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Abstract
This dissertation critically examines the factors influencing consumer buying decisions towards Sainsbury’s within the UK grocery retail market. The study focuses on four factors: perceived product quality, brand image, promotional activities, and customer trust. The research was undertaken in the context of an increasingly competitive UK grocery sector, where retailers compete through quality, value, promotions, brand positioning, customer relationships, and convenience.
A quantitative research approach was adopted, using a structured questionnaire to collect primary data from 58 respondents. The collected data were analysed using descriptive statistics, including mean scores and the proportion of positive responses. The findings indicate generally positive perceptions of Sainsbury’s across all four factors examined. Customer trust recorded the highest mean score (M = 4.05), followed by promotional activities (M = 4.01), brand image (M = 4.00), and perceived product quality (M = 3.91). Consumer buying decisions also received a high overall mean score (M = 4.04). Among the individual items, respondents showed particularly strong perceptions of Sainsbury’s reliability, ability to meet customer expectations, promotional purchasing, and brand reputation. However, perceived product quality meeting expectations and the distinctiveness of Sainsbury’s brand image received comparatively lower scores within their respective factors.
The findings suggest that consumer perceptions of Sainsbury’s buying decisions are associated with a combination of functional, promotional, brand-related, and relationship-based considerations. However, as the study uses descriptive analysis and a relatively small sample, the findings should not be interpreted as establishing causal relationships or being representative of the wider UK population. The study recommends that Sainsbury’s continue to strengthen product quality and consistency, develop a more distinctive brand position, maintain relevant and transparent promotional activities, and protect customer trust through reliable service and clear communication. The study contributes to understanding consumer buying considerations within the specific context of Sainsbury’s and provides practical implications for grocery retail marketing and customer relationship strategies.
Keywords: consumer buying decisions, Sainsbury’s, perceived product quality, brand image, promotional activities, customer trust, UK grocery retail market
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[bookmark: _Toc240996499]Glossary
Brand Image
The overall perception and associations that consumers hold towards a brand based on their experiences, beliefs, and impressions of the organisation and its products or services.
Consumer Buying Decision
The decision-making process through which consumers evaluate available alternatives and determine whether, what, where, and when to purchase a product or service.
Customer Trust
The consumer’s confidence that a retailer will act reliably, provide accurate information, meet expectations, and treat customers fairly.
Nectar
Sainsbury’s loyalty programme through which customers can receive points, personalised offers, discounts, and other benefits when shopping with participating businesses.
Omnichannel Retailing
An approach to retailing in which different shopping channels, such as physical stores, websites, and mobile applications, are integrated to provide customers with a more consistent shopping experience.
Perceived Product Quality
Consumers’ overall assessment of the quality of products based on characteristics such as freshness, consistency, variety, performance, and their ability to meet expectations.
Promotional Activities
Marketing activities designed to encourage consumer purchases or increase perceived value, including discounts, promotional offers, loyalty rewards, personalised offers, and promotional pricing.
UK Grocery Retail Market
The market comprising businesses that sell food and grocery products to consumers in the United Kingdom through physical stores, online channels, or a combination of both.
Nectar Prices
Sainsbury’s personalised or loyalty-linked pricing offers available to Nectar members on selected products.
Loyalty Programme
A marketing programme designed to encourage repeat purchasing by providing customers with benefits such as points, discounts, personalised offers, or rewards.
Purchase Intention
A consumer’s stated likelihood or willingness to purchase a particular product, service, or from a particular retailer in the future.
Perceived Value
A consumer’s overall assessment of the benefits received from a product or service relative to the costs or sacrifices involved in obtaining it.
Theory of Planned Behaviour (TPB)
A behavioural theory proposed by Ajzen (1991) which explains behavioural intentions through attitudes, subjective norms, and perceived behavioural control.
Engel–Kollat–Blackwell (EKB) Model
A consumer decision-making model that describes how consumers recognise a need, search for information, evaluate alternatives, make a purchase decision, and evaluate the outcome.
Relationship Marketing
A marketing approach focused on developing and maintaining long-term relationships with customers through trust, commitment, communication, and value creation.
