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                                                   Abstract

This study intends to investigate the complex link that exists between brand loyalty with relationship marketing tactics, with a specific emphasis on Nestlé Corporation and it aims to close knowledge gaps regarding how relationship marketing supports this goal. Therefore, acknowledges how crucial it is to build brand loyalty within the cutthroat food and beverage sector perspective. The research seeks to give significant insights into educational scholarship practical applications within the business arena. by examining Nestlé's initiatives and their effect on consumer loyalties viewpoint. It is anticipated that the results will educate organisational decision-makers including impact marketing professionals. by offering practical suggestions for improving relationship marketing initiatives and building brand loyalty as well. In the end, this study advances our understanding of how relationship marketing promotes brand loyalty. It provides insights on how to improve marketing strategies and fortify customer bonds in modern corporate settings.
The results' validity as well as reliability are called into question by the study's recognised weaknesses. which include a small sample size, researcher bias, plus the lack of a mixed-method approach. In an obvious manner, there are a few suggestions made to solve these constraints perspective. It is recommended that researchers use a mixed-method approach in order to provide both quantitative as well as qualitative insights to the investigation and maintaining the integrity of the study's process requires minimising researcher bias via open, thoughtful procedures. Moreover, expanding the sample size will improve the study's statistical power as well as generalizability and the study may be made more robust and provide deeper insights into the intricate dynamics of relationship marketing including brand loyalty in the Nestlé context by putting these ideas into practice.
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[bookmark: _Toc158659735]Chapter 1: Introduction
[bookmark: _p5u7ledl5l8e][bookmark: _Toc158659736]1.1 Background of the study
The context of the investigation aims to examine the fundamental impact of relationship marketing techniques on “brand loyalty”, including an emphasis on the popular Nestlé Corporations (Waebuesar et al. 2022). As rivalry grows in the worldwide market, businesses increasingly respect the tactical significance of creating powerful relationships with consumers in order to generate "brand loyalty". Nestlé, which is a significant worldwide food plus beverage company, competes in an extremely rivals industry, wherein consumer loyalty provides an essential part of preserving market share as well as profitability. This research attempts to evaluate the many relationship marketing techniques used by Nestlé, evaluating how these actions impact consumer opinions and, afterwards, loyalty towards the business (Kee et al. 2021). Studying the structure of relationship advertising in the setting of Nestlé's operations may not just provide useful insights for research literature as well as offer practical applications for companies attempting to increase “brand loyalty”. By appearing in Nestlé's example, this study seeks to reveal the complicated connection between “relationship marketing techniques and brand loyalty”, offering light on effective methods that could act as standards for businesses navigating the challenges of current consumer stores.
[bookmark: _9h8727ggjvpv][bookmark: _Toc158659737]1.2 Rationale
The incentive for carrying out an emphasis on the impact of related advertising techniques on brand reliability, particularly zeroing into the "Nestlé Organization", starts from the essential significance of such factors in current business situations (Siddique, 2021). In an era set aside by bringing up rivalry with growing customer preferences, businesses are gradually comprehending the significant role of related advertising in establishing "brand steadfastness". Nestlé, such a worldwide fascinating firm, fills up with suitable contextual research for trying to figure out the particulars of these relationships within an environment of the fundamentally serious food plus drink sector (Van Dam, 2022). By examining Nestlé's conjunction advertising methods, this research suggests that it reveals cases, components, plus accomplishment aspects that contribute to marking unwaveringly. The pieces of information learned from this investigation won't just increase the quality of academic work but also offer beneficial implications for organisations seeking to build as well as keep up regions of strength with devotion. Knowing how Nestlé investigates the particulars of relationship improvement could offer an important requirement to different companies trying to lay out persisting through affiliations with their consumers (Kshetri, 2023). Eventually, this investigation becomes motivated by the requirement to provide data to the industry and supply important experiences that could enhance brand dependability procedures in current business environments.
[bookmark: _Toc158659738]1.3 Research problem
The analysis of the problem pointed out in this investigation has roots in the necessity to fully comprehend plus evaluate the impact of conjunction showing strategies on brand unwaveringly within the particular context of “Nestlé Organization” (Flood, 2021). As companies gradually view the vital significance of cultivating brand faithfulness, there's also an absence in their understanding of how connections promoting, to be a dynamic as well as diverse methodology, provides this commitment, particularly within the fluctuating scene for the food plus refreshment business. This research seeks to answer the challenge of interpreting the subtle transaction among Nestlé's relationship-boosting systems with the fidelity demonstrated by its different consumer base (Haider, 2020). The challenge comes in disentangling the nuances including which explicit connection showcasing drives the greatest effect of brand steadfastness, as well as how these strategies materialise within a certifiable company atmosphere. Also, recognising the challenges and limitations of such approaches within a major market produces vital in terms of scholarly development with commonsense repercussions. According to Okoye-Chine, (2021), shows that digging through this investigation problem, the analysis attempts to provide encounters that can add to academic written form, advise marketing professionals in improving their approaches, as well as offer Nestlé interesting suggestions to improve its relationship encouraging motivation to cultivate plus encourage brand faithfulness.
[bookmark: _4dhp1e3oxaic][bookmark: _Toc158659739]1.4 Aims
The aim of this study is to evaluate the effect of Nestlé Relationship Marketing Strategies on customer loyalty. The objective of this case study-based investigation is to identify as well as assess the primary determinants that impact customer loyalty.
[bookmark: _i7vs891p75ho][bookmark: _Toc158659740]1.5 Objectives
· To assess the efficacy of Nestle's relationship marketing strategies in fostering and sustaining customer allegiance
· To determine the extent to which customer engagement strategies influence Nestle brand loyalty.
· To determine opportunities and challenges in Nestle's implementing relationship marketing strategies.
[bookmark: _trs9avukxybe][bookmark: _Toc158659741]1.6 Research questions
1. How effective are Nestlé's relationship marketing strategies in fostering and sustaining customer allegiance?
2. To what extent do customer engagement strategies influence Nestlé brand loyalty?
3. What are the opportunities and challenges in Nestle implementing relationship marketing strategies?
[bookmark: _d0y16g2rq8vi][bookmark: _Toc158659742]1.7 Research Significance
[bookmark: _det69xal3zun]The significance of this inquiry stays in its probable responsibilities for the scholastic grant plus beneficial employees across the context of the company. Intellectually, the assessment wants to broaden the existing gathering of data by providing a nitty-gritty analysis of the impact of relationship-exhibiting methods on brand constancy, employing Nestlé Organisations as a full situational investigation (Van et al. 2021). This study could assist in promoting composing by supplying mind-boggling characteristics of conjunction showing across the surroundings of a highly esteemed organisation. Basically, the results of this investigation hold an impact on marketing researchers including chiefs, giving them important bits of data regarding the suitability of specific conjunction showcasing addresses used by Nestlé. By recognising the variables that influence brand devotion, businesses, including but not limited to Nestlé, can adapt their showcasing techniques and strengthen client connections. The evaluation's relevance reaches into Nestlé itself, proposing notable ideas to increase its connection promoting pushes for creating and maintaining brand fidelity, an important viewpoint within the profoundly competitive food as well as refreshment sector (Iglesias et al. 2023). Finally, the exploration's greater relevance rests in its power to highlight vital pathways, further improve advertising rehearses, as well as contribute to an even more expanded appreciation of the significance the connection showcasing suggests for brand constancy in business today.
[bookmark: _Toc158659743]1.8 Thesis Outline
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[bookmark: _Toc158154440]Figure 1: Thesis Outline
(Sources: Self-made)
[bookmark: _6zc5y04ulnt8][bookmark: _Toc158659744]Chapter 2: Literature Review
[bookmark: _z54231lx3wfg][bookmark: _Toc158659745]2.1 Introduction
Diving into the intricacies of Relationship Marketing (RM), Brand Loyalty (BL), and Customer Engagement (CE), the composing study exactly investigates existing definitions and scholastic talks. The fundamental goal is to spread out a strong foundation, offering both a thorough cognizance and an essential evaluation of these indispensable thoughts. Relationship Displaying, investigated according to the points of view of Gustavsson and Elshawa, (2023), is inspected for its client-driven techniques. MEKURIYA, (2023) perspectives work on the examination of Brand Resolve, including both the worth-based and up close and personal angles. Siu et al. (2022), guide the examination of Client Responsibility, highlighting dynamic help and worth co-creation. This total review clears a path for a positive evaluation of these thoughts inside the setting of Nestlé, significance to uncovering nuanced encounters that will add to a more significant perception of the impact of Relationship Advising on Brand Dedication according to the point of view of Client Responsibility.
[bookmark: _bf1c7ymaff1g][bookmark: _Toc158659746]2.2 Relationship Marketing
[bookmark: _9rslg8nxhq0k][bookmark: _Toc158659747]2.2.1 Definitions
Bettani, (2023), depicts relationship advancing as a fundamental perspective planned to foster persisting through client affiliations. In their unique work, they feature the importance of obtaining clients as well as rather similarly endlessly supporting associations for a really long time. Khosravian, (2022), further works on this perspective by underscoring the basic occupation of two-way correspondence and normal benefits in the relationship-advancing design. According to Khosravian, (2022), the special exchange of information and the integral worth made for both the client and the business are fundamental perspectives that perceive relationships advancing. This emphasis on normal coordinated effort and shared regard features the significance and interconnectedness characteristic in relationship advancement, arranging it as a crucial and helpful association among associations and their client base.
