust and Brand loyalty is expected in the study. When customers of any brand feel that the brand is reliable, transparent and dependable in nature, they are likely to be more committed to the brand and exhibit repeat purchasing behaviour with the brand along with positive recommendations. Past findings reveal that brand trust is a significant factor in shaping the journey towards customer loyalty and retention (Tarigan and Yobeanto, 2025). Results should also indicate that trust can be undermined and long-term customer relationships with brands weakened due to reduced levels of trust, which is impactful on organisational effectiveness and competitiveness (Hossain et al., 2025).
[bookmark: _Toc234862379]5. Limitations
There are some possible limitations to this study that can limit the scope and generalisability aspects. The study will be based on self-reported responses on questionnaires, which may be subject to respondent bias or inaccurate perceptions. Using a small sample of about 150-200 may limit generalisability of results to the wider population. Moreover, there may be other factors not analysed in this study which might impact customer trust and loyalty. The relationship between trust and loyalty might also vary depending on the industry because the characteristics of industries can differ, potentially leading to different outcomes in different business sectors (Hossain et al., 2025).
[bookmark: _Toc234862380]6. Timeframe
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Figure 2: Gantt Chart Framework
(Source: Self-Developed)
The proposed research will take as many as 10 weeks, as shown in a Gantt chart. Proposal preparation and literature review will be done in Weeks 1 and 2, and research design and instrument development will be conducted in Weeks 3 – 4. Pilot testing and data collection will take place during Weeks 5- 8, and data analysis and result interpretation will be performed during Weeks 7-8. The last two weeks will be spent on dissertation writing, revision, editing, and submission. This structured schedule will ensure effective project management and timely completion of all research activities (Sang and Cuong, 2025).
[bookmark: _Toc234862381]7. Conclusion
This proposal has presented the reasons to study the role of customer trust in brand loyalty. Clear objectives, relevant literature and a proper methodological framework have been presented in the study. The outcomes of the study can help to shed light on the relationship between trust and loyalty, and offer practical insights for organisations looking to build long-term customer relationships.
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