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[bookmark: _Toc240996501]1.1 Background of the Study
The UK grocery retail industry is one of the largest and most competitive sectors of the British economy. Major supermarket retailers, including Tesco, Sainsbury's, Asda, Aldi and Lidl, compete through a combination of product quality, value, brand positioning, promotional activities and customer experience rather than price alone (Deloitte, 2024; KPMG, 2024). The sector has also experienced considerable changes due to inflationary pressures, changing consumer expectations, digital transformation and the continued development of online grocery shopping (IGD, 2024; Statista, 2024). These developments have increased the complexity of consumer decision-making and made understanding consumer behaviour increasingly important for retailers seeking to maintain competitiveness.
Sainsbury's is one of the UK's leading supermarket retailers and has developed a strong position within the grocery market through its emphasis on product quality, customer value, brand development and digital retail services (Sainsbury's, 2024). However, the company operates in an increasingly competitive environment in which consumers have greater access to alternative retailers and can compare products, prices, promotions and customer experiences more easily. Consequently, consumers' decisions regarding where and what to purchase cannot be understood through price considerations alone. Consumer perceptions of product quality, brand image, promotional activities and trust may all influence how consumers evaluate a supermarket and ultimately decide whether to purchase from it (Kotler and Keller, 2016; Solomon, 2020).
Consumer behaviour is therefore an important area of marketing research because it examines how individuals identify needs, evaluate alternatives and make purchasing decisions. In grocery retailing, these decisions can be influenced by both functional and psychological considerations. For example, consumers may evaluate the quality and reliability of products while simultaneously considering the reputation of the retailer, promotional benefits and their level of trust in the organisation (Schiffman and Wisenblit, 2019). Understanding these interconnected influences can help explain why consumers choose one supermarket over another.
[bookmark: _Toc240996502]1.2 Rationale for Selecting Sainsbury's and Consumer Behaviour
Sainsbury's has been selected as the case company because it provides a relevant context for examining consumer behaviour within the highly competitive UK grocery retail market. The company operates alongside both established supermarket chains and rapidly expanding discount retailers, creating a competitive environment in which understanding customer preferences is particularly important (Deloitte, 2024). Its established brand position and broad range of products and services also provide an appropriate context for examining how consumers evaluate a supermarket and make purchasing decisions.
Consumer behaviour was selected as the specific marketing area because purchasing decisions are influenced by multiple factors rather than a single marketing variable. Existing consumer behaviour literature identifies product perceptions, brand associations, promotional incentives and trust as important influences on consumer evaluations and purchase-related behaviour (Kotler and Keller, 2016; Solomon, 2020). The topic is therefore relevant to both academic and managerial perspectives. Academically, it provides an opportunity to synthesise existing knowledge on consumer decision-making within a specific retail context. From a managerial perspective, understanding these influences may help Sainsbury's develop marketing strategies that better reflect changing consumer expectations.
The choice of an Extended Literature Review is particularly appropriate because existing research is dispersed across different areas of consumer behaviour and retail marketing. A systematic and critical synthesis can therefore provide a more integrated understanding of how the selected factors influence consumer buying decisions towards Sainsbury's.
[bookmark: _Toc240996503]1.3 Research Problem
Despite Sainsbury's established position within the UK grocery market, the changing retail environment presents continuing challenges in attracting and retaining consumers. Consumers have access to a wider range of supermarkets and increasingly evaluate retailers based on different combinations of quality, brand reputation, promotional value, customer experience and trust. As a result, understanding the factors that shape consumer buying decisions has become increasingly important.
Although previous research has identified several determinants of consumer purchasing behaviour, the evidence is often distributed across broader retail contexts or focuses on individual factors. This makes it difficult to establish how the selected factors collectively contribute to consumer decisions regarding Sainsbury's. The research problem addressed by this dissertation is therefore the limited integrated understanding of the factors influencing consumer buying decisions towards Sainsbury's within the changing UK grocery retail environment.