[bookmark: _eoe25s2c0fve][bookmark: _Toc158659748]2.2.2 Critical Review
In this context, when relationship marketing has procured inevitable acknowledgment for its consumer-driven perspective, a fundamental perspective, as communicated by specialists like Khosravian, (2022), reveals explicit troubles that have ideas for its effective execution. The maxim "relationship marketing" has ended up being undeniable in exhibiting talk, as often as possible summoned as a catch-all articulation without a standardised, by and large recognized definition. This dubiousness and misuse have provoked anomalies in its utilitarian application across sectors and organisations. Khosravian, (2022), examination starts from the insight that the term has reached past its exceptional sensible cutoff points, debilitating its exactness and causing confusion. Overall relationship promotion, according to Khosravian, (2022), lies in developing huge, usually valuable correspondences among clients and associations. Regardless, the wide usage of the term to wrap different displaying practices has achieved a shortfall of distinction, making it attempting to frame what truly includes relationships advancing before long. The setback of a by and large settled upon definition carries a level of subjectivity into the comprehension and execution of “relationship marketing strategies”. Different experts and scientists could apply the term in habits that line up with their perspectives and targets, adding to the moved interpretations and executions found in the business scene (Schoen et al. 2022).
Also, the free usage of the term hampers the assessment of its suitability. Without a sensible and standardised definition, assessing the impact of relationship marketing transforms into a confounded task. Firms could purport to take on relationship-displaying strategies, yet the shortfall of an anticipated benchmark makes it attempt to become familiar with the significance and realness of these associations. In resolving these issues, scientists and experts ought to partake in a discussion highlighting the definition and limits of relationship exhibiting. Khosravian, (2022) review prompts a huge conversation about the necessity for a more nuanced and expressive understanding of relationship marketing, perceiving that one size doesn't fit all in this strong and creative field. By spreading out an all the more clear and more careful conceptualization, the field can push toward more tough and convincing execution, empowering genuine and enduring associations among associations and their clients.
[bookmark: _Toc158659749]2.2.3 Advantages and Disadvantages
Advantages of Relationship Marketing:
According to Shaw, (2022), benefits of relationship marketing increase client loyalty. That increase client loyalty results in a sizable amount of income from recurring business. Growth may be fueled by generosity, discounts, gifts, as well as humility without requiring a big financial outlay. Positive client experiences encourage social media sharing, word-of-mouth advertising, and favorable reviews. builds a personal rapport with clients. To increasing the possibility that they will make more purchases allows companies to get honest feedback. The honest feedback learns about the requirements and preferences of their customers. Requirements and preferences of their customers helps to resolve problems quickly by keeping in touch with clients (According to Shaw, 2022). The clients use a variety of platforms, including as digitalization plus technology. To communicate with customers creates connections that promote wise buying, which eventually increases income as well as sales. Positive reviews including word-of-mouth marketing are inexpensive forms of promotion. Positive reviews help with strategic decision-making by offering perspectives on market dynamics as well as client demands.
Disadvantages of Relationship Marketing:
According to Shaw, (2022), the disadvantages of relationship marketing that new customers may feel neglected as the focus is on existing loyal customers. Negative reviews and false rumors can spread quickly, damaging relationships with customers as well as building and maintaining relationships over time requires significant time and effort. Excessive closeness with customers may distract from business management as well as customer preferences evolve, posing a challenge to maintaining consistent relationships. Adapting to different cultures for relationship building can be challenging and therefore, Loyal customers may expect discounts, gifts, and free trials, impacting the business financially (According to Shaw, 2022). Training staff for relationship management is expensive and not all businesses can afford it in additional to Excessive promotional materials may overwhelm customers, leading to reduced effectiveness.
[bookmark: _8xhw5xedp6t8][bookmark: _Toc158659750]2.3 Brand Loyalty
[bookmark: _ak6mh37m1dhu][bookmark: _Toc158659751]2.3.1 Definitions
Tali et al. (2021) outline brand loyalty as a consumer's frequent devotion to opting for a single brand, emphasising the psychological aspect of regular purchases. Obiegbu et al. (2020), present the psychological component, highlighting the personal connection among a brand with its customers. This psychological part expands above transactional uniformity going right into the subjective as well as emotional connections consumers establish with businesses. Oliver's performance grows the concept of brand loyalty by highlighting the psychological impact that can influence customer choices, highlighting the complex relationship between reasonable buying behaviours plus the emotional connection consumers can develop with particular businesses.
[bookmark: _4mftdjdkzth7][bookmark: _Toc158659752]2.3.2 Critical Review
Stephenson, (2020), approach to loyalty undermines the accepted view that permanence is only a superficial fabrication and their case shows loyalty is not solely reliant on close connections as well as can show through behaviour according to ideals. By bringing up a model that encompasses social plus attitudinal parameters, they propose an in-depth comprehension of loyalty that surpasses traditional emotions. According to Hwang et al. (2021), the interpersonal aspect of trustworthiness involves a persistent commitment to trades that mutual support and this attribute indicates that consumers can show constancy using how they shop, like repeatedly selecting a particular manufacturer repeatedly. This behaviour-driven dependence can frequently be quantitative as well as identifiable, offering an unambiguous sign of consumer commitment.  Although the attitude aspect explores consumers' psychological or cognitive brand loyalty, this trait incorporates a psychological connection and characteristics like fulfilment, and trust, plus a genuinely favourable connection. Based on Dick and Basu, true loyalty consists of a combination of behavioural and attitude elements (Ibrahim and Abd Ghani, 2021). They acknowledge that a consumer can show devotion by constantly criticising a brand but nevertheless retain an excellent, intimate relationship towards it.
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[bookmark: _Toc158154441]Figure 2: Brand loyalty
(Sources: https://www.creatopy.com/blog/brand-loyalty/?amp=1)
This model's importance relies on being able to accurately represent a deeper comprehension of trustworthiness plus companies can create tactics that surpass regional appeal by recognising the conditional concept of reliability as well as emphasising delivering significant advantages for consumers via product quality, simplicity, or other tangible advantages. This double approach to permanence additionally provides advice for executives as well as managers along with companies who have the ability to support approaches that influence combined social plus attitudinal perspectives, seeing how every element curiously increases total customer loyalty. It urges companies to implement an exhaustive strategy that respects the many facets of consumer responsibility. Overall, Campbell and Hartin. (2023) approach broadens the definition of steadfastness by presenting it as a special interchange between deep connections plus conditional methods of acting. This complex view leads organisations to think about both the observable behaviours and fundamental beliefs that characterise a loyal customer, which is crucial when trying to establish and encourage loyalty in a varied and competitive market.
[bookmark: _Toc158659753]2.2.3 Advantages and Disadvantages
[bookmark: _11wmejljvp13]Advantages
According to Aspiringyouths.com (2024), when people are loyal to a brand, individuals are more likely to purchase its items again, resulting in increased sales throughout the years. A brand has loyal consumers will keep people coming back, minimising their desire to find someone else.  Loyal clients are less concerned with price fluctuations and are prepared to spend more over a brand that trust as well as love. Happy consumers frequently tell their friends as well as family regarding their favourite products, which may result in free prospective clients. A brand with a large number of devoted consumers is viewed as more valuable as well as may stand apart from the market.
Disadvantages
Aspiringyouths.com, (2024), when individuals are committed to one brand, they frequently overlook alternative possibilities that may be more effective or cheaper. Brands that loyal consumers may charge higher prices since their customers were less price sensitive. Whenever clients do not shop around, few enterprises dominate the market, making it difficult for new businesses to emerge. Loyal consumers may lose out on testing new items that better match their demands or have new features. This commitment might result in a few companies dominating the market, limiting diversity and innovation.
[bookmark: _Toc158659754]2.4 Customer Engagement
[bookmark: _f20wd8cnrl0o][bookmark: _Toc158659755]2.4.1 Definitions
According to Cheung et al. (2021), consumer involvement is an ongoing procedure when consumers contribute actively to their brand's collaboration of value. The importance of consumer engagement plus interaction within this concept of co-creation has been emphasised by Roy et al. (2022). This viewpoint extends above conventional transactional interactions by underlining the proactive contribution of satisfied customers with what companies provide, as well as with their experiences as individuals. By meaningful as well as interactive engagements with the company, Hollebeek's commitment to connecting with clients is in alignment with the emerging paradigm of consumers who are involved as co-creators, understanding their vital role in establishing and improving the total value offered.
[bookmark: _bb53re7ro7uf][bookmark: _Toc158659756]2.4.2 Critical Review
Haydon et al. (2021) offer a comprehensive examination of the complicated setting that Nestlé competes in while they suggest that customer involvement should go well beyond the digital sphere to include every aspect of the client experience. In the present digital age, communication via the internet is unquestionably essential, however, an integrated approach towards customer engagement recognises the variety of interactions that influence how customers interact with Nestlé. Therefore, Haydon et al. (2021) encourage us to think about how thorough customer interactions are pre-, as well as post-purchase and they contend that each interaction from first knowledge to product use and post-purchase support contributes to the degree of engagement altogether. This viewpoint emphasises that engagement cannot be a one-time event but rather a continuous story that plays out across several channels as well as situations, which is in line with the evolving nature of customer-brand interactions. It's crucial to look at Nestlé's projects outside of social media as well as digital advertising when assessing its relationship marketing tactics. 
