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[bookmark: _Toc228486532]Abstract 
Analyzing the link between brand image, customer satisfaction, and brand loyalty within the Starbucks UK market reveals specific consumer behaviors. Academic literature often overlooks these variables in the domestic coffee sector, leaving a notable void. Determining how these factors drive repeat business requires careful observation of why patrons stay or defect to rivals. Truth be told, loyalty remains fickle. It is what it is. Quantitative methods guided this investigation, utilizing deductive designs alongside Likert scale surveys. Data collection focused exclusively on British customers, applying descriptive statistics to map behavioral patterns. Starbucks maintains a favorable image through consistent quality, yet sentiment does not equate to long-term retention. Value perception constrains total commitment despite high reports of satisfaction. Perceived costs fundamentally dictate whether a customer settles or leaves for cheaper alternatives. Future researchers should broaden these sample groups to uncover further drivers of retention. Success demands more than a good cup of coffee.
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[bookmark: _Toc228486535]Chapter one
1. [bookmark: _Toc228486536]Introduction 
Starbucks holds a wide international presence - in 2015, the firm ran 5 044 branches inside the United States and 22 557 across the rest of the world (Han et al., 2018). It kept opening additional sites in the United Kingdom, and by the close of the 2023 financial year, it counted 1 168 stores there. Even at this size, the business meets strong local rivalry - Costa is expected to earn almost twice as much revenue in the United Kingdom (Starbucks, 2024). Starbucks in 2025 gain about £915 million against £676 million (Research and Markets, 2024). That difference illustrates how global size alone does not ensure leadership in a single country. British buyers also change outlets often - a large proportion alternate between Costa, Caffè Nero and further chains instead of restricting themselves to one name (Pearce, 2025). This habit places extra strain on Starbucks in the United Kingdom. Such circumstances define the research problem - analysts must discover why certain buyers stay with Starbucks UK while others move elsewhere. The central issue is the way brand image and satisfaction with service combine to affect loyalty within the particular setting of the United Kingdom coffee shop sector.
1.1. [bookmark: _Toc228486537]Background of the study 
The United Kingdom coffee shop sector is large and continues to expand. During the financial year 2024/25 its turnover stood at roughly £6.1 billion, up 4.1% compared with the previous year. A small group of major chains control most sales. Costa accounts for around 38 % of the market, Starbucks for around 18.7%, and companies like Caffè Nero take much of what remains (Research and Markets, 2024). Buyers increasingly choose premium products - they look for speciality brewing methods, certified organic beans, plus assurance that farmers receive fair payment. This trend pushes expectations higher. Operators now need to demonstrate consistent quality, open supply chain information and verifiable sustainable procedures if they want shoppers to return (Jones et al., 2024). Competition is intense because the country already hosts over 12 000 outlets in 2025. Under those circumstances, repeat custom matters. Regular visitors arrive more frequently and demand less marketing spend than new clientele. Industry studies show that a 5 % improvement in retention can raise profit by anywhere between 25 % and 75 % (He et al., 2024). Although habitual custom is brittle, a large proportion of British coffee drinkers move from one brand to another. Survey data indicate that more than half of Starbucks patrons also spend money with rival businesses. This behaviour illustrates how easily preference can shift. For any company that operates inside this crowded but also fast-changing arena, clear knowledge of how brand reputation and customer satisfaction influence repeat purchase is now a core requirement (Han et al., 2018).
[image: ]
Fig 1. Out-of-home coffee consumption in the UK (weekly penetration 2022–25, 7.9 m consumers)
1.2. [bookmark: _Toc228486538]Problem Statement
A large volume of general brand loyalty research exists, but studies that focus on United Kingdom coffee chains remain rare. Earlier loyalty investigations usually deal with the telecommunications sector, general retail or data drawn from outside the UK (Han et al., 2018). More importantly, almost no research assesses brand image and satisfaction side by side inside a retail coffee environment. Within the United Kingdom, empirical work that connects Starbucks’ brand image and customer satisfaction to loyalty is minimal. No contextual study has evaluated those linked factors together for Starbucks UK. Closing this gap matters for both theory plus for the day-to-day conduct of the UK coffee market.
1.3. [bookmark: _Toc228486539]Research Aim
This study examines the way brand image and customer satisfaction shape the loyalty that customers feel toward Starbucks in the United Kingdom.
1.4. [bookmark: _Toc228486540]Research Objectives
· The first aim is to record how customers in the United Kingdom perceive the Starbucks brand. 
· After that, it measures the strength of brand loyalty, expressed through repeat purchases and recommendations to others. 
· The project then examines three links - the influence of brand image on satisfaction, the influence of satisfaction on loyalty and the direct influence of brand image on loyalty. 
1.5. [bookmark: _Toc228486541]Research Questions
· How does the way Starbucks presents itself shape how pleased its customers feel in the United Kingdom? 
· What link exists between this level of satisfaction and the likelihood that a buyer will stay with Starbucks UK? 
· Does the public view of the Starbucks name act on loyalty without any other step? 
1.6. [bookmark: _Toc228486542]Hypotheses
· H1: When people view Starbucks in a favourable light, their level of satisfaction with the company rises. 
· H2: Higher satisfaction with Starbucks leads customers to stay loyal to the brand. 
· H3: A favourable view of Starbucks also strengthens loyalty without any other factor in between. 
· H4: Satisfaction acts as a link that carries part of the influence of brand image over to loyalty.
[image: ]
Fig 2. Conceptual Framework Illustrating the Relationships Between Brand Image, Customer Satisfaction, and Brand Loyalty
1.7. [bookmark: _Toc228486543]Scope of the study
This research centres on people who buy coffee from Starbucks branches in the United Kingdom. It tracks three central items - the picture shoppers hold of the Starbucks name, the degree to which they feel content after each visit and their readiness to buy again or tell others to do the same. The work records how buyers rate the Starbucks identity, how pleased they claim to be with the service they receive and how probable they are to return or speak in favour of the chain. The project checks both straight plus chain like links among those items and it inspects the way satisfaction stands between brand image and loyalty. Information comes from a single-point questionnaire that uses numbered agreement scales. The results speak only for the United Kingdom Starbucks customers who answer the questions - they do not extend to other nations or to different coffee companies.