[bookmark: _Toc240996504]1.4 Research Gap
Existing literature provides substantial evidence that perceived product quality, brand image, promotional activities and customer trust can influence consumer attitudes, preferences and purchasing behaviour (Keller, 1993; Chandon, Wansink and Laurent, 2000; Konuk, 2019; Morgan and Hunt, 1994). However, important gaps remain.
First, much of the existing literature examines these variables separately rather than considering their interconnected influence within an integrated consumer behaviour perspective. Second, a significant proportion of research addresses general retail or supermarket contexts rather than focusing specifically on Sainsbury's. Third, developments in digital retailing, changing consumer expectations and increased competition mean that findings from earlier studies may not fully reflect the contemporary UK grocery environment (Deloitte, 2024; IGD, 2024).
This dissertation therefore addresses the identified gap through an Extended Literature Review that critically synthesises existing research on the four selected factors and considers their relevance to consumer buying decisions towards Sainsbury's. Rather than generating primary data, the study aims to bring together fragmented findings, identify areas of agreement and disagreement, and develop a more integrated understanding of the topic.
[bookmark: _Toc240996505]1.5 Research Aim
The aim of this dissertation is to critically examine the factors influencing consumer buying decisions towards Sainsbury's within the UK grocery retail market through an extended review of academic and business literature and primary survey research.
[bookmark: _Toc240996506]1.6 Research Objectives
The dissertation has the following objectives:
1. To examine the influence of perceived product quality on consumer buying decisions towards Sainsbury's.
2. To evaluate the impact of brand image on consumer buying decisions towards Sainsbury's.
3. To assess the influence of promotional activities on consumer buying decisions towards Sainsbury's.
4. To examine the influence of customer trust on consumer buying decisions towards Sainsbury's.
[bookmark: _Toc240996507]1.7 Research Questions
Main Research Question
What factors influence consumer buying decisions towards Sainsbury's in the UK grocery retail industry?
Sub-Research Questions
· RQ1: How does perceived product quality influence consumer buying decisions towards Sainsbury's?
· RQ2: To what extent does brand image influence consumer buying decisions towards Sainsbury's?
· RQ3: How do promotional activities influence consumer buying decisions towards Sainsbury's?
· RQ4: How does customer trust influence consumer buying decisions towards Sainsbury's?
Together, these questions provide a focused framework for critically reviewing the existing literature and identifying how the selected marketing factors contribute to consumer decision-making.
[bookmark: _Toc240996508]1.8 Significance of the Study
This dissertation has both academic and managerial significance. Academically, it contributes to the consumer behaviour literature by bringing together research on product quality, brand image, promotional activities and customer trust within the specific context of UK grocery retailing. The review may also identify theoretical debates and inconsistencies that require further investigation.
From a managerial perspective, the study may provide useful insights for Sainsbury's by identifying the factors most consistently associated with consumer buying decisions. Such insights may support decisions concerning product positioning, brand management, promotional strategies and customer relationship development. The study may also provide a useful foundation for future researchers seeking to investigate consumer behaviour within the UK supermarket sector.
[bookmark: _Toc240996509]1.9 Scope of the Study
The dissertation focuses on consumer buying behaviour within the UK grocery retail sector, using Sainsbury's as the case company. The review concentrates specifically on four factors: perceived product quality, brand image, promotional activities and customer trust, and considers their relationship with consumer buying decisions. Other factors, including price perception, store environment and service quality, are not examined as primary themes, although they may be considered where they are relevant to the discussion. The study adopts an Extended Literature Review approach and therefore relies exclusively on existing academic and relevant industry literature rather than primary consumer data.
[bookmark: _Toc240996510]1.10 Structure of the Dissertation
The dissertation is organised into six chapters. Chapter 1 introduces the research background, rationale, problem, gap, aim, objectives and research questions. Chapter 2 explains the methodology used to conduct the Extended Literature Review, including the search strategy, selection criteria, quality assessment and thematic analysis approach. Chapter 3 presents the main thematic literature review, critically examining consumer behaviour and the four selected factors. Chapter 4 discusses and synthesises the findings of the literature in relation to the research questions. Chapter 5 considers the academic, managerial and wider implications of the review. Finally, Chapter 6 concludes the dissertation by summarising the main findings, contributions and areas for future research.