[image: ]
[bookmark: _Toc158154442]Figure 3: Customer engagement
(Sources: https://acquire.io/blog/customer-engagement-strategies)
According to Pugsley, (2023), Customer engagement must be observed as a coordination of experiences across the course of the consumer's whole journey, starting with their first introduction to Nestlé goods and continuing through to after-purchase interactions. Nestlé is inspired to investigate creative methods for building relationships at every touchpoint by this all-encompassing perspective of consumer interaction. Everything from interesting and educational pre-purchase material to smooth and customised post-purchase assistance turns every connection into a chance to boost engagement plus strengthen brand loyalty. Furthermore, this all-encompassing viewpoint is consistent with the modern perception that consumers want unified plus combined brand experiences. The connection that a consumer has with Nestlé does not boil down to a particular encounter. Instead, it is an ongoing series that comes across together and moulds views, preferences, as well as eventually, loyalty. Finally, academics such as Westreenen, (2022), draw emphasis on the broad scope of customer involvement and advise Nestlé to develop tactics that extend beyond digital bounds and include the whole customer experience. This all-encompassing strategy not only fits with changing customer expectations but additionally puts Nestlé in an advantageous position to create long-lasting connections outside of particular channels, encouraging consistent engagement as well as brand loyalty.
[bookmark: _Toc158659757]2.2.3 Advantages and Disadvantages
Advantages
The advantages of customer experience of Nestle encourage recurring business and satisfying encounters to cultivate client loyalty (Maria et al. 2023). Another advantage is to increased revenue is a result of engaged consumers' propensity for carrying out more purchases. Another advantage is Engaged and happy consumers as brand ambassadors may end up endorsing goods and services. Its gives users a way to collect insightful and useful consumer feedback.
Disadvantages
The disadvantages of customer engagement of Nestle are taking a lot of time and money. Time and money to continue engagement activities that are constant (Labrecque et al. 2020). Another disadvantage is Ineffective interaction tactics might cause a mismatch with client expectations and customers may get disinterested if excessive engagement attempts are made.
[bookmark: _ae2qkghxt9x4][bookmark: _Toc158659758]2.5 Objectives of the Study
[bookmark: _mr5v7nw7tb9j][bookmark: _Toc158659759]2.5.1 Assessing Efficacy of Nestlé's Relationship Marketing
Studying Sharma and Fatima, (2024) research highlights the importance of comprehending client requirements while continually delivering superior value. An intriguing case study for evaluating the effectiveness of relationship marketing. Relationship marketing comes from Nestlé a well-known leader in the food and beverage sector as well as the business's capacity to satisfy customer requests and provide exceptional value are a result of its strategic method.
In this setting of Nestlé has shown achievement in relationship marketing. by understanding the wide range of demands that its customers have (Reza, 2020). Therefore, by concentrating on customer needs Nestlé has been able to adapt its products to meet the changing needs of its target market. This customer-focused strategy enables the business to build trust and encourage loyalty.
Another crucial element of Nestlé's relationship marketing effectiveness is the company's ongoing provision of outstanding value and also regularly surpasses customer expectations. Surpasses customer expectations via creative product creation, quality control, and attentive customer care (Uzir et al. 2021). Customer care dedication to quality helps to foster long-term client loyalty as well as satisfaction. Client loyalty as well as satisfaction which are essential components of relationship marketing.
On the other hand, Nestlé's involvement in environmentally and socially conscious initiatives enhances its relationship marketing approach as well as by conforming to those values that matter to customers. The business not only satisfies their needs but also improves its reputation, deepening the relationship with them (Balogun et al. 2020).
Nestlé's success with relationship marketing is closely linked to its sophisticated understanding of customer needs. Customer needs steadfast dedication to providing exceptional value. Therefore, the business's approach offers a valuable model for companies looking to establish long-lasting connections with their clients.

[bookmark: _conp9qn8cb02][bookmark: _Toc158659760]2.5.2 Influence of Customer Engagement on Brand Loyalty
According to KHOLIS and RATNAWATI, (2021), customer interaction may have a favourable impact on brand loyalty. The level of consumer interaction provides useful data about whether it promotes Nestlé brand loyalty. The research aims to discover subtle strategies that Nestlé may use to bolster and enhance its brand loyalty initiatives by examining the dynamics of client interactions.
One useful statistic for assessing the success of "Nestlé's brand loyalty" initiatives is customer engagement as well as Nestlé can determine areas for development (Kee et al. 2021). Get data on the performance of its present projects by evaluating the degree of customer input and participation as well as study not only recognises the value of consumer engagement. Therefore, but also seeks to identify subtle tactics that might improve Nestlé's attempts to build brand loyalty.
Nestlé must comprehend the changing nature of customer interactions in order to modify. Improve its strategy in order to satisfy customers' shifting expectations. Through analysing the details of these exchanges, Nestlé is able to spot trends, inclinations, and problem areas that affect customer loyalty (Fulgione, 2022). This perceptive analysis may guide the creation of focused tactics. This focused tactic will improve relationships with clients and encourage their enduring loyalty.
[bookmark: _21bekvr4jph9]Aside from that, the research has provided Nestlé with a roadmap for improving its brand loyalty programmes as well as the organization capacity to form better and longer-lasting ties with its "consumer base" may be improved by using the enhanced strategies discovered. As a result, brand loyalty will improve in a highly competitive industry.
[bookmark: _Toc158659761]2.5.3 Opportunities and Challenges in Implementing Relationship Marketing
The problems identified by Richeri et al. (2021), reveal potential hurdles to relationship marketing approach of Nestlé's organization. According to Richeri et al. (2021), findings offer a valuable lens for evaluating the complexities, allowing for a full evaluation of its benefits and drawbacks of Nestlé's approach. In order to identify potential development opportunities and anticipate potential challenges in Nestlé's relationship marketing activities as well as this study becomes an invaluable tool.
[bookmark: _xgfr03aynwr]Richeri et al. (2021), stated that the importance of successfully negotiating difficulties in the ever-changing sector of relationship marketing, as well as the Nestle organization is motivated by this understanding in additional to reassess its processes in order to keep them flexible and adaptable. Nestlé can increase its market position by improving its relationship marketing techniques and addressing issues straight on. The opportunities and difficulties uncovered by our research allow for a more detailed picture of "Nestlé's strategic environment" in addition to how Nestlé may leverage its advantages. It is finding new ways to create customer interactions (Rajagopal et al. 2020). Finally, by predicting potential challenges, Nestlé may proactively design solutions, ensuring a strong and long-term relationship marketing strategy. This detailed study gives Nestlé a competitive advantage and allows the company to fine-tune its relationship marketing approach. It is also strengthening customer relationships while minimising potential impediments by using the findings of Richeri et al. (2021) research. As a result, this tactical improvement puts Nestlé in a better position to manage the market's complexities and allows the business to continue developing and excelling in the area of relationship marketing.
[bookmark: _Toc158659762]2.6 Literature Gap
According to Kiss et al. (2022), the lack of an in-depth investigation aimed particularly at finding out when relationship marketing influences "Nestlé's brand loyalty" is a major gap in the research, especially since considering the realisation that the scholarship currently in publishing offers helpful data about the subject. Especially in instances when deeper investigation gives the spotlight on general topics, specialised research is required because of Nestlé's distinct place in the marketplace, industry specifics, plus consumer dynamics. While a focused investigation of the nuanced ways that "Nestlé's relationship marketing" strategies affect brand loyalty in a unique manner has not been done, further research is necessary. In addition to being necessary for academic advancement, obtaining these facts will help Nestlé make valuable adjustments to its strategy and manage the complexity of its customer connections (Noorlander, 2022). By offering a more sophisticated understanding of "Nestlé brand loyalty", the research seeks to fill this understanding gap. This information will guide practical applications as well as enrich discussions in academia.
[bookmark: _aahx1ytbgrfp][bookmark: _Toc158659763]2.7 Models: Advantages and Disadvantages
Relationship Marketing Theory
The Relationship Marketing Theory emphasises how important it is to build long-lasting relationships with clients (YEĞİN, 2020). It is done when it is building long-lasting relationships with clients by placing a high value on retention, loyalty, plus satisfaction. This theory offers a construction for grasping and trying effective relationship showcasing strategies through essential parts. Relationship promoting viable correspondence, trust-working, in addition to customized associations. These essential thoughts may be utilized by scientists to assess how Nestlé's specific exercises fit inside the hypothesis. It is likewise giving understanding into the elements influencing brand devotion inside the organization's current circumstance.
Customer Relationship Management (CRM) Models:
In this unique circumstance, all through their life expectancy CRM has an essential methodology and complete way of thinking that includes observing and dissecting client contacts (Czopek and Kazusek, 2020). CRM is an innovation that makes it conceivable to mechanize. Systematically organise, and synchronise processes related to advertising, marketing, customer service, plus technical support. Investigators looking at Nestlé's relationship marketing tactics might explore the ways in which the business uses CRM techniques and this study sheds light on the methods' efficacy in fostering brand loyalty among Nestlé's clientele.
Brand Loyalty Models:
[bookmark: _ivclktwlyofu]According to Akanji et al. (2023), there are several models available for analysing and quantifying brand loyalty, including “the Customer-Based Brand Equity (CBBE) model”. These frameworks might be used by academics to evaluate how Nestlé's relationship marketing tactics affect several aspects of brand loyalty. Brand loyalty perceived value, brand awareness, brand associations, as well as brand loyalty behaviours.