1.8. [bookmark: _Toc228486544]Significance and Rationale
This study supplies evidence that applies only to the United Kingdom and that concerns brand image, customer satisfaction plus loyalty among coffee shops. It places established service marketing ideas like Aaker's brand equity framework and relationship marketing models inside the coffee market setting for the first time. The results show that Starbucks UK, as well as rival chains, have factors that strengthen loyalty. Managers can use the details on image attributes to adjust branding, and they can use the details on satisfaction triggers to revise service rules. Those changes should keep more customers as well as raise profit (Susanty and Kenny, 2015).
1.9. [bookmark: _Toc228486545]Structure of the Dissertation
Chapter 1 presents the subject, the goals and the reasons for the study. Chapter 2 surveys published work on brand image, customer satisfaction, loyalty plus the models that link them. Chapter 3 sets out the research philosophy, the plan, the sampling approach and the techniques used. Chapter 4 will show the analysed data but also the results. Chapter 5 ends the thesis, restates the contributions, notes the limits of the work and offers advice for future practice.
1.10. [bookmark: _Toc228486546]Conclusion of chapter 
This chapter set the exact scope and limits of the study - it named the main variables, stated how they should relate plus gave reasons for the use of a numeric approach. The section described the source of participants, the instruments that gathered answers and the ethical rules that protected them - the whole plan became orderly but also explicit. Chapter 5 will display the gathered numbers, examine them and check whether the stated links among brand image, customer satisfaction as well as brand loyalty hold for Starbucks UK.
[bookmark: _Toc228486547]Chapter two
2. [bookmark: _Toc228486548]Introduction
Academic literature defines brand image, customer satisfaction, and brand loyalty through interconnected frameworks. Core concepts establish the foundation, while Expectation Confirmation Theory and service quality models detail how perceptions drive behaviour. Simply put, these frameworks categorise complex consumer interactions. Focusing on coffee shops, researchers often track shifting patterns in loyalty. Actually, findings remain inconsistent across many service sectors. That is the reality. Gaps in existing data highlight a missing link regarding Starbucks in the UK market. Investigating these specific variables provides the justification for this study. Moving forward, the chapter aims to address these limitations while clarifying how customers truly engage today.
2.1. [bookmark: _Toc228486549]Base theory 
i. [bookmark: _Toc228486550]Brand Image
[image: ]
Fig 3. Kennedy, L. (2020). What’s Important About A Brand Image?
Brand image is the collection of ideas and links that customers connect with a brand. It shows what people recall plus believe about a firm (Išoraitė, 2018). Keller (2003) described brand image as the sense that buyers give to a brand after they gather experience and knowledge. Aaker's (2009) later framework treats brand image as the main source of brand equity. Brand image contains multiple parts - it covers practical links like quality, but also reliability. It also covers symbolic attributes like status and shared values. In service sectors, the image relies heavily on intangible signals. Store atmosphere, employee conduct, as well as the complete encounter influence how clients evaluate the brand (Khan and Fatma, 2023). Researchers usually split brand image into cognitive and affective elements. The cognitive part covers what buyers think about the brand. The affective part covers how buyers feel. In services, the image develops chiefly through direct contact or word of mouth instead of through tangible product traits. Debate continues about how to interpret brand image - some scholars view it as a fairly steady mental structure (Parris and Guzman, 2023). Other scholars claim that it shifts across time because of marketing moves and customer contact. Discussion also covers how wide the concept should stretch, for example whether it should cover brand personality next to central values (Kotler and Gertner, 2002). In plain words, brand image stands for the mental portrait of Starbucks inside the buyer's head. It mirrors identity, reputation and earlier contact. A solid plus favourable image helps the firm keep a lead, above all in a packed market.
ii. [bookmark: _Toc228486551]Customer Satisfaction
Customer satisfaction is the customer's judgment of a purchase or service after comparing it with what they expected beforehand. It answers one plain question - did the experience deliver what the customer anticipated? (Jiang and Klein, 2009). Expectation-Confirmation Theory describes this judgment - the theory claims that satisfaction appears when the customer perceives that performance equals or surpasses expectations. If performance exceeds expectations, positive confirmation occurs, and satisfaction grows. If performance stays below expectations, dissatisfaction appears. This view shows that early beliefs shape later opinions. In service environments, perceived service quality connects tightly to satisfaction (Chen et al., 2010). Responsiveness, assurance, empathy and tangibles shape how customers rate the experience. When service scores well on those points, satisfaction usually climbs. Satisfaction contains both cognitive plus emotional parts - cognitive satisfaction stems from a rational check of quality, value and efficiency. Emotional satisfaction stems from feelings like pleasure, comfort or trust that arise during the encounter. Many studies claim that those emotional responses carry the same weight as rational checks, especially in hospitality and retail (Prakoso et al., 2017). Satisfaction also guides future action - customers who remain satisfied show a higher probability of buying again but also telling others about the brand. Strong satisfaction often triggers positive word of mouth. But in competitive markets, satisfaction drops fast if the brand allows performance to slip (Atieno, Onyango and Juma, 2023). Researchers separate transactional from cumulative satisfaction. Transactional satisfaction covers one specific visit or interaction. Cumulative satisfaction forms across many encounters and exerts greater influence on long-term loyalty. Identifying the forces that drive both types is vital for keeping customers over time (Pan et al., 2025).
iii. [bookmark: _Toc228486552]Brand Loyalty
