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1. [bookmark: _Toc95721612][bookmark: _Toc97906792][bookmark: _Toc97981986]Introduction
0. [bookmark: _Toc95721613][bookmark: _Toc97906793][bookmark: _Toc97981987]Background of the Study
Customer satisfaction is a primary need to flourish an organisation or company. It positively affects the company’s profitability. Customer satisfaction is a foundation for any organisation, company or business. It leads to increased purchase, brand loyalty (Hoyer and MacInnis, 2001). Within good behaviour image is also essential for developing an organisation, company or business. Behaviour image refers to consumers’ emotions, attitudes, and preferences. Thus, an organisation’s main focus should be on building their consumer’s satisfaction with products or services. A company’s focus should also be on maintaining a clear and good customer behaviour image about their attitudes, emotions, and preferences. Both areas will ultimately lead to Brand Loyalty of their customers for a company (Alhaddad, 2015). 
Different researches on customer satisfaction and behaviour image show the importance of these two concepts for a business. Complete Customers satisfaction generated 2.6 times more revenue for a company. Satisfied customers are a great source of increasing networking, because, they share their experiences with other persons regarding their product and service quality. It also shows the  behaviour image within the business. Grocery has been steadily migrating online for more than two decades, and due to  covid-19 pandemic and lockdown strategy have further accelerated this transition. And data suggests that this a new way of shopping. It has now become the norm for most persons because it has created ease within person’s life (Bilgin, 2018). Within The Ocado Group there is a technology-led global software and robotics platform business. It provides a unique and thorough solution for online grocery around the world. Research is planned to conduct to know the impact within their customer’s satisfaction and behaviour image within the brand loyalty of  Ocado Ltd group. However, the Ocado group’s annual reports show its increasing demand and competitive status within the software and robotic market (Mason, 2019).  
0. [bookmark: _Toc97906794][bookmark: _Toc97981988][bookmark: _Toc95721615][bookmark: _Toc97906795]Brief Background
Ocado group Ltd was established within the UK over 16 years  ago.The  Ocado group, todate has within its self over 580,000 active customers, this is somewhat the world’s largest online grocery retailers. They are know for  provide the best shopping experience to their customers working within a tight net team that is made up of different service, ranges and prices. Ocado’s focus is within strengthening partnerships with its existing clients and establishing new partnerships. In 2021, they had launched two more international sites within the United States, and doubled their number of their live international sites from two to four, including those within Canada and France. Moreover, in 2022, Ocado’s expects to launch eight international sites (Wilkes, 2018).

0. [bookmark: _Toc97981989]Rationale of the study
The study's main aim will be to explore the impacts of customers satisfaction and behaviours within the images and the brands loyalty form their customers towards the Ocado group and provide relevant recommendations that will be very useful to get more satisfaction from customers and positive behaviour image. This research will also focus on the strategies to build up customers' brand loyalty for a business.
The following objectives will be covered within the study:
· To explore the impact of  customer satisfaction on the brand loyalty of the Ocado group.
· To determine the impact of brand image on the brand loyalty of the Ocado group
· To investigate what has the most impact on brand loyalty, brand image or customer satisfaction
0. [bookmark: _Toc95721616][bookmark: _Toc97906796][bookmark: _Toc97981990]Research Questions
Since research questions hold paramount importance within the thesis, therefore, following research questions will be examined for appropriate answers;

· What is the impact of  customer satisfaction on the brand loyalty of the Ocado group.?
· What is the impact of brand image on the brand loyalty of the Ocado group?
· What has the most impact on brand loyalty, brand image or customer satisfaction?


[bookmark: _Toc97906797][bookmark: _Toc97981991]1.5 Problem Statement
Since the covid-19 pandemic and lockdown strategy has normalised the norm of online grocery shopping. The popularity of online shopping retailers has ultimately increased. The competition is started within this domain. Organisation’s and the way companies use the techniques for their customer satisfaction, brand loyalty, behaviour image of customers and service quality to compete with the competitors (Mirabi, 2015). The Ocado Group is a technology-led global software and robotics platform business. It provides a unique and thorough solution for online grocery’s around the world. Although, there has been much research on the product quality and competitive status of the Ocado group. But the first time research is going to conduct to know about the impacts of customer satisfaction and behaviour on their brand loyalty towards the Ocado group (Mason, 2019). Therefore, the proposed research will be significant as it focuses on the impacts of their customers satisfaction and behaviour image that will increases brand loyalty. These aspects will be explored within the proposed thesis, which is why this will be significant within helping entrepreneurs and marketers to obtain the benefit of customer satisfaction within increasing their popularity and gaining them more profitability.  