[bookmark: _Toc158659764]2.7.1 Comparative Analysis
The comparison and contrast of the relationship advertising models offered forward by academics like Bayat Sahil and Holmén, (2023) gives an in-depth look at the positive and negative aspects of every paradigm. Grönroos emphasises co-creation with engagement with customers as essential elements of the service-dominant explanation. However, Peck et al. give a model that considers relational as well as transactional variables, giving an extensive perspective on relationship-based marketing. Tronvoll and Edvardsson, (2023), examination is great since it focuses a heavy emphasis on dynamic interactions along with value collaboration, which is in keeping with recent developments in customer involvement. Its substantial reliance on environments that are service-centric, yet, can pose an obstacle because it could limit its application to businesses that generate tangible goods. An additional balanced viewpoint is offered by Pellegrini et al. (2020), model, which includes both transactional as well as relational aspects. It provides versatility in an assortment of business situations by emphasising the crucial nature of both relational as well as transactional deals. 
[bookmark: _abg7e3tlrs8p]Achieving an appropriate equilibrium among both components may be difficult because focusing overly on commerce could harm connections plus vice versa. The task of settling about or creating a strategy that works with Nestlé's circumstance includes an in-depth assessment of both "the benefits and drawbacks". Nestlé's prominence in the food plus beverage industry needs a strategy that acknowledges both the physical aspect of its offerings as well as the interactions as well as engagement of its customers. A well-rounded strategy that includes components from Brennan et al. (2020) might prove beneficial when constructing a customised model that matches Nestlé's unique operational setting. Nestlé could apply this comparative analysis to evaluate relationship marketing strategies from a strategic standpoint, allowing for an intentional choice or adjusting that is consistent with the company's aims. "Nestlé's relationship marketing" techniques may be enhanced by recognising the "advantages and drawbacks" of every model, leading to long-term customer connections and increased operational effectiveness.
[bookmark: _Toc158659765]2.8 Conclusion
It can be concluded that the analysis of the literature analyses important topics such as customer retention as well as relationship advertising. A further significant concept for describing their meanings is growth throughout time, that involves shifting conceptual frameworks. The study investigates essential variables, approaches, as well as outcomes that have informed the discussions of "relationship marketing" addresses like brand loyalty through assessing key research as well as academic articles. Furthermore, it delves into the intricate nature of connections among consumers and companies, considering aspects such as sentiments of relationship, trust, and contentment. The incorporation of extant literature not merely reveals the relationships among different theoretical viewpoints but also exposes discrepancies or discrepancies in study outcomes and this sophisticated understanding makes it possible to pinpoint areas of knowledge gaps, which facilitates a concentrated and well-informed evaluation of the "Nestlé case study". The thorough literature review functions as a navigator for the subsequent sections, leading the investigation of research information and analysis in order to make significant improvements to the areas of brand loyalty with relationship marketing.


[bookmark: _Toc158659766]Chapter 3: Methodology
[bookmark: _Toc158659767]3.1 Introduction
In this methodological chapter, the research procedure is described via a methodical examination of the research onion structure. The debate opens with an explanation of the research philosophy, which takes a positivist approach, emphasising empirical inquiry as well as quantitative data analysis. The selected deductive research technique enables a systematic evaluation by developing and evaluating hypotheses based on existing ideas. The emphasis then changes to "the mono-system quantitative research" approach, which was selected for its structured framework in analysing the impact of relationship marketing initiatives on brand loyalty at Nestlé. The data gathering technique is then described, which includes the usage of a Likert scale inside a Google form, as well as a sampling approach using a random selection of 50 Nestlé workers. The data analysis approach uses SPSS to conduct a thorough examination of the complex relationships between marketing strategy with brand loyalty. Ethical issues highlight the need of safeguarding participants' rights including privacy. The chapter finishes with a brief description of the main components for the research approach.
[bookmark: _Toc158659768]3.2 Research Onion
[image: Blog 132-Research Onion: A Systematic Approach to Designing ...]
[bookmark: _Toc158154443]Figure 4: Research Onion
(Sources: https://www.aesanetwork.org/research-onion-a-systematic-approach-to-designing-research-methodology/)
According to Haydam and Steenkamp, (2020) research onion framework offers a systematic approach for building a strong research technique. Notably for analyzing the influence of relationship marketing initiatives on brand loyalty within the Nestlé Company scenario. The research onion has three tiers of decisions are as follows to doing the study, the outer rings from the study's onion include choices about the researcher's worldview as well as general strategy. On the other hand, the emphasis might lie on establishing the research philosophy with methodology chapter (Williams, 2021). This segment comprises methodological decisions, research strategies, and time horizons and these decisions made here influence the overall structure of the research. For the Nestlé instance, the researcher might select certain methodologies, tactics (such as case study design), as well as a time range for data collection as well as analysis. The research onion's deepest core includes realistic data collection and analysis strategies. This includes judgements on the actual gathering methods, like surveys or else interviews. The analytical processes used to extract useful insights from the information being gathered. The interconnection of each layer represents a methodical change from broad philosophical issues to particular data gathering as well as analysis strategies as well as by peeling the research onion in an organized way (Saini, 2020). The researcher assures a thorough and rationally sequenced investigation of the influence of relationship marketing methods on brand loyalty within the Nestlé case study.
[bookmark: _Toc158659769]3.3 Research Philosophy
The learner Positivism research philosophy is shown by this analysis. A focus on empirical inquiry as well as the utilisation of numerical data are two characteristics of positivism in research (Kumatongo and Muzata, 2021). It gathers objective numerical data and assesses the viability of developing frameworks as well as their effect on brand loyalty using quantitative methods.
The topic's decision to adopt a positivist research philosophy is essential to giving the investigation an organized and factual basis. The investigation an organized and factual basis focus on objective and quantifiable components of positivism fits in line with the necessity of measuring the effect of relationship marketing tactics on brand loyalty. This way of thinking makes it possible to use quantitative techniques. Quantitative techniques which let the researcher collect numerical data within an organized manner. By means of meticulous analysis, the research may ascertain causal linkages. Evaluate the efficacy of Nestlé's relationship marketing tactics, and provide significant empirical findings. The conclusions are more credible due to positivism's focus on empirical investigation as well as provides a scientific framework for comprehending the interplay among relationship marketing campaigns as well as brand loyalty inside the Nestlé setting.
[bookmark: _Toc158659770]3.4 Research Approach
It has shown the use of deductive research methodologies during this audit (Pearse, 2019). To evaluate the impact of relationship, display approaches on brand reputation with Nestlé, a conventional research approach is necessary. This involves evaluating hypotheses derived from well-established theories. This technique employs a precise assessment to support or criticise speculative assumptions utilising observational data obtained from the Nestlé organisation.
In this context, the investigation's structure as well as logic are improved by using a deductive research technique in this area as well as the process of deductive reasoning is formulating a hypothesis plus testing it using data analysis plus empirical observation. A deductive method in this case study probably starts with an existing relationship marketing as well as brand loyalty model or theoretical framework. After that, the researcher gathers and examines evidence in order to validate or invalidate the theories' resulting hypotheses as well as this approach offers a structured and methodical approach to investigating the particular effects of relationship marketing tactics on Nestlé brand loyalty. By improving the study's accuracy and enabling a targeted inquiry, the deductive technique helps to provide generalizable insights that go beyond the particular situation.
[bookmark: _Toc158659771]3.5 Type of Investigation
Quantitative research offers the advantage of offering information in numbers, statistical analysis for generalisation, plus objectivity. Yet, it also has an opportunity to simplify challenging phenomena, neglect historical context, and falls lack of digging into motivations as well as attitude. In addition, stiff construction and established inquiries could limit flexibility. Balancing these factors is essential for good study design as well as analysis of consequences. The learner has shown the cross sectional Quantitative within the setting of this subject (Farrah and Jabari, 2020). A cross sectional quantitative approach is used to analyse the influence of Relationship Displaying Methodology on Brand Resolution in the Nestlé context. This approach focuses only on using quantitative research methods. This analysis combines research investigations, and coordinated surveys, with rigorous evaluations to gather numerical data, providing a comprehensive and measurable assessment of the relationship between marketing strategies employed by Nestlé plus customer brand loyalty.
Based on the definition, the cross-sectional quantitative method is essential to the issue since it offers a well-organized and targeted framework for examination of the topic. The focus of a cross sectional approach centers around the statistical analysis as well as collecting of quantitative data inside a single system or environment. For example, Nestlé's relationship marketing tactics and their effects on brand loyalty. This strategy entails the methodical collection of numerical information pertaining to brand loyalty measurements plus relationship marketing campaigns as well as the use of statistical methods, the investigator may evaluate these numerical measurements and derive significant inferences on the correlation among the variables being studied. The study's accuracy is improved by the mono-system quantitative methodology, which enables a thorough analysis of certain components of Nestlé's relationship marketing initiatives and how they affect brand loyalty. This methodology decision guarantees a thorough and concentrated investigation, offering significant statistical information to the more comprehensive comprehension of relationship marketing dynamics inside the Nestlé environment.