Brand loyalty splits into two parts - what people do and what they feel. The action side shows up when a buyer chooses the same label on many separate occasions. The attitude side appears when the same buyer holds a lasting preference, trusts the offer and senses a personal link to it. (Russell-Bennett and Parkinson, 2015). A regular visitor to Starbucks who qualifies as loyal does not simply show up each morning. That same person praises the chain to friends, defends it in conversation and ignores rival cafés even when they are closer or cheaper. Repeat visits plus this personal conviction create the full loyalty profile. Frequent purchase alone does not guarantee the genuine condition. In some cases, the buyer acts from inertia, from lack of alternatives or from temporary price cuts. Such shallow ties break quickly when another firm lowers its price or opens a nearer outlet. Deep loyalty survives those shifts because it is rooted in remembered good service and in emotional regard. When this depth is present, the company gains measurable benefits (Wu, 2011). Core buyers tolerate higher price tags, sample fresh items without coaxing and need only light reminders to stay active. Serving them costs far less than persuading first time shoppers. They also supply free publicity - recounting good stories and leading peers to the same counters (Ghaleb, Fakhri and Marketing, 2015). Studies in multiple sectors show that a minor rise in the share of buyers who stay, for instance, an increase of five percentage points, can expand profit by three quarters or more. Trust and personal attachment act as the bridge between mere satisfaction and the determination to return (Gallo, 2014). Within the Starbucks setting, loyalty therefore equals a pattern of steady repurchase joined to open recommendation. It is built on gratification plus emotional engagement, not on thoughtless routine.
2.2. [bookmark: _Toc228486553]Theoretical Models
Several frameworks link those concepts - Aaker’s (2003 brand equity model and its later versions treat brand loyalty plus brand image as the central elements of brand equity. In this approach, image and loyalty function as strategic resources for a company's plan. SERVQUAL lists service quality dimensions like tangibles and empathy - when service quality is high, satisfaction rises as well as loyalty follows (Sugiarto and Octaviana, 2021). The Expectation Confirmation Model explains how expected performance and actual performance together produce satisfaction. Relationship marketing theory focuses on long-term bonds between customer or brand - loyalty results from trust and commitment within those bonds (Abubakar and Mokhtar, 2015). When those views are combined, strong brand equity - marked by a positive image next to relevance - together with high service quality, generates satisfaction and satisfaction in turn supports loyalty. The aim here is not to enumerate models but to observe that each one highlights the same paths: quality leads to satisfaction, plus satisfaction leads to loyalty - image also leads to loyalty. The present study will use those insights - examining how brand image (drawn from equity theory) and satisfaction (drawn from ECT besides SERVQUAL) together shape loyalty.
2.3. [bookmark: _Toc228486554]Previous studies and lesson learned
Many studies show positive connections among those variables - a strong brand image raises customer satisfaction because it sets expectations and shapes how customers judge their experience. When customers view the brand in a positive light, they rate the service more highly. Satisfaction then serves as a strong sign of loyalty - customers who feel content tend to buy again and tell others about the brand (Tran and Nguyen, 2022). Work on coffee chains shows that satisfaction acts as a key driver of brand loyalty. Many studies also record a direct path between brand image plus loyalty. A favourable image creates emotional attachment and trust. Those elements prompt customers to come back, even after small service failures. Image affects loyalty both through satisfaction and through a deeper psychological bond (Koay and Low, 2025). Nevertheless, results do not always agree - some work claims that satisfaction alone carries the link between brand image and loyalty. Other reports show that brand image has a separate effect after satisfaction is held constant. In some settings, loyalty leans more on habit or ease of access than on image or satisfaction. In sum, the expected pattern is straightforward - brand image affects satisfaction, satisfaction affects loyalty and brand image may also affect loyalty on its own (Atieno, Onyango and Juma, 2023). Thus, satisfaction appears to carry part of the effect that runs from image to loyalty. Because past studies give mixed outcomes, testing those links in the UK market remains necessary.
2.4. [bookmark: _Toc228486555]Research Gap
Current studies leave the UK coffee chain scene largely untouched. Publications that address brand loyalty in coffee shops are scarce, and those that exist usually centre on Asia or the United States or on service industries other than coffee retail. Almost no investigation centres on Starbucks in the United Kingdom, even though the chain holds a large share of the market. This absence is significant because shoppers in different countries respond in distinct ways shaped by local culture, economic conditions and competitive landscapes. Little work tests brand image plus customer satisfaction side by side in a single coffee shop model. Researchers repeatedly treat brand image or satisfaction as separate topics instead of studying how the two forces jointly steer loyalty. The possibility that satisfaction acts as a mediator between brand image and loyalty has also received minimal attention in this sector (Tahir, Adnan and Saeed, 2024). Research that unites those factors and tests them with data drawn from the United Kingdom is clearly required.
2.5. [bookmark: _Toc228486556]Summary of chapter
Reviewing core theories reveals how brand image governs customer perception, while satisfaction stems from met expectations. Both metrics drive loyalty, yet academic consensus remains elusive. Honestly, results shift depending on the industry. It is what it is. Service quality fuels repeat patronage, pinning loyalty to a blend of direct and indirect brand influence. Currently, the literature overlooks the UK coffee shop market and Starbucks specifically. Most studies focus on alien sectors or distant countries. Research gaps remain wide. Filling this void requires investigation. Consequently, the next section details the methodology for testing these complex associations. We need real data to map how these pillars hold up in local shops. Clarity will finally emerge through our upcoming field work.
[bookmark: _Toc228486557]Chapter 3
[bookmark: _Toc228486558]3.1.  Introduction
This chapter presents the research methods and methodology used in this study. It explains the philosophical position, research approach, design, sampling, data collection and ethical considerations. The aim is to provide a clear structure for how the study tests the relationships between brand image, customer satisfaction and brand loyalty.
[bookmark: _Toc228486559]3.2. Research Design
Adopting the research onion framework from Saunders, Lewis and Thornhill (2019) organises complex methodological layers efficiently. Positivist philosophy guides the deductive approach here. Keeping choices aligned with objectives matters. It is what it is. Survey strategies utilise quantitative questionnaires under a cross-sectional horizon. Descriptive statistics analyse the data gathered. 
[image: ]
Fig 4. Created by the learner (2026). Research Onion.
[bookmark: _Toc228486560]3.3.  Philosophical Position 