[bookmark: _Toc240996511]Chapter 2: Literature Review
[bookmark: _Toc240996512]2.1 Introduction
Consumer buying behaviour is a central concern within the UK grocery retail industry because supermarkets operate in a highly competitive environment where consumers can choose between major full-range retailers, premium supermarkets and discount chains. Buying decisions are influenced by a combination of functional, psychological and marketing-related factors, including perceptions of product quality, brand image, promotional value and trust (Kotler and Keller, 2016; Solomon, 2020). The increasing importance of loyalty programmes, personalised promotions, online grocery shopping and value-based purchasing has further complicated consumer decision-making.
This chapter critically reviews the theoretical and empirical literature relevant to consumer buying decisions towards Sainsbury's. It examines the Theory of Planned Behaviour (TPB), Consumer Behaviour Theory and the Engel–Kollat–Blackwell (EKB) model before considering consumer behaviour within the UK grocery market. The chapter then critically evaluates four key factors: perceived product quality, brand image, promotional activities and customer trust. Academic evidence is integrated with practical examples from Sainsbury's and the wider UK grocery sector to connect theory with business practice. The chapter concludes by synthesising the literature, identifying the research gap and presenting the conceptual framework underpinning the study.
[bookmark: _Toc240996513]2.2 Theoretical Foundations
[bookmark: _Toc240996514]2.2.1 Theory of Planned Behaviour
The Theory of Planned Behaviour (TPB), developed by Ajzen (1991), provides an important theoretical foundation for understanding consumer decision-making. The theory proposes that behavioural intention is influenced by three major components: attitude towards the behaviour, subjective norms and perceived behavioural control. Intention subsequently influences actual behaviour. In consumer research, a positive attitude towards purchasing from a retailer, favourable social influences and the perception that the purchase is convenient or achievable can therefore contribute to stronger purchasing intentions.
TPB is relevant to supermarket purchasing because consumers frequently evaluate whether purchasing from a particular retailer is desirable, socially acceptable and practically convenient. For example, a consumer may develop a positive attitude towards Sainsbury's because of its perceived product quality, value or brand reputation. The availability of convenient physical and digital shopping channels may also strengthen perceived behavioural control. Sainsbury's current strategy reflects this emphasis on convenience, as the company provides supermarkets, convenience stores and online grocery services while continuing to invest in its digital customer journey. 
However, TPB has limitations when applied to grocery purchasing. Ajzen's framework largely explains intentional behaviour, whereas supermarket purchases may also be habitual, emotional or influenced by situational stimuli. Solomon (2020) argues that consumers do not always engage in extensive rational evaluation, particularly for frequently purchased products. Schiffman and Wisenblit (2019) similarly recognise the importance of psychological, social and situational influences on purchasing behaviour. Therefore, TPB is useful for explaining purchasing intentions but may not fully capture the complexity of everyday supermarket decision-making.
For the present study, TPB is therefore used as a supporting framework rather than a complete explanation of consumer behaviour. It provides a theoretical basis for understanding how consumers' perceptions may contribute to their willingness to purchase from Sainsbury's, while other consumer behaviour models help explain the wider decision-making process.
[bookmark: _Toc240996515]2.2.2 Consumer Behaviour Theory
Consumer Behaviour Theory provides a broader perspective by examining how individuals identify needs, search for information, evaluate alternatives, make purchases and assess their experiences after purchasing (Kotler and Keller, 2016). Solomon (2020) emphasises that consumer behaviour involves psychological, social and cultural processes rather than simply the economic act of purchasing a product.
This perspective is particularly relevant to grocery retail because consumers evaluate supermarkets across several dimensions simultaneously. A consumer may consider product quality, prices and promotions before shopping, while previous experiences with the retailer may influence the next purchase. Consequently, perceived quality, brand image, promotions and trust can be understood as interconnected influences within the consumer decision process.