[bookmark: _Toc158659772]3.6 Sampling Method
[bookmark: _Toc158659773]3.6.1 Sample type
In this study, the researcher can employ random sampling to pick individuals from the questionnaire. Whenever the "random sampling technique" is used, each person in the general population has an equal chance of being picked for the sample. This methodology diminishes predisposition in the information assortment process and guarantees that the number of individuals who partake is illustrative of the general populace (Hamilton, 2020). The examination's example type is Settle corporate specialists or volunteers. Workers were picked as their delegate bunch classification since they are most proficient about the organization's computerized promoting drives. Workers from various hierarchical divisions and levels take part in the review task to get a variety of points of view on the issue.
[bookmark: _Toc158659774]3.6.2 Sample size
The sample size for this study will be 50 Nestle customer. An adequate sample size not set in stone to guarantee the exploration's legitimacy and generalizability (Odeleye, 2021). The example size ought to be suitable to give helpful information to study while thinking about genuine requirements like time and assets. By picking 50 respondents, a commonsense information assortment and examination method is guaranteed while as yet getting a lot of information.
[bookmark: _Toc158659775]3.6.3 Sampling method
The sample approach utilized was random sampling, which guaranteed that each customer of the Nestle organization had an equivalent possibility being picked. This guarantees that the sample is both goal and agent of the populace. Scientists might utilize a variety of methodologies to pick respondents at irregular, for example, a random sample size, staff part task, including random determination processes (Babar et al. 2020). The survey utilizes an irregular examining way to deal with guarantee that the "sample of 100 respondents" chose accurately mirrors all customer of the Nestle organization. This technique grows the ends that can be inferred about what advanced showcasing means for inexpensive food undertakings by helping the legitimacy and generalizability of the discoveries. Since random sampling helps to eliminate bias, it is important to remember that there may still be constraints and other sources of sample error. It is critical to understand these limitations, and steps may be done to boost sample participation along with representativeness. The study findings must be reviewed taking into account the features of the sample as well as any potential disadvantages.
[bookmark: _Toc158659776]3.7 Data collection process
Primary research requires collecting data that originates from its sources of information, frequently by questionnaires. Advantages are customised data, rapid relevance, plus focused insights. But it may be lengthy and expensive. Secondary research takes utilisation of previously gathered data, that is frequently gathered using literature reviews. The advantages include cost-effectiveness plus time efficiency, but rules can arise owing to redundant or prejudiced data. Balancing each of the techniques promotes thorough investigation strategies. The student will demonstrate the primary process of the data collection process. In order to analyse the results from a Likert scale within a Google form, including a sample of 50 participants selected randomly, it is recommended to transfer the data to an Excel spreadsheet (Primahardani, 2022). Utilise Succeeds data assessment tools to calculate the mean scores, and standard deviations, plus conduct any necessary statistical tests. This process will facilitate the identification of patterns and instances in people replies, providing valuable insights into perspectives on the influence of Relationship Marketing Strategies on Brand Loyalty in the Nestlé study.
[bookmark: _Toc158659777]3.8 Data analysis technique
George and Mallery (2019), stated that using SPSS software improves the depth as well as accuracy of the data analysis procedure as well as this advanced analytical instrument functions as a verified examination device, allowing for a rigorous as well as methodical analysis of the data. Using SPSS, a multitude of statistical tools and procedures become available. It is allowing for a detailed exploration of the complicated dynamics of the link between link Marketing Strategies as well as Brand Loyalty within the Nestlé contextual analysis. The use of SPSS allows for a more sophisticated evaluation of the acquired data, "leveraging high-level objective criteria" and this technique enables a full study of the factors under inspection. It is resulting to a strong knowledge of the delicate interaction between marketing tactics and consumer loyalty inside the Nestlé environment. Using SPSS, the study aims to provide meaningful results. These meaningful results contribute to a deeper understanding of the elements driving brand loyalty, so improving the body of knowledge in marketing.
[bookmark: _Toc158659778]3.9 Ethical Consideration
Ethical consideration plays a huge component in the current exploration in ensuring the privileges in addition to government assistance of the people who participate as well as ethical ideas of intentionality, informed assent, and protection were straightaway. With practically no kind of commitment or impulse, members must be allowed to choose if they wish to take part in the review. Members will be made mindful of the objectives, strategies, and any downsides or benefits of the review and Members will not be expected to proceed and will continuously have the choice to stop or decline inclusion. Members are given all they need to be familiar with the examination, similar to its objectives, techniques, likely risks, in addition to benefits, prior to exploiting the exploration (Zhang et al. 2020). They get the opportunity to answer any vulnerabilities and answer questions. Each member has been requested their educated authorization, affirming that they comprehend as well as are wilfully partaking. The review needs to regard and protect members' security consistently. Any private data accumulated through the information gathering method will be kept hidden as well as safely documented. To safeguard the security of the subjects, just supported specialists approach the information, in addition to any recognizable data has been anonymised or pseudonymized.
[bookmark: _Toc158659779]3.10 Summary
It is summaries that, the research onion framework, as described a methodical and organised way to developing a strong research technique as well as the positivist research ethic is consistent with the goal of objectively assessing the effect of relationship marketing strategies on brand loyalty inside Nestlé. The deductive research technique strengthens the study's structure through developing and evaluating hypotheses based on known ideas and therefore, the mono-system quantitative technique is supported by its concentrated and organised framework. The mono-system quantitative technique which enables a full investigation of the link between marketing initiatives and brand loyalty. The data gathering technique uses a Likert scale inside a Google form to enable systematic analysis using Excel and statistical tools. The random sample of 50 Nestlé customer’s improves the study's validity and generalizability. Finally, using SPSS for data analysis provides depth and accuracy, providing valuable insights into the complex dynamics of relationship marketing tactics and brand loyalty within the Nestlé environment. Based on the above information, this the study process, ethical issues are given priority in order to protect participants' rights and privacy.


[bookmark: _Toc158659780]Chapter 4: Data analysis
[bookmark: _3idsblfduaaj][bookmark: _Toc158659781]4.1 Introduction
In this context of data analysis, the chapter has explained that analysing the impact of Relationship Marketing Strategies on Brand Loyalty is a Case Study of Nestlé Company. This chapter has also explained the data set analysis of the chapter which is gathered through surveys. This chapter has covered qualitative data analysis where the correlation, regression, and frequency table. 
[bookmark: _cbtwfwdz6as3][bookmark: _Toc158659782]4.2 Quantitative analysis
Correlation
In this correlation table, the correlation study above examines the connection between multiple elements of Nestlé's relationship marketing techniques with consumer behaviour. Participation in Nestlé's relationship marketing efforts correlates with a positive effect on customer devotion (r = 0.463, p < 0.01) and perceived achievement in establishing loyalty (r = 0.293, p < 0.05) (Aoki et al. 2020). Participation in consumer engagement techniques has a favourable correlation with brand loyalty (r = 0.624, p < 0.01). Nestle's consumer contact strategies demonstrate a positive correlation with customer engagement tactics (r = 0.430, p < 0.01).
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[bookmark: _Toc158154566]Table 1: Correlation
(Sources: SPSS work)
Nestle's relationship marketing techniques demonstrate a positive correlation with their perceived effectiveness in establishing customer loyalty (r = 0.440, p < 0.01). Implementing relationship marketing strategies provides issues that are negatively correlated with the perception of achievement (r = -0.633, p < 0.01) and positively correlated with the observed complexity of execution (r = 0.633, p < 0.01) (Minhas et al. 2023). Ultimately, these correlations demonstrate that proactive consumer engagement in Nestlé's relationship marketing efforts is correlated with positive opinions of loyalty building, however, adoption problems may impede effectiveness as well as execution.
Regression analysis
[image: ]
[bookmark: _Toc158154567]Table 2: Model Summary
(Sources: SPSS work)
The model summary demonstrates a significant correlation (R = 0.600, R Square = 0.360) among the dependent factors, "How often do you participate with Nestlé's relationship marketing initiatives," as well as the model's predictors. This adjusted R Square value of 0.235 demonstrates that predicted values account for about 23.5% of the variation in the dependent factor. The standard error for this estimate is 1.1212. The change statistics indicate the predictors' influence on the model (Kee et al. 2021). The R Square Change of 0.360 as well as the F Change of 2.879, with a significant p-value of 0.012, show that the predictors all contribute to describing the variation in the dependent variable. The model incorporates several predictors for Nestlé's relationship marketing techniques including their impact on customer loyalty, providing knowledge about the elements that drive consumer engagement in these activities.
[image: ]
[bookmark: _Toc158154568]Table 3: ANOVA
(Sources: SPSS work)
The regression model's analysis of variance (ANOVA) table sheds light on the predictors' general importance in describing the variation in the dependent variable, "How often do you participate with Nestlé's relationship marketing initiatives?". The regression model is highly significant, with an F-statistic of 2.879 (p = 0.012), indicating that a minimum of one predictor provides a significant impact on the dependent variable (Maria et al. 2023). The sum of squares for regression is 28.958, with 8 df, yielding a mean square of 3.620. This reflects how much of the dependent variable's variation is explained through the predictors. The residual sum of squares is 51.542, with 41 df, yielding a mean square of 1.257, which represents unexplained variation. The total number of squares is 80.500. So, it is summarised that the ANOVA findings support the notion that the included variables together contribute considerably to understanding the heterogeneity in customer engagement in Nestlé's relationship marketing campaigns.