[bookmark: _Toc97981992]2.0 Literature Review
[bookmark: _Toc97906799][bookmark: _Toc97981993]2.1 Conceptual framework
To establish the conceptual framework of the topic of proposed research, the links between variables is necessary to show. The first concept is customer, a Customer is an individual who needs products or services of his/hers current desire. There is a symbiotic mutualism relation between the customers and the company. Customers hold the choice of payment via credit card or cash amount. Customers are essential to developing a business and are the primary source behind revenue or profit (Chow et al., 2015).
 An important variable of this research is customer satisfaction, which directly relates to the second variable of the research brand loyalty. Customer satisfaction is defined as a customer’s happiness with a product or service that he or she has purchased. Customer’s satisfaction with a product or service is a great source or increasing the product's popularity, as the customer will recommend the product further to his companions and families members. It  will also give the  company time within the further improvements within the quality of its product and services (Fernandes et al., 2019). An interlink concept with customer satisfaction is Behaviour image, which refers to a customer's behavior after experiencing a product or service. Behaviour image is necessary for a company to get the idea about the quality of the product from customer’s behaviour (Wang, 2020). 
Brand loyalty is the customer’s trust and tendency toward the product and somehow on the specific brand. 
It leads to repeated purchases by the customers from the particular brand. It is a difficult task for a company to create and then maintain the brand loyalty of its customers. Bad quality and adverse services will break brand loyalty (Sallam, et al., 2015). Brand loyalty is dependent variable of the proposed research, brand loyalty increases when the customer’s satisfaction increases both variables holds direct relation with each other. Customer’s satisfaction and behaviour image are independent but interlinked variables, and brand loyalty is dependent. The proposed research is based on the impacts of independent variables on dependent variables. 
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Behavior Image



[bookmark: _Toc97906800][bookmark: _Toc97981994]2.2 Theoretical framework
It is known that businesses generate revenue by making their customer base strong, as by studies it is observed that customers make profits for businesses (Rahimi and Kozak 2017). Several studies are available on customers’ satisfaction, which clearly reflects that happy customers tend to come frequently and make purchases within larger volume. Not only do purchases increase, but some customers show interest within having partnerships. As khairawati (2020) studied, a customer’s satisfaction within the business does the profitable tasks, no matter what type of marketing or operational strategies Ocado’s is implementing to its business. Customer satisfaction is not measured only on the pricing and costs, customer service is another aspect that drives the customers towards the business, as there are known brands having prices reaching sky and have a strong customer-base. As per Mckinsey’s study, unsatisfied customers usually share their experience with other people, which is a threat to a business to have unsatisfied customers before serving them (Dias et al., 2016).
           Customer behaviour is a subject of study on its own, and it is the study in which customer behavior is predicted and judged to make choices. It also involves the mentality of customer which affects the type of choices they make. Businesses can build strategies that influence customer choices. The study includes the analysis of personal interest, psychological and social elements involved within their customers' decision-making to make a purchase. According to the research 76% of their customers suppose that marketers is the best way to understand their needs and expectations within fulfilled. It is significant for businesses to study consumer behaviour, predict future markets, implement change motivated by customer and environmental needs, stay pertinent within the market, draft the marketing strategies, and customer retention (Chicco, 2016). Consumer behaviour study also encourages understanding market competition and executing innovations depending on market needs.
           Both of these factors of consumer behaviour and satisfaction are the motivation of Brand Loyalty. As studied by Nashwan and Hassan, (2017) that brand loyalty is a term that refers to customer’s attachment to the brand. Besides having a customer base, companies must build a loyal customer-base, this is possible through constantly providing the services and changing them according to their demand. Brand loyalty sticks the customers to a particular brand despite having inflating prices (Ramanathan et al., 2017). Satisfied and loyal customers can be the key to brand awareness and marketing.
[bookmark: _Toc97981995]3.0 Methodology
[bookmark: _Toc97981996]3.1 Research design and data collection method
	The research design comprises three different types: qualitative, quantitative, and mixed methods. The qualitative research directly applies theoretical analysis on previously collected data and has some gaps to be fulfilled by further research (Parylo, 2012). The quantitative data collection methods engage directly with the participants to gather data and responses (Leavy, 2017). The  research will be conducted through a quantitative data collection method to evaluate the participants' response. The data gathered will be quantifiable and can be processed through statistical and theoretical tools. The quantitative design methodology is opted to conduct market research (Dannels, 2018). The data on this type of research within the primary collection through survey questionnaire. These questionnaires will have close-ended questions focusing on the objectives relevant to this study. The data collected in quantitative research is accurate having unbiased responses, in addition, the data can be collected immediately by a group of people being representative within a large population of the area.
[bookmark: _Toc97981997]3.2 Sampling technique and sample size
	There are various sampling techniques while conducting Quantitative primary research, the survey will include the questionnaire having questions regarding the purpose and objectives of the study. The sample will comprise 80-100 participants including the customers and marketers in Ocado's store. The survey will be collected from Ocado's customers to exemplify brand loyalty and customer behavior and satisfaction.  Predefined theories can further support the results by researchers (Fründ et al., 2016).
[bookmark: _Toc97981998]3.3 Data analysis technique 
	The primary data collection will induce the responses for further analysis. The analysis techniques would involve statistical models and a data algorithm to evaluate and describe the relationship between variables and their ratio (Delice, 2010). The most common data analysing techniques used within this type of marketing study will have a correlation and regression analysis having ANOVA table to further analyse the variance among the relations of variables.
[bookmark: _Toc97981999]3.4 Ethical consideration
By analysing the nature of the research certain ethical considerations should be taken regard before and after the research, the purpose of the study will be explained to the participants clearly before data collection, moreover the participants will be subjected to courtesy throughout the data collection to avoid any harm. The information of the respondents shall be kept confidential (Connelly, 2014). Informed consent will be taken from the respondents before proceeding. A respondent may withdraw from the study once the data has been processed to the publication.
[bookmark: _Toc97982000]3.5 Gantt chart	
	The Gantt chart within the research methodology shows the timeline from which the research will be initiated to the end as a deliverable (Ong et al., 2016). These charts will help to conduct the research in a sequence and within the time allotted for each task. This helps within the timely completion of the  research (Gantt, 2015). 
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