The theory is particularly useful for the present study because it allows the four independent variables to be considered together rather than as isolated determinants. However, a limitation is that broad consumer behaviour theory does not necessarily predict the relative importance of specific factors in a particular supermarket context. Primary research is therefore required to establish how these factors are perceived by Sainsbury's customers.
[bookmark: _Toc240996516]2.2.3 Engel–Kollat–Blackwell Model
The Engel–Kollat–Blackwell (EKB) model conceptualises consumer decision-making as a process involving problem recognition, information search, evaluation of alternatives, purchase and post-purchase outcomes (Engel, Blackwell and Miniard, 1995). The model is particularly relevant to supermarket purchasing because consumers may recognise a need, compare retailers, evaluate products and promotions, select a supermarket and subsequently evaluate their shopping experience.
The model also helps explain why consumer buying decisions cannot be attributed to a single factor. For example, product quality may influence evaluation of alternatives, promotional activities may influence the purchase stage, and trust may affect both retailer selection and post-purchase evaluation. Brand image can operate throughout the process by influencing consumers' initial perceptions of a retailer and reducing uncertainty.
Nevertheless, the EKB model can be considered relatively linear compared with contemporary shopping behaviour. Digital platforms allow consumers to move continuously between searching, comparing, purchasing and reviewing products. Verhoef, Kannan and Inman (2015) argue that the development of omnichannel retailing has blurred traditional distinctions between physical and digital shopping channels. Thus, the EKB model remains useful for conceptualising decision-making but needs to be considered within the contemporary, interconnected retail environment.
Critical theoretical perspective
Taken together, TPB, Consumer Behaviour Theory and the EKB model provide complementary explanations. TPB emphasises intention and perceived control, Consumer Behaviour Theory highlights psychological and marketing influences, while the EKB model explains the stages of decision-making. No single framework fully captures contemporary supermarket purchasing. Therefore, combining these perspectives provides a stronger foundation for examining how perceived product quality, brand image, promotional activities and customer trust contribute to consumer buying decisions towards Sainsbury's.
[bookmark: _Toc240996517]2.3 Consumer Behaviour in the UK Grocery Retail Market
The UK grocery market provides an important context for examining consumer buying decisions because consumers have access to a wide range of competing retailers with different value propositions. The market includes large full-range supermarkets such as Tesco and Sainsbury's, alongside Asda and Morrisons, premium retailers such as Waitrose and M&S, and discount retailers including Aldi and Lidl. The growth of discount supermarkets has intensified competitive pressure on established retailers. The UK Food Security Report notes that Aldi and Lidl increased their market shares substantially over the last decade, challenging the position of larger retailers. 
This competition has made consumer behaviour increasingly value-oriented. The Competition and Markets Authority (CMA) found that consumers have been shopping around to obtain better deals and that lower-price retailers have gained market share. However, value should not be interpreted as price alone. Consumers may consider quality, convenience, range, brand reputation and shopping experience when deciding which retailer provides the best overall value.
Cost-of-living pressures have increased the importance of perceived value. Although grocery price inflation has fallen from its previous peak, the CMA noted that grocery prices remained substantially higher than before the period of inflation, continuing to affect household purchasing decisions. This creates a challenging environment for supermarkets because consumers may become more price-sensitive while still expecting quality and convenience.
Sainsbury's response demonstrates how these different consumer expectations are being incorporated into business strategy. Its current strategy focuses on a combination of value, quality, availability and service. The company has invested heavily in prices and expanded Aldi Price Match alongside Nectar Prices and personalised Your Nectar Prices. This suggests that Sainsbury's is not attempting to compete solely through low prices but rather through a combination of functional and relational value.
The growth of digital shopping has further changed consumer behaviour. Consumers can increasingly compare prices, access personalised offers and purchase groceries through online channels. Sainsbury's reported continued growth in online grocery sales and investment in its digital customer journey, including personalised recommendations and digital Nectar services. This illustrates how contemporary consumer behaviour is becoming increasingly omnichannel.