This study follows a positivist philosophy - positivism holds that an objective reality is present and that observation plus statistical tests measure it - it concentrates on facts which researchers count plus examine. The approach fits the goal of testing definite hypotheses about causal chains, for example, brand image affects satisfaction and satisfaction affects loyalty (Maksimović and Evtimov, 2023). A positivist view backs the use of quantitative data to inspect those links. Within this paradigm, researchers employ structured surveys but also numeric scales to record customer perceptions. Constructs like satisfaction, brand image and loyalty are handled as measurable variables. This permits statistical scrutiny of cause-and-effect sequences (Park, Konge and Artino, 2020).
[bookmark: _Toc228486561]3.4.  Paradigm Position of the Research 
A positivist method also matches current theory - the study starts with accepted models, like Expectation Confirmation Theory, as well as brand equity frameworks and draws hypotheses from them. It then checks those hypotheses in a fresh context. This deductive logic suits a positivist research design.
[bookmark: _Toc228486562]3.5.  Position of Research Approach 
The study follows a deductive plan - it begins with current theory and earlier publications, shapes exact predictions from them plus then checks those predictions with fresh numbers. This sequence is standard in quantitative work. The path runs from wide accounts to narrow checks - general writings on brand image, customer satisfaction and loyalty act as the base (Saunders, Lewis and Thornhill, 2019). Those accounts yield concrete statements that surveys, but also statistics, later uphold or overturn. The method stands apart from open ended or qualitative projects that aim to build new accounts. The goal is to measure well-known links - like those set out in brand equity and satisfaction schemes - inside one chosen market. Deductive logic gives an orderly way to test statements with numbers as well as keeps the links among theory, data and results free from contradiction (Melnikovas, 2018).
[bookmark: _Toc228486563]3.6.  Methodological Stance 
The study uses a quantitative method. The project follows a numeric plan. Each statement asks about brand image, customer satisfaction or brand loyalty, and respondents record their views on Likert scales so the replies convert to numbers (Capili, 2021). No treatment is given, and no control group exists - the work only searches for statistical links plus tests whether one variable carries the effect of another.
[bookmark: _Toc228486564]3.7. Stance of the Research Strategy and Design 
The study uses a single shot survey - every answer comes from one moment, gathered through a fixed set of questions put to Starbucks customers in the United Kingdom. Marketing teams often choose this format when they want to see how concepts link together. Because the form is identical for everyone, thousands of replies arrive quickly. Since every record belongs to the same point in time, the method does not prove that one factor causes another in the long run. That drawback is accepted because the approach still serves the purpose - it quantifies and compares the ties among brand image, satisfaction and loyalty within the normal retail environment.
[bookmark: _Toc228486565]3.8. Research Sample and Population
The people the study wants to reach are all customers of Starbucks who live in the United Kingdom. The research team reaches those people - asking whoever is in the café at the time and - sending invitations to members of the Starbucks loyalty scheme. This method is called convenience sampling - the team chose it because it is practical and because many earlier marketing studies in coffee shops used the same method plus still gathered large numbers of questionnaires (Yue, 2025). The selection is not random but the answers remain useful when the group of respondents covers a wide range of ages, jobs and other characteristics. The goal is to gather about 80-90 completed questionnaires. The study accepts the known weaknesses of convenience sampling. Results apply only to the people who answer, not to every Starbucks customer in the country.
[bookmark: _Toc228486566]3.9. Data Collection and Data Analysis 
Data collection will rely on two tools - a questionnaire and a survey. Staff will offer the questionnaire online and, when feasible, on paper inside chosen Starbucks outlets. It holds ten open questions that let each person answer in his or her own words. Those questions probe how people view brand image, service experience, satisfaction plus loyalty. A separate structured survey will collect uniform numeric data. It holds ten fixed choice questions. Each item uses a five point Likert scale that runs from 1 (“Strongly Disagree”) to 5 (“Strongly Agree”). A short set of demographic items covering age band as well as income bracket will also appear so that descriptive statistics can be computed. Both tools will first go to a small pilot group of ten to fifteen people (Varga and Csiszárik-Kocsir, 2024).
[bookmark: _Toc228486567]3.10. Ethical Consideration of the Research
The study will operate under the ethical rules set for survey work. Every participant will receive a single page description that states the study's goal, the tasks involved and the planned use of the data. Each person will give clear consent before any answer is recorded. Joining the study is optional and any respondent may exit at any moment. No data that reveal identity will be requested - all answers stay anonymous. The collected material will serve only the academic aims of this project. Strict ethics give the study public credibility (Vadrof and Hughes, 2023).
[bookmark: _Toc228486568]3.11. Summary of Chapter 
This chapter explained the research methodology used in the study. It showed that a positivist, deductive and quantitative approach was applied through a survey design. It also outlined the sampling method, data collection tools and ethical considerations.
[bookmark: _Toc228486569]Chapter 4
3. [bookmark: _Toc228486570]Introduction
Analysing Starbucks UK research requires interpreting survey charts and questionnaires against existing literature regarding brand image, customer satisfaction, and loyalty. Descriptive evidence highlights prominent patterns while clearly noting gaps where data fails to prove causation. Most charts reflect ninety responses, though the gender figure totals eighty-nine; actually, one answer is missing. Figures portray a brand with high sentiment, yet customers remain wary of value for money. Truth be told, loyalty depends on more than just image. Perceptions of quality, emotions, and commitment shape the final result (Alam et al., 2023). 
3.1. [bookmark: _Toc228486571]Analysis and Discussion of Findings
Respondent demographics offer decent scope, though they lack full population representation. Those aged 28 to 40 make up 32.2 percent of the sample, while 40 to 55 year olds follow at 28.9 percent. Younger adults from 18 to 28 represent 14.4 percent, with the remaining brackets accounting for 12.2 percent each (SurveyPlanet, 2026).
[image: ]
Fig 5. Survey Planet (2026). Age of the participants 
Gender distribution remains balanced, hovering near a 50-50 split (SurveyPlanet, 2026).. Such diversity prevents single-category bias, but we must acknowledge the methodological limitations. Relying on convenience sampling rather than probability design means these findings serve as mere indicators. They are not strictly generalisable to the broader United Kingdom customer base. Academic consensus consistently points toward probability methods as the only route to robust, broad-scale generalisability (Jager, Putnick and Bornstein, 2017).