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[bookmark: _Toc158154569]Table 4: Coefficients
(Sources: SPSS work)
The coefficients table shows how various predictors affect the dependent variable, "How often do you participate in Nestlé's relationship marketing initiatives?" The constant term cannot be considered statistically significant (B = 0.146, p = 0.886), suggesting that even though all predictors were zero, the predicted participation frequency was low (Arifine, 2020). The predictors that demonstrate positive correlations with participation frequency are the respondents' agreement that Nestlé's relationship marketing strategies positively impact their loyalty to the business (B = 0.331, p = 0.136) as well as the amount of participation in customer engagement tactics (B = 0.569, p = 0.084). The influence of customer engagement initiatives on brand loyalty (B = -0.295, p = 0.204) as well as the perceived effectiveness of Nestlé's relationship marketing methods in fostering consumer loyalty (B = -0.056, p = 0.822) show, however, lesser or non-significant relationships. A number of factors, including the perceived difficulties in implementing relationship marketing tactics (B = 0.321, p = 0.183) and Nestlé's significant chance to do so (B = -0.144, p = 0.442), do not statistically significantly support each other. Similarly, participation frequency is not substantially impacted by perceived toughness in using Nestlé's relationship marketing strategies (B = 0.087, p = 0.671) (Tan et al. 2022). In general, these coefficients provide valuable perspectives on the complex correlations that exist between distinct predictors and customer involvement in Nestlé's relationship marketing campaigns.
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[bookmark: _Toc158154570]Table 5: Residuals Statistics
(Sources: SPSS work)
How well the regression model performed as well as the residuals distributed for the variable that was the dependent, "How often do you participate with Nestlé's relationship marketing initiatives?" are both shown by the residuals statistics. Considering a mean of 2.900 as well as a std dev of 0.7688, the projected values show substantial diversity in the expected participation frequency, ranging from 0.888 to 4.145 (Rollins et al. 2023). The residuals show a mean of 0.000 but a std dev of 1.0256, indicating that the model's predictions generally agree well with the observed data. Standardised residuals show that most residuals fall within a respectable range, ranging from -1.728 to 2.328. Cook's Distance, a metric for significant observations, is about a mean of 0.023 and a range of 0.000 to 0.153. This implies that the model is not significantly influenced by any one data item. The range for the Mahalanobis distance, which represents the breadth of multivariate unusual values, is 1.079 to 28.642 (Ireland et al. 2022). These figures together imply that the model operates rather well, given residuals distributed in a manner consistent with regular regression presumptions. The robustness any the model can be further demonstrated by the lack of extreme values within Cook's Distance as well as Mahalanobis's Distance. [Referred to Appendix 2]
Frequency
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[bookmark: _Toc158154571]Table 6: Statistics
(Sources: SPSS work)
The data presents an overview of the answers given to several survey questions about Nestlé's relationship marketing campaigns. Considering a std dev of 1.2817 as well as a mean participation frequency of 2.900, Nestlé's relationship marketing shows a significant degree of response variation (Patoding and Muzammil, 2023). Overall a std dev of 1.1250 as well as a mean of 3.140, the consensus with the assertion about the beneficial effect of Nestlé's relationship marketing on dedication is strong. The std dev is 0.9234, as well as the mean rating for Nestlé's relationship marketing tactics, is 3.620. The average amount of participant involvement with Nestlé's consumer engagement methods is 3.780 (standard deviation = 0.8640). The average rating for the effect of customer engagement initiatives on brand loyalty is 3.840, via a std dev of 0.9337. The respondents rate their overall level of satisfaction with Nestlé's use of relationship marketing at 3.860 (standard deviation = 0.9691). The perceived difficulty of putting Nestlé's relationship marketing tactics into practice has a mean value of 3.520, while the agreement with the statement suggesting hurdles in implementing these methods has a mean of 3.400. With a std dev of 1.0349, people generally see Nestlé's relationship marketing as somewhat difficult (Wood et al. 2021). For each survey question, the replies show a range between a minimum rating of 1.0 through a maximum rating of 5.0.
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[bookmark: _Toc158154572]Table 7: How often do you participate in Nestlé's relationship marketing initiatives?
(Sources: SPSS work)
The frequency distribution illustrates the degree of participation in Nestlé's relationship marketing initiatives among participants. Regular engagement was indicated by a considerable number of the sample (28%) who reported a frequency of 3.0. On the other hand, 26% of respondents selected 4.0, indicating a high degree of participation. A frequency of 2.0, or 16% of the sample, suggested a modest level of engagement. Furthermore, 20% chose a frequency of 1.0, suggesting very little participation, while 10% chose a frequency of 5.0, indicating very strong involvement (Bakri et al. 2023). The total percentage shows that 64% of people connect with Nestlé's relationship marketing somewhat too often. The distribution shows a wide range of interests overall, and a significant percentage of them actively participate in Nestlé's relationship marketing campaigns.
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[bookmark: _Toc158154444]Figure 5: How often do you participate with Nestlé's relationship marketing initiatives?
(Sources: SPSS work)
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[bookmark: _Toc158154573]Table 8: Please select your degree of agreement with this statement: "Nestlé's relationship marketing methods have favourably affected my devotion to the company.
(Sources: SPSS work)
The frequency distribution shows how often respondents agreed with the following statement: "The company's relationship marketing strategies have positively impacted my loyalty to Nestlé." A considerable improvement in devotion was suggested by the majority of participants (42%) who scored 4.0, indicating strong agreement. In addition, 22% chose 3.0, which represents a moderate level of agreement, and 20% chose 2.0, which represents a lower level of agreement (Ghobadi and Sonenshein, 2023). Merely 6% of participants rated strong agreement as 1.0, whilst 10% of respondents rated strong disagreement as 1.0. There is a great range of viewpoints in these responses. The overall number indicates that 94% of participants agreed to some degree, demonstrating the broad agreement about the positive effects of Nestlé's relationship marketing on customer loyalty.
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[bookmark: _Toc158154445]Figure 6: Please select your degree of agreement with this statement: "Nestlé's relationship marketing methods have favourably affected my devotion to the company.
(Sources: SPSS work)
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[bookmark: _Toc158154574]Table 9: On a scale of 1 to 5, how successful are Nestlé's relationship marketing strategies in developing consumer loyalty?
(Sources: SPSS work)
The way that participants perceive the effectiveness of Nestlé's relationship marketing methods in fostering customer loyalty is reflected in the frequency distribution. A sizable percentage (48%) gave the tactics a 4.0, signifying a high degree of effectiveness. Furthermore, 26% chose 3.0, which indicates a modest degree of achievement. 14% of respondents gave it a rating of 5.0, meaning it was very effective, while 10% gave it a rating of 2.0, meaning it was less effective (Pogacar et al. 2021). A mere 2% of respondents assigned a score of 1.0. 86% of the participants said Nestlé's relationship marketing tactics were moderate to extremely effective in building customer loyalty, according to the cumulative percent. The distribution as a whole shows that opinions on the efficacy of these tactics are mostly favourable.
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[bookmark: _Toc158154446]Figure 7: On a scale of 1 to 5, how successful are Nestlé's relationship marketing strategies in developing consumer loyalty?
(Sources: SPSS work)
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[bookmark: _Toc158154575]Table 10: How often do you participate in Nestle's customer engagement strategies?
(Sources: SPSS work)
The respondents' degree of participation in Nestle's customer engagement tactics is shown by their frequency distribution. Over half (50%) indicated a high degree of engagement with a frequency of 4.0. Furthermore, 26% chose 3.0, indicating a moderate degree of involvement. 18% of respondents gave their involvement a score of 5.0, meaning they were extremely regular participants, while 4% gave it a score of 2.0, meaning they were less frequent participants (Creaven et al. 2020). A mere 2% of respondents assigned a score of 1.0. 82% of participants, as shown by the cumulative percent, take part in Nestle's consumer interaction efforts on minimal to high frequency. While there is a wide range of involvement in the distribution as a whole, a sizable percentage is actively involved in Nestle's consumer engagement programmes.
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[bookmark: _Toc158154447]Figure 8: How often do you participate with Nestle's customer engagement strategies?
(Sources: SPSS work)
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[bookmark: _Toc158154576]Table 11: Please select your degree of agreement with this statement: "Nestle's consumer interaction methods significantly influence my loyalty towards the company.
(Sources: SPSS work)
The frequency distribution shows the degree to which respondents agreed with the following statement: "My loyalty to Nestle is greatly influenced by the business's consumer interaction methods. "With a grade of 4.0, most respondents (50%) indicated strong agreement, suggesting a significant impact on loyalty (Adekuajo et al. 2023). Furthermore, 22% picked 5.0, indicating high agreement, whereas 22% selected 3.0, denoting moderate agreement. Six percent of respondents gave a grade of 1.0 or 2.0 for those that disagreed or strongly disagreed. The total percentage demonstrates that 78% of the participants agreed to some extent, highlighting the general consensus about the benefits of Nestle's customer engagement strategies for loyalty.
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[bookmark: _Toc158154448]Figure 9: Please select your degree of agreement with this statement: "Nestle's consumer interaction methods significantly influence my loyalty towards the company.
(Sources: SPSS work)
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[bookmark: _Toc158154577]Table 12: On a scale of 1 to 5, how would you rank the impact of Nestle's customer engagement efforts on your brand loyalty, with 1 being "Not Influential" and 5 representing "Extremely Influential"?