Consequently, supermarket choice should be understood as a multidimensional decision. Consumers may choose Sainsbury's because they perceive its products to be high quality, its brand trustworthy, its promotions attractive or its shopping experience convenient. These considerations provide the basis for examining the four variables selected for this dissertation.
[bookmark: _Toc240996518]2.4 Perceived Product Quality
Perceived product quality refers to consumers' overall judgement of the excellence or superiority of a product rather than an objective assessment of technical characteristics (Zeithaml, 1988). This distinction is important because quality is ultimately interpreted through consumer perceptions. Two consumers may evaluate the same product differently depending on their expectations, previous experiences and personal preferences.
Within grocery retailing, perceived quality can include freshness, taste, reliability, appearance, product range, packaging and consistency. Consumers may also use brand reputation and previous experiences as indicators of expected quality. Kotler and Keller (2016) argue that perceived quality contributes to customer satisfaction and loyalty because consumers are more likely to return when their expectations are consistently met.
Empirical research provides support for a relationship between quality perceptions and purchasing behaviour. Konuk (2019), for example, found that perceived food quality positively influences satisfaction and purchase intentions. This is particularly relevant to supermarkets because grocery products are purchased frequently and consumers often rely on previous experiences when selecting retailers.
Sainsbury's provides a useful business context for this relationship. The company explicitly positions quality as part of its competitive proposition and has invested in product innovation and own-brand ranges. Its 2025 reporting highlighted the introduction of more than 1,300 new products, including more than 600 products in its premium Taste the Difference range. In addition, Sainsbury's has reported improvements in food availability and continued investment in fresh food. 
These practices demonstrate how product quality can be converted from an abstract marketing concept into a tangible business strategy. However, Sainsbury's business claims should not automatically be interpreted as evidence that quality causes consumer purchasing. The company's own reporting describes its strategic objectives and outcomes, whereas independent consumer research is required to establish how customers actually perceive quality.
There is also evidence that quality is not always the dominant factor in purchasing decisions. Solomon (2020) argues that consumers frequently balance quality against price, convenience and other situational considerations. During periods of economic pressure, consumers may accept lower perceived quality if the price difference is sufficiently attractive. The growth of Aldi and Lidl illustrates this broader competitive challenge, as discount retailers have gained market share by appealing to value-conscious consumers. 
This creates an important debate. One perspective treats product quality as a fundamental driver of satisfaction and loyalty, while another suggests that quality only creates value when consumers perceive it to be worth the price paid. Zeithaml's (1988) conceptualisation is useful here because perceived value results from the relationship between perceived benefits and perceived costs. Therefore, high quality may increase purchase intention, but the effect may depend on consumers' assessment of overall value.
For Sainsbury's, this issue is particularly important because its strategy attempts to combine quality with affordability. Its Taste the Difference range represents a premium quality proposition, while Aldi Price Match and Nectar Prices address value-conscious customers. The coexistence of these strategies indicates that product quality and price perceptions are not necessarily competing concepts; instead, consumers may evaluate whether the retailer provides an acceptable balance between the two.
Overall, the literature suggests that perceived product quality is likely to influence consumer buying decisions, but its effect should not be considered independently. Quality perceptions may strengthen brand image, increase trust and contribute to perceptions of value. The present study therefore examines perceived product quality as one of several factors influencing buying decisions towards Sainsbury's.
Perceived product quality appears to be an important determinant of consumer behaviour, particularly in food retailing. However, evidence suggests that quality operates within a broader value assessment. This supports the need to examine its influence alongside brand image, promotional activities and customer trust.
[bookmark: _Toc240996519]2.5 Brand Image
Brand image refers to the perceptions and associations held by consumers about a particular brand (Keller, 1993). It represents how consumers mentally interpret the brand based on its reputation, communication, experiences and associations. Aaker (1996) similarly argues that strong brands create valuable associations that can differentiate an organisation from competitors.
In supermarket retailing, brand image can encompass perceptions of quality, value, reliability, ethical behaviour, convenience and customer service. Because consumers often face numerous alternatives with similar product ranges, brand image can act as a simplifying mechanism. Rather than evaluating every product or service characteristic independently, consumers may rely on their overall perception of the retailer.