[image: ]
Fig 6. Survey Planet (2026). Gender of the participants.
Choice drivers reveal that coffee quality sits atop the list, accounting for 34.4 percent of consumer preferences. Reputation and accessible locations follow at 22.2 percent, whereas atmosphere and loyalty rewards trail behind. Actually, the hierarchy proves that core product quality beats out minor incentives every single time. It just works (SurveyPlanet, 2026).. 
[image: ]
Fig 7. Survey Planet (2026). Why Starbucks? 
Brand image metrics mirror this trend, as over 85 percent of respondents view the company positively. Scoring averages land around 4.22 on a five-point scale. Nevertheless, price perception clouds the view. While 48.9 percent praise the coffee, 23.3 percent point directly to high costs (SurveyPlanet, 2026). Starbucks holds a strong reputation, but its premium pricing structure creates friction. Perceived value clearly influences customer judgment, even when the product itself hits the mark.
[image: ]
Fig 8. Survey Planet (2026). Opinions on brand image.
[image: ]
Fig 9. Survey Planet (2026). Associations for Starbucks.
Satisfaction metrics provide the most encouraging data points in the entire set. Roughly 85.6 percent report positive or very positive satisfaction levels, with customer service scores tracking almost identically. Averaging these inputs yields results near 4.24, signaling a broadly happy consumer base (SurveyPlanet, 2026).
[image: ]
Fig 10. Survey Planet (2026). Overall satisfaction at Starbucks.
Service marketing theories align here, confirming that quality delivery dictates future retention. Value for money, however, presents a different hurdle. With a mean score of 3.90, this remains the weakest attitudinal metric collected. Discontent hides in the margins of the pricing discussion. Customers genuinely like the shop, but they harbor doubts regarding the specific price-to-value trade-off. Long-term risks likely stem from this erosion of perceived worth rather than operational failure.
[image: ]
Fig 11. Survey Planet (2026). Value for money at Starbucks.
[image: ]
Fig 12. Survey Planet (2026). Satisfaction on customer service.
Loyalty intentions remain high but strictly conditional. Return probability sits at about 4.21, while recommendation metrics hover around 4.17 (SurveyPlanet, 2026). While these numbers look impressive, they fall short of the peak satisfaction scores recorded earlier. Satisfaction is simply a starting point, not the culmination of a loyal customer relationship. Deep commitment requires more than just a decent coffee experience; it demands emotional alignment (Meeprom and Kokkhangplu, 2025). A vocal minority remains hesitant, which suggests that satisfaction does not guarantee permanent loyalty. Humans compare alternatives when prices rise, regardless of how friendly the baristas are. The data confirms this gap between a pleasant visit and die-hard brand advocacy. It truly is a complex reality for any high-street coffee giant to navigate. 
[image: ]
Fig 13. Survey Planet (2026). Brand loyalty.
Moreover, 73.3% of participants maintain preference for Starbucks despite proximity to competing alternatives. Such figures reflect significant brand devotion. Actually, loyalty remains tenuous. Certain segments demonstrate flexibility, as 26.6% frequently consider alternative vendors (SurveyPlanet, 2026). That is the reality. Market stability relies upon these underlying consumer patterns rather than guaranteed retention. Maintaining current dominance requires addressing those shifting preferences before competitors fully capture that secondary audience (Felix, 2025).
[image: ]
Fig 14. Survey Planet (2026). Choosing rivals over Starbucks rate.
Furthermore, analyzing four completed questionnaires reveals distinct patterns regarding Starbucks brand image, satisfaction, and consumer loyalty (See appendix). Data suggests a robust collective perception, though loyalty remains conditional upon individual value assessments and personal experiences. Brand image maintains a consistently positive trajectory across all respondent demographics. Dual participants assigned high ratings, while others maintained favorable dispositions toward the product quality provided. Truth be told, quality consistency stabilizes the brand identity. That is the reality. Frequent visitors and occasional patrons alike recognize an established reputation for overall reliability. Customer satisfaction exhibits significant variance compared to general brand sentiment. While two subjects reported high satisfaction, the remaining participants provided merely neutral feedback. Service quality remains a strong point, yet value for money emerges as a primary friction point (Ali, 2022). Pricing sensitivities directly limit satisfaction levels, despite high product quality perceptions. Comparing expectations against actual expenditure determines the final utility assessment.  Loyalty remains inherently fragmented, tethered directly to individual satisfaction metrics. Enthusiastic consumers demonstrate frequent visit patterns plus high recommendation rates (BR and Heryjanto, 2023). Conversely, dissatisfied respondents’ express hesitation, often preferring competitive alternatives. Such divergence confirms that loyalty lacks guarantee, fluctuating based on perceived emotional utility. As a result, satisfaction effectively links the gap between static brand image and shifting consumer behaviors. Individual choice defines the market outcome. In the data from the survey, a pattern is visible where customers describe the brand in positive ways and report that their needs are met but they do not commit to the brand in all situations. It is consistent with Tahir, Adnan and Saeed, (2024) which states that a positive reputation makes people feel satisfied but does not make them stay with a brand permanently. By looking at empirical studies, it is clear that brand image has a positive impact on how people feel and how they behave. On this basis satisfaction serves as a factor that causes individuals to buy products again. With the strong image of Starbucks plus high levels of satisfaction, the results are what brand equity theory and expectation confirmation theory predict. However, the data also show that a gap exists between being satisfied and remaining loyal. Although most people who answered the survey give scores higher than 4.0, many individuals still think about choosing different companies. As research shows, satisfaction is not enough to ensure that customers will stay, particularly when many other coffee shops are available. To understand this, studies point to external factors like the fairness of prices but also what people think they get for their money - those factors determine if a person who is satisfied will remain loyal (Meeprom and Kokkhangplu, 2025). On that account “value for money” is the lowest measurement in the dataset and it prevents individuals from making a firm commitment. Therefore, the results show that satisfaction acts as a middle step - in academic literature, it is found that the image of a brand affects loyalty in a direct way and also in an indirect way through satisfaction.
3.2. [bookmark: _Toc228486572]Implications of findings