(Sources: SPSS work)
The frequency distribution shows how respondents ranked Nestle's customer engagement initiatives in relation to the company's brand loyalty. A sizable percentage (40%) gave the effect a 4.0, indicating an important effect on brand loyalty. Furthermore, 28% of respondents picked 5.0, suggesting a very influential effect, and 24% selected 3.0, denoting a moderate degree of influence. Eight percent of respondents gave the effect a poor rating (scoring of 1.0 or 2.0) (Chukwu et al. 2023). According to the cumulative percentage, 72% of participants believe that Nestle's customer engagement initiatives have a moderate to high impact on their company's loyalty. The distribution, taken as a whole, emphasises positive opinions on how these initiatives affect brand loyalty.
[image: ]
[bookmark: _Toc158154449]Figure 10: On a scale of 1 to 5, how would you rank the impact of Nestle's customer engagement efforts on your brand loyalty, with 1 being "Not Influential" and 5 representing "Extremely Influential"?
(Sources: SPSS work)
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[bookmark: _Toc158154578]Table 13: What do you see as Nestle's key opportunity in adopting relationship marketing strategies?
(Sources: SPSS work)
The frequency distribution shows the opinions of those who responded to Nestle's main chance to use relationship marketing techniques. The majority (46%) determined that there was a significant possibility for improvement and gave the important opportunity a 4.0 rating. To further indicate a moderate amount of opportunity, 30% picked 3.0, while 10% picked 2.0, indicating a lesser level of potential (Ojha and Paliwal, 2023). Eight percent gave the opportunity a score of 5.0, meaning they thought it was extremely high, and six percent gave it a rating of 1.0, meaning they thought it was the lowest. The total percentage shows that 92% of participants believe Nestle has a chance to use relationship marketing techniques. All things considered, the distribution shows a wide variety of opinions on the most important chances for Nestle in this scenario.
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[bookmark: _Toc158154450]Figure 11: What do you see as Nestle's key opportunity in adopting relationship marketing strategies?
(Sources: SPSS work)
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[bookmark: _Toc158154579]Table 14: Please indicate your agreement with the following statement: "Nestle faces challenges in adopting relationship marketing strategies.
(Sources: SPSS work)
The frequency distribution shows the degree to which respondents agreed that "Nestle faces challenges in adopting relationship marketing strategies". With a grade of 4.0, a sizable percentage (54%) indicated a high degree of agreement and a large awareness of issues. Furthermore, 22% picked 3.0, indicating a moderate degree of agreement, and 10% picked 5.0, indicating a significant degree of agreement (Rashid et al. 2021). 14% of respondents gave their disagreement or severe disagreement a grade of 1.0 or 2.0. The total percentage shows that 90% of participants admit that Nestle has some difficulty using relationship marketing techniques. Overall, the distribution indicates that respondents generally agree on the difficulties Nestle has in putting its relationship marketing tactics into practice.
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[bookmark: _Toc158154451]Figure 12: Please indicate your agreement with the following statement: "Nestle faces challenges in adopting relationship marketing strategies.
(Sources: SPSS work)
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[bookmark: _Toc158154580]Table 15: On a scale of 1 to 5, how tough do you think Nestle's relationship marketing techniques will be to execute, with 1 being "Not Challenging" and 5 being "Extremely Challenging"?
(Sources: SPSS work)
The frequency distribution, which ranges from 1 to 5, with 1 denoting "Not Challenging" with 5 denoting "Extremely Challenging," shows respondents' opinions on how demanding Nestle's relationship marketing strategies are. Most (42%) gave the toughness a 4.0, suggesting a high degree of perceived difficulty. Moreover, 24% picked 3.0, showing a moderate degree of complexity, and 20% chose 5.0, showing a feeling of tremendous challenge (Adekuajo et al. 2023). Of the people who gave toughness a ranking of 1.0 or 2.0, 14% gave it a bad rating. Based on the cumulative percentage, 80% of participants consider Nestle's relationship marketing strategies to be somewhat too difficult. All things considered, the distribution shows different opinions on how hard it is to implement Nestle's relationship marketing strategies.
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[bookmark: _Toc158154452]Figure 13: On a scale of 1 to 5, how tough do you think Nestle's relationship marketing techniques will be to execute, with 1 being "Not Challenging" and 5 being "Extremely Challenging"?
(Sources: SPSS work)
[bookmark: _b0mwef804pc5][bookmark: _Toc158659783]4.3 Conclusion
In conclusion, correlation research shows complex connections between customer behaviour with Nestlé's relationship marketing tactics as well as favourable impacts on dedication as well and the perceived effectiveness of loyalty-building tactics is favourably correlated with active engagement. This is further supported by the regression model, which shows a significant link with variables that together account for 23.5% of the variation in participation frequency as well the framework's importance in understanding variability is supported through an ANOVA. Consumer agreement as well as engagement frequency have a positive influence on participation, as shown by the coefficients. Which highlights the effect of determinants on it. The model's acceptable performance is shown by residual statistics, which closely match real values as well as responses from participants show a considerable degree of heterogeneity as well as generally favourable attitudes. Adoption difficulties have a negative effect on performance but a favourable one on toughness perception while most respondents acknowledge Nestlé's major potential, other perspectives point to a complex picture. All things considered, this thorough research offers insightful information on the complex dynamics surrounding Nestlé's relationship marketing programmes. It is laying the groundwork for future strategic decisions and advancements.
[bookmark: _z895xry59psu][bookmark: _Toc158659784]Chapter 5: Conclusion and Recommendation
[bookmark: _wsqwkqfd7wn0][bookmark: _Toc158659785]5.1 Linking with objective
Objective 1: Analysing how well Nestlé's relationship marketing techniques work to build and maintain client loyalty requires. Therefore, a thorough examination that connects its objectives with its methods. As a multinational manufacturer of consumer products Nestlé is aware of how critical it is to cultivate enduring bonds. So, with its clients in order to win their loyalty in the face of intense competition. Nestlé places significant emphasis on personalised communication with client involvement (BAKARE and RAHIM, 2023). This client involvement is a key component of their relationship marketing strategies. Nestlé seeks to build deeper emotional ties by customising marketing messages. Which offers to each people customer's requirements and preferences. Apart from this, this approach strives to instil a feeling of worth and gratitude perspective. Nestlé, for instance, may use consumer data analytics to pinpoint buying trends and inclinations. It enables customised promotions plus suggestions that appeal to every client group. Moreover, Nestlé uses a range of loyalty plans and rewards to encourage. It is a recurring business and recognises client loyalty viewpoint. To entice clients to stick with the company over time these programmes. Therefore, often incorporate point-based systems, special invitations to new items or events, or special prices (Shinde, 2023). Nestlé strives to foster a feeling of reciprocity. it is thankful to its devoted consumers by continuously providing value and incentives, since this may help foster a long-term loyalty perspective.
Nestlé prioritises consumer input and involvement via a variety of channels. So, this includes social media sites, surveys, customer service contacts, as well as direct communication with loyalty programmes viewpoint. Nestlé endeavours to establish trust as well as credibility. Its client base by attentively listening to their issues, resolving their criticism, and exhibiting responsiveness to their requests. Additionally, Nestlé uses relationship marketing strategies. It goes beyond one-on-one encounters to include larger community involvement and CSR projects (Singh et al. 2021). Nestlé may bolster relationships with consumers who have similar beliefs. It is also improving its image by associating its brand values with issues. that appeal to its target market, like community development or sustainability. One way to assess the effectiveness of Nestlé's relationship marketing initiatives is to use a comprehensive approach. which takes into account consumer feedback systems, loyalty programmes, personalised communication, plus larger brand engagement methods (Chong and Patwa, 2023). Nestlé may improve its capacity to create enduring connections and keep customers loyal in a competitive market through consistently improving. Modifying these strategies in light of consumer insights as well as market realities.
Objective 2:  Linking the goal entails drawing a distinct line in the sand between customer engagement programmes with brand loyalty via the Nestlé setting as well the purpose of this goal is to look at how different customer interaction tactics affect customers' brand loyalty to Nestlé (Kee et al. 2021). Projects aimed at actively involving and interacting with consumers include a variety of activities that might include consumer feedback methods, product sampling, community events, loyalty programmes, plus social media marketing. For businesses such as Nestlé, the success of these initiatives in cultivating customer brand loyalty is critical. As it impacts repurchase behaviour, brand advocacy, including overall brand image. Studies will be conducted to meet this purpose and various important areas will be investigated so, initially a list and analysis of the many kinds of consumer interaction initiatives that Nestlé has undertaken will be provided (Sia et al. 2022). In this context, examining these projects' breadth, and regularity, including reach across various marketplaces and customer categories is part of this as well. Furthermore, an evaluation of the degree of customer involvement and reaction to these initiatives will be conducted. Gaining insight into how consumers interact with Nestlé's. The organisation's activities may help determine how well they work to foster deep relationships within the brand.
Additionally, the study will examine how customer engagement initiatives relate to brand loyalty indicators including brand affinity (Bakshi et al. 2020). It is a readiness to promote Nestlé goods to others, plus a repeat purchase behaviour point of view. The degree of customer interaction initiatives affects Nestlé brand loyalty. It may be measured and assessed by examining data on several factors prospective. Linking the goal to ascertain how customer engagement projects affect Nestlé brand loyalty necessitates carrying out in-depth research (Aqila et al. 2022). It looks at the interaction between different engagement initiatives as well as consumer loyalty results. Thereby guiding the company's marketing as well as strategic decision-making processes.