Keller's (1993) customer-based brand equity framework suggests that strong brand knowledge can create favourable, strong and unique associations in consumers' minds. These associations may increase preference and influence purchasing. From this perspective, a positive supermarket brand image can reduce uncertainty and make the retailer more attractive compared with competitors.
Sainsbury's provides an appropriate example because its current strategic positioning attempts to differentiate the company through a combination of food quality, value and service. The company describes its business model around its food heritage and reputation for value, quality and service. Its current strategy also aims to make Sainsbury's the UK's first choice for food. 
However, a critical issue is whether brand image alone is sufficient to influence buying decisions. A strong reputation may encourage initial preference, but repeated purchasing depends partly on whether actual experiences meet expectations. Rather (2021) highlights the importance of customer experience and trust in developing customer loyalty. This suggests that brand image and customer experience are interconnected rather than separate influences.
There is also an important competitive dimension. Sainsbury's brand image exists within a market where Tesco has a strong loyalty proposition, while Aldi and Lidl have developed distinctive associations around low prices and value. Therefore, a supermarket cannot simply possess a positive image; it must have a differentiated image that matters to consumers.
The relationship between brand image and product quality is also important. Consumers may associate a strong brand with higher quality, but the reverse can also occur: repeated positive product experiences may strengthen perceptions of the brand. This means that brand image may operate as both an antecedent and an outcome of consumer experiences.
Sainsbury's premium own-brand strategy illustrates this relationship. Its Taste the Difference range is positioned around quality and innovation, and the company reports strong growth in the range. Such business activity can reinforce associations between Sainsbury's and quality. Nevertheless, company performance data cannot establish whether individual consumers select Sainsbury's because of these associations.
Therefore, the literature supports a positive relationship between brand image and consumer buying decisions, but the strength of this relationship is likely to depend on other factors. A favourable image may attract consumers, while quality, promotions and trust determine whether that preference translates into actual purchasing and repeat behaviour.
Brand image provides consumers with a simplified evaluation of the retailer and can reduce uncertainty and differentiate Sainsbury's from competitors. However, its influence is unlikely to operate independently because consumers compare brand perceptions with actual experiences, quality, value and trust.
[bookmark: _Toc240996520]2.6 Promotional Activities
Promotional activities refer to marketing communications and incentives designed to encourage consumers to purchase products or engage more strongly with a retailer. In grocery retailing, common promotional tools include price discounts, multi-buy offers, loyalty schemes, personalised promotions and digital coupons (Kotler and Keller, 2016).
Promotions can influence buying decisions by increasing perceived value. Chandon, Wansink and Laurent (2000) argue that sales promotions provide both utilitarian and hedonic benefits. Price reductions can create economic benefits, while promotional opportunities may also generate excitement or encourage consumers to experiment with products.
This is particularly relevant to supermarkets because consumers purchase groceries frequently and can easily compare competing offers. Promotional activities can therefore influence both store choice and product choice. Sainsbury's current strategy provides a strong practical example. The company combines Aldi Price Match with Nectar Prices and personalised Your Nectar Prices. In its 2025 reporting, Sainsbury's stated that Nectar Prices covered more than 9,000 offers and that customers saved more than £2 billion through Nectar Prices during the year. 
The business case illustrates the increasing integration of promotions and customer data. Rather than relying only on traditional mass discounts, personalised promotions allow retailers to target consumers according to purchasing behaviour. Sainsbury's has reported expanding personalised Nectar offers through online and SmartShop channels. This represents a shift from traditional promotion towards data-driven retail marketing.
However, promotional activity has limitations. Frequent discounts may encourage consumers to become increasingly price-sensitive and may weaken the perceived value of products at their normal price. Furthermore, consumers may become dependent on promotions and switch retailers when a competitor provides a stronger offer. Therefore, promotional effectiveness should not be equated with long-term loyalty.