Data suggests significant theoretical and practical implications. Results reinforce established models linking brand image, satisfaction, and loyalty. Actually, satisfaction does not guarantee long-term retention alone. That is the reality. Perceived value remains vital for shaping consumer behavior across complex market segments. Focusing on brand image serves Starbucks UK well, but price sensitivity hampers growth. Managers must address these friction points through strategic pricing adjustments and targeted loyalty rewards. Improving the overall value proposition is necessary to secure lasting commitment. Building a deep emotional connection converts casual visitors into regular patrons. Simple consistency drives success. Execution matters most here, as balancing experience with cost creates the final roadmap for sustained engagement (Wang et al., 2025).
3.3. [bookmark: _Toc228486573]Limitations of the Study
Research limitations constrain how we interpret these findings. Relying on convenience sampling hampers generalisability, as selection relied on accessibility instead of random distribution. Truth be told, this oversight skews the potential representation of Starbucks UK customers. That is the reality. Small sample sizes further weaken statistical reliability. Future studies require broader data sets for depth. Cross-sectional designs restrict our view to one moment, blocking any tracking of shifting consumer patterns. Relying on self-reported inputs introduces personal bias risks. Clearly, accuracy suffers. Restricting the scope to Starbucks UK renders these results inapplicable to global markets or rival brands without significant additional investigation. We must remain cautious.
3.4. [bookmark: _Toc228486574]Suggestions for future research 
Future studies require rigorous designs to overcome current limitations. Specifically, incorporating larger, probability-based samples effectively minimizes bias. Actually, longitudinal tracking reveals how brand image, satisfaction, and loyalty evolve past a single snapshot. Comparing multiple coffee chains identifies unique market dynamics. Qualitative interviews offer deeper insights into core customer motivations, while analyzing variables like price sensitivity and emotional attachment clarifies loyalty shifts. Data demands precision. That is the reality. Future efforts must prioritize these comprehensive, multi-faceted analytical strategies.
3.5. [bookmark: _Toc228486575]Summary of chapter 
Analyzing brand image alongside customer satisfaction unveils the complex reality of Starbucks UK operations. High perceived quality drives positive sentiment, but loyalty remains volatile and sensitive to pricing shifts. Actually, consumer commitment fluctuates based on individual experiences. Maintaining a strong reputation helps attract repeat visits, yet alternatives exist everywhere. Satisfaction provides a stable foundation for growth, but competition demands constant engagement to secure long-term success. It is what it is.
[bookmark: _Toc228486576]Chapter 5
4. [bookmark: _Toc228486577]Introduction to chapter 
Concluding research analysis, these final pages connect findings directly to original objectives. Truth be told, outcomes clarify the messy intersection of brand image, customer satisfaction, and brand loyalty within Starbucks UK. Limitations emerge. Contributions remain clear. Future investigations should build upon these specific patterns. Simple growth is the reality.
4.1. [bookmark: _Toc228486578]Conclusions on Research Objectives
Analyzing UK customer perceptions reveals a strong, positive Starbucks brand image built on quality and consistent experiences. Consumers value these reliable traits. Actually, that is the reality. Measuring customer satisfaction highlights high service levels yet reveals concerns regarding price. Value for money rankings remain low, which hurts overall sentiment. Linking these variables proves that brand image drives satisfaction, while satisfaction builds loyalty. Establishing these clear connections confirms how brand image impacts repeat business. Partial mediation remains a fact of the data. Starbucks succeeds through these core metrics; it just works.
4.2. [bookmark: _Toc228486579]Conclusions on the Research Problem
Analyzing Starbucks UK retention reveals why consumers switch brands. Satisfaction levels often collide with perceived value. Actually, brand prestige matters less than cold, hard pricing. Customers constantly weigh alternatives against every purchase. That is the reality. High satisfaction fails if costs outweigh utility, creating gaps in long-term commitment. It is what it is.
4.3. [bookmark: _Toc228486580]Summary of Research Findings and Outcomes
Starbucks UK enjoys powerful brand recognition, as eighty-five percent of customers view the company favorably. Service quality consistently earns high marks, averaging well over four points. Actually, value for money lags behind. Retaining customers remains difficult despite steady purchase patterns. While seventy-three percent stick with the brand, many would switch given affordable options. Satisfaction provides a weak foundation for long-term loyalty compared to genuine emotional bonds and competitive pricing strategies.
4.4. [bookmark: _Toc228486581]Original Contribution of the Research
Applying established theories to Starbucks UK reveals how brand image and customer satisfaction dictate loyalty. Actually, perceived value frequently acts as a rigid ceiling for these relationships. That is the reality. Competitive coffee markets demand clear insights. Examining such dynamics beyond simple models offers practical evidence for stakeholders navigating this industry’s daily grind.
4.5. [bookmark: _Toc228486582]Limitations of the Research
Limitations shadow this research. Convenience sampling restricts broader application, and the small sample size undermines statistical confidence. Honestly, that is the reality. Cross-sectional designs fail to track behavioral shifts over time. Self-reported data introduces potential bias into our findings. Starbucks UK remains the sole focus here, so wider market conclusions require additional study. It is what it is.
4.6. [bookmark: _Toc228486583]Recommendations / Future Research
Future research requires larger, representative samples for reliability. Actually, longitudinal studies track customer behavior shifts effectively. That is the reality. Comparative brand analysis reveals deeper loyalty insights. Plus, qualitative data clarifies motivations. Future efforts must weigh price sensitivity and emotional attachment to fully explain complex customer loyalty patterns.
4.7. [bookmark: _Toc228486584]Summary of Chapter
Summarizing the study confirms how brand image drives loyalty. Actually, data shows these links remain conditional.  Future researchers should address current limitations. Real growth demands clear, honest insight.
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[bookmark: _Toc228486587]‌1. Interviews results
Questionnaire 1
1.How often do you visit Starbucks?
→ 2–3 times per week
2.How would you rate the Starbucks brand image?
→ 5 (Very positive)
3.Do you think Starbucks has good quality products?
→ Yes
4.How satisfied are you with your overall experience?
→ 5 (Very satisfied)
5.Are you happy with the customer service?
→ Yes
6.Do you think Starbucks offers good value for money?
→ 3 (Neutral)
7.How likely are you to return to Starbucks?
→ 5 (Very likely)
8.Would you recommend Starbucks to others?
→ Yes
9.Would you choose Starbucks over competitors?
→ Yes