Objective 3:  In this context, understanding the complex connections among Nestlé's relationship marketing initiatives with their impact on customer satisfaction. As well as adherence measures are necessary for accomplishing the aim (Kee et al. 2021). The phrase "relationship marketing" describes the tactics. Initiatives used to establish and maintain enduring, solid bonds with clients. The investigation regarding the way Nestlé's relationship marketing strategies support customer satisfaction. As well as adherence goes to the centre of this goal. Relationship marketing is an assortment of tactics that aim to improve the relationship between Nestlé plus its clients as well these strategies include customised communication, loyalty plans, customer service, plus engagement campaigns (Aqila  et al. 2022). The first step in the study will be to list and evaluate each component of Nestlé's relationship marketing plan. This entails assessing the business's methods for communicating with customers. the success of its loyalty initiatives and the standard of its encounters with customers. Researchers are able to assess the effects of Nestlé's customer relationship-building strategies on satisfaction. As well as adherence measures by comprehending the unique strategies that the company uses (AKINLEYE, 2022). 
In addition, the research will examine customer satisfaction as well as loyalty indicators. It is measured and assessed in connection to Nestlé's relationship marketing initiatives. In a similar way, this entails evaluating metrics like Net Promoter Score (NPS), customer satisfaction surveys, repeat purchase behaviour, plus customer retention rates as well. Through the examination of these indicators, we may learn more about how well Nestlé's relationship marketing works. In this aspect, to keep consumers satisfied and increase their brand loyalty as well (Osidele, 2021). Apart from this, the investigation will look for causal links or connections between client satisfaction and retention measures with Nestlé's relationship marketing campaigns as well. It can spot patterns and trends that demonstrate how relationship marketing affects. These significant facets of customer behaviour via statistical analysis as well as data interpretation viewpoint. Linking this goal ultimately entails carrying out a comprehensive analysis that looks at the relationship among Nestlé's relationship marketing initiatives (Rîpa and Nicolescu, 2023). The results that follow in regard to customer satisfaction as well as loyalty. This analysis will provide insightful information. It will help shape future marketing strategies as well as initiatives as well.
Objective 4:  Linking with the objective entails examining how client-centric strategies and customised communication. It is affecting building brand loyalty inside Nestlé's customer base. Apart from this, the main goal is to comprehend how Nestlé's customer-centric initiatives and tailored communication efforts affect its consumers' loyalty as well (Joshy and Bhudevi, 2024). Delivering customised messages provides, and encounters as well. It catered to each person's interests, behaviours, and requirements is known as a personalised communication perspective. In a similar way, consumer-centric tactics, on the other hand, put the requirements, preferences, as well as experiences of the consumer first across their whole brand contact journey viewpoint. First, a thorough review of Nestlé's customer-centric strategies as well as personalised communication activities will be part of the investigation which entails evaluating the channels. Therefore, this method for tailored communication, including social media engagement, email marketing, and targeted advertising (Mallik, 2023), in addition to putting customer-centric strategies like product customisation, and proactive customer support, along with user-centred design into action as well.
Additionally, the research will examine how these customer-centric initiatives and personalised communication efforts affect Nestlé's brand loyalty measures which include assessing metrics including frequency of purchases, customer retention rates, brand advocacy, and sentiment analysis from customer reviews. It can ascertain the degree to which customer-centric strategies and tailored communication help to strengthen brand loyalty within Nestlé's clientele by measuring these measures as well (Mikassi, 2022). Additionally, the investigation will look at how customer-centric initiatives and personalised communication work together to increase brand loyalty and it can learn more about these two factors' combined influence on brand loyalty. by looking at how they support and enhance one another to provide happy customer experiences as well as strengthen emotional ties with the company. The last step in achieving this goal is carrying out in-depth research on how brand loyalty, customer-centric tactics, and personalised communication interact in the setting of Nestlé's marketing initiatives In order to more effectively satisfy the changing requirements (Caiazza and Bigliardi, 2020). as well as demands of its consumers, Nestlé should adjust its marketing strategies as well as initiatives. It will promote long-term loyalty as well as brand advocacy. In an obvious way, this can be done by evaluating the degree to which these tactics contribute to the expansion of brand loyalty point of view.
[bookmark: _gj8sgf7e6nj9][bookmark: _Toc158659786]5.2 Limitation
In this aspect of limitation, the lack of a mixed-method approach, that might combine quantitative and qualitative data gathering (Vindrola-Padros and Johnson, 2020). Its analysis techniques to give a more thorough insight is another study restriction. Due to this constraint, the study's depth of insight could be limited since it may miss important subtleties. Its views might have been recorded by using a more varied methodological approach. The validity as well as reliability of the results are further severely limited by researcher bias as well as the research method and findings may unintentionally be shaped by the subjective impact of the researcher's viewpoints, preferences, or preconceived conceptions (Vokinger et al. 2021). Which might result in distorted conclusions or interpretations. Moreover, the limited sample size compromises the study results' statistical power as well as generalizability as well as a small sample size might make it difficult to accurately reflect the variety (Zhang et al. 2021). Variability is found in the intended audience, which would undermine the validity as well as robustness of the study's results. In this setting, this constraint lowers the research's overall effect and relevance by restricting how far the results may be used or extended to larger settings or populations' points of view.
[bookmark: _722oayr0weh8][bookmark: _Toc158659787]5.3 Recommendation
In this context of the recommendation, a number of suggestions may be made to improve the quality as well as rigour of the study in light of the constraints that have been identified prospectively.
· It is hereby recommended that researchers have to adopt a mixed-method technique. The integration of both quantitative as well as qualitative techniques for data gathering and analysis might give a more thorough comprehension of the subject matter under investigation as well as Researchers may get a wider variety of insights as well as views by using the strengths of every technique (Muñoz et al. 2021). In this context, this can result in a more nuanced as well as comprehensive analysis of the data.
· It is hereby recommended that researchers have to mitigate researcher biases technique. Use techniques to reduce researcher bias. For example, hiring a team of researchers or following established procedures for gathering and analysing data. Furthermore, identifying and addressing any biases during the study process (Kordzadeh and Ghasemaghaei, 2022). It may assist ensure the validity plus reliability of the results. In this setting, this can be achieved by engaging in reflexivity with a transparency viewpoint.
· It is hereby recommended that researchers have to increase the sample size technique. Increasing the sample size to boost the research's statistical ability as well as generalizability as well as its might include gathering additional data points or bringing in a more varied as well as representative group of people (Lakens, 2022). In this setting, greater trust in the reliability of the study results and more rigorous statistical analyses are made possible from a bigger sample size point of view.
[bookmark: _nexvoimxnccm][bookmark: _Toc158659788]5.4 Conclusion
It can be concluded that this study aims to shed light on the intricate link between relationship marketing techniques. In a similar way, brand loyalty uses a particular emphasis on Nestlé Corporation. In the highly competitive food as well as beverage business, cultivating brand loyalty is crucial. This research aims to fill in the knowledge gaps regarding how relationship marketing helps achieve this goal viewpoint. Through a thorough analysis of Nestlé's tactics and how they affect consumer loyalty. The study hopes to provide insightful information for both scholarly discussion and real-world corporate use. This research is important because it may influence marketing professionals as well as organisational decision-makers' tactics. by offering practical advice on how to improve relationship marketing campaigns and foster brand loyalty. In the end, this study advances our understanding of the critical role that relationship marketing plays in building brand loyalty. Which opens the door to better marketing strategies and stronger customer interactions in today's corporate environments.
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Appendix 1: Questionnaire
How often do you participate with Nestlé's relationship marketing initiatives?
A. Always
B. Often
C. Occasionally
D. Rarely
E. Never
Please select your degree of agreement with this statement: "Nestlé's relationship marketing methods have favourably affected my devotion to the company.
A. Strongly Disagree
B. Disagree
C. Neutral
D. Agree
E. Strongly Agree
On a scale of 1 to 5, how successful are Nestlé's relationship marketing strategies in developing consumer loyalty?
A. Rate 1. Very Ineffective
B. Rate 2
C. Rate 3
D. Rate 4
E. Rate 5. Very Effective
How often do you participate with Nestle's customer engagement strategies?
A. Never
B. Rarely
C. Occasionally
D. Frequently
E. Always
Please select your degree of agreement with this statement: "Nestle's consumer interaction methods significantly influence my loyalty towards the company.
A. Strongly Disagree
B. Disagree
C. Neutral
D. Agree
E. Strongly Agree
On a scale of 1 to 5, how would you rank the impact of Nestle's customer engagement efforts on your brand loyalty, with 1 being "Not Influential" and 5 representing "Extremely Influential"?
A. 1
B. 2
C. 3
D. 4
E. 5
What do you see as Nestle's key opportunity in adopting relationship marketing strategies?
A. Enhanced Customer Loyalty
B. Increased Brand Visibility
C. Improved Customer Satisfaction
D. Better Targeted Marketing Campaigns
E. Other (please specify)
Please indicate your agreement with the following statement: "Nestle faces challenges in adopting relationship marketing strategies."
A. Strongly Disagree
B. Disagree
C. Neutral
D. Agree
E. Strongly Agree
On a scale of 1 to 5, how tough do you think Nestle's relationship marketing techniques will be to execute, with 1 being "Not Challenging" and 5 being "Extremely Challenging"?
A. 1
B. 2
C. 3
D. 4
E. 5


Appendix 2: Histogram chart on Residual Statistics
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