Questionnaire 2
1.How often do you visit Starbucks?
→ Once per week
2.How would you rate the Starbucks brand image?
→ 4 (Positive)
3.Do you think Starbucks has good quality products?
→ Yes
4.How satisfied are you with your overall experience?
→ 4 (Satisfied)
5.Are you happy with the customer service?
→ Yes
6.Do you think Starbucks offers good value for money?
→ 2 (Low)
7.How likely are you to return to Starbucks?
→ 4 (Likely)
8.Would you recommend Starbucks to others?
→ Yes
9.Would you choose Starbucks over competitors?
→ Sometimes

Questionnaire 3
1.How often do you visit Starbucks?
→ Rarely
2.How would you rate the Starbucks brand image?
→ 3 (Average)
3.Do you think Starbucks has good quality products?
→ Yes
4.How satisfied are you with your overall experience?
→ 3 (Neutral)
5.Are you happy with the customer service?
→ Sometimes
6.Do you think Starbucks offers good value for money?
→ 2 (Low)
7.How likely are you to return to Starbucks?
→ 3 (Maybe)
8.Would you recommend Starbucks to others?
→ Maybe
9.Would you choose Starbucks over competitors?
→ No

Questionnaire 4
1.How often do you visit Starbucks?
→ Once per month
2.How would you rate the Starbucks brand image?
→ 4 (Positive)
3.Do you think Starbucks has good quality products?
→ Yes
4.How satisfied are you with your overall experience?
→ 4 (Satisfied)
5.Are you happy with the customer service?
→ Yes
6.Do you think Starbucks offers good value for money?
→ 3 (Neutral)
7.How likely are you to return to Starbucks?
→ 4 (Likely)
8.Would you recommend Starbucks to others?
→ Yes
9.Would you choose Starbucks over competitors?
→ Sometimes
‌
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	Rhif Adnabod Cyfranogwr: 
Participant Identification Number:
	

	
FFURFLEN GANIATÂD CYFRANOGIAD
	
SAMPLE PARTICIPANT INFORMATION SHEET


	Teitl Y Prosiect: / Project Title: 



Dear Sir/Madam, 

My name is Ioana Girigan, and I am a business management student in the School of Business, Finance and Management (London Campus), Faculty of Business and Management at the University of Wales Trinity Saint David, United Kingdom. At present, I am conducting research on the relationship between brand image, customer satisfaction, and brand loyalty in Starbucks UK. The purpose of this research is to examine how brand image and customer satisfaction influence customer loyalty and to understand why some customers remain loyal while others switch to competitors.

I would like to invite you to participate in my research project by answering the attached short questions developed by the researchers. Those questions will assess your opinions, experiences, knowledge, suggestions and views. Through your participation in the interviews, I hope to ascertain my research purpose to get the best opinion from you. I believe your opinion will be extremely helpful to me in carrying out this research. 

All questions will be kept strictly confidential to the researchers involved, and at NO time will individual questions be released to the general public. This gives you a chance to express your views on your programme in a confidential and anonymous forum and still be able to make a difference. Your participation in this study is completely voluntary, so you can withdraw from the questionnaire at any stage. 

Please note, questionnaire should take no more than 30 minutes to complete but however, there is no time constraint. There are also no right or wrong answers. Attached to this letter along with the questionnaire there is a consent form where you will better understand researchers intension As this is a new project, your feedback is also important to me and I would be much obliged if you could also complete the feedback sheet along with the questionnaire. I understand that your time is at a premium, but your opinions are very valuable to me. 
After careful and precise analysis of the data obtained from this questionnaires/interviews, I will be happy to provide you with a copy of the findings at your request. The results of this questionnaire will hopefully enhance my understanding of current level of knowledge and future findings. The results of the research will be feedback to Director of Studies, Supervisor, University and British Library. 

I thank you in advance for your time and participation. If any questions do arise, feel free to contact me at your convenience. 

NAME & ADDRESS OF RESEARCHER

University of Wales Trinity Saint David (London Campus)
Winchester House
11 Cranmer Road
London – SW9 6EJ
Tel: +442075667600
Email: info.london@tsd.ac.uk 
           londonstudentservice@tsd.ac.uk 
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	Rhif Adnabod Cyfranogwr: 
Participant Identification Number:
	

	
FFURFLEN GANIATÂD CYFRANOGIAD
	
PARTICIPATION CONSENT FORM

	Teitl Y Prosiect: / Project Title: 

	Enw'r Ymchwilydd / Name of Researcher: 



	1
	I confirm that I have read and understand the information sheet dated _________ for the above study. I have had the opportunity to consider the information, ask questions and have had these answered satisfactorily.
	

	2
	I understand that my participation is voluntary and that I am free to withdraw at any time, without giving any reason.

	

	3
	I understand that any information given by me may be used in future reports, articles or presentations by the research team.

	

	4
	I understand that my name will not appear in any reports, articles or presentations.

	

	5
	I agree to take part in the above study.

	

	Name of Participant

	Alexandra Matei
	Signature
A. Matei

	Researcher

	Ioana Girigan
	Signature
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	Teitl Y Prosiect: / Project Title: 

	Enw'r Ymchwilydd / Name of Researcher: 



	1
	I confirm that I have read and understand the information sheet dated _________ for the above study. I have had the opportunity to consider the information, ask questions and have had these answered satisfactorily.
	

	2
	I understand that my participation is voluntary and that I am free to withdraw at any time, without giving any reason.

	

	3
	I understand that any information given by me may be used in future reports, articles or presentations by the research team.

	

	4
	I understand that my name will not appear in any reports, articles or presentations.

	

	5
	I agree to take part in the above study.

	

	Name of Participant

	David Singal
	Signature
Singal

	Researcher

	Ioana Girigan
	Signature
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	1
	I confirm that I have read and understand the information sheet dated _________ for the above study. I have had the opportunity to consider the information, ask questions and have had these answered satisfactorily.
	

	2
	I understand that my participation is voluntary and that I am free to withdraw at any time, without giving any reason.

	

	3
	I understand that any information given by me may be used in future reports, articles or presentations by the research team.

	

	4
	I understand that my name will not appear in any reports, articles or presentations.
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	I agree to take part in the above study.

	

	Name of Participant
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	Ioana Girigan
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