The CMA's investigation of loyalty pricing provides an important contemporary business perspective. After examining approximately 50,000 grocery products, the CMA found little evidence that loyalty promotions systematically inflated normal prices to create misleading savings. It also found that members of loyalty schemes could generally obtain genuine savings from loyalty-priced products. This evidence strengthens the argument that loyalty promotions can provide real economic value, while also demonstrating why transparency is important.
At the same time, the CMA identified consumer concerns regarding loyalty pricing and the use of personal data. This introduces a connection between promotions and customer trust. A personalised offer may increase perceived value, but if consumers are uncomfortable with data collection or believe pricing is unfair, the promotional strategy may have negative consequences.
Sainsbury's Nectar strategy therefore demonstrates the complex nature of promotional activities. The programme can provide financial benefits, encourage engagement and generate personalised offers, while also requiring consumers to trust the retailer with purchasing data. Sainsbury's reports that more than one million customers use personalised savings each week through Your Nectar Prices, illustrating the scale of this strategy. 
Promotions can also interact with brand image. If consumers perceive promotions as evidence that a supermarket provides good value, the retailer's value-oriented brand image may be strengthened. Conversely, excessive discounting may undermine a premium image. Sainsbury's attempt to combine Nectar Prices and Aldi Price Match with premium Taste the Difference products demonstrates this balancing act. 
Promotional activities can stimulate purchasing by increasing perceived value and providing financial incentives. However, their long-term effectiveness depends on transparency, relevance and their compatibility with the retailer's broader brand positioning. The Sainsbury's case demonstrates the movement from general discounts towards personalised and loyalty-based promotion.
[bookmark: _Toc240996521]2.7 Customer Trust
Customer trust refers to consumers' confidence that a company is reliable, honest and capable of fulfilling its promises (Morgan and Hunt, 1994). Trust is particularly important in retail relationships because consumers often cannot fully evaluate a product or service before purchasing it. Trust therefore reduces perceived risk and provides confidence in the retailer.
Morgan and Hunt's (1994) commitment-trust theory identifies trust as a central element in developing successful long-term relationships. When customers believe that a company is dependable and acts in their interests, they are more likely to maintain the relationship. In supermarket retailing, trust can relate to product quality, pricing accuracy, promotional fairness, customer service and the responsible handling of personal information.
This has become increasingly relevant in the UK grocery sector. The CMA's review of loyalty pricing demonstrates that consumer trust is connected to pricing transparency. The regulator investigated whether loyalty pricing practices could mislead consumers and concluded that loyalty-priced products generally represented genuine savings. This suggests that transparent promotional practices can help protect consumer confidence.
Trust can also be influenced by corporate reputation. Consumers increasingly encounter information about retailers' sustainability, sourcing and ethical practices. Corporate claims about sustainability may therefore influence perceptions of whether a retailer is trustworthy. However, consumers may distinguish between corporate communication and actual business performance. Trust is consequently difficult to build through communication alone.
Sainsbury's current business strategy provides several examples of trust-related practices. The company emphasises responsible sourcing, sustainability and relationships with suppliers, while its Plan for Better strategy addresses longer-term food-system resilience. Its current reporting also highlights investments in British and Irish agriculture and efforts to improve food quality and availability. These initiatives can potentially strengthen perceptions of corporate responsibility, although consumer perceptions must be empirically established rather than assumed.
Trust also interacts with digital retailing. Personalised promotions require consumers to allow retailers to collect and use information about purchasing behaviour. The CMA specifically considered consumer concerns about the use of personal data during its loyalty pricing investigation. Thus, the same technology that increases promotional relevance can create concerns about privacy.
Rather (2021) demonstrates the relationship between customer experience, trust and loyalty, suggesting that positive experiences can strengthen trust and subsequently contribute to customer loyalty. This supports the argument that trust should not be treated as simply a corporate reputation variable. It can emerge through repeated interactions between consumers and retailers.
Nevertheless, trust does not necessarily guarantee purchase. Consumers may trust a retailer but still choose a competitor because of lower prices, better convenience or stronger promotions. Similarly, a promotional offer may encourage a one-off purchase without generating genuine trust. Customer trust should therefore be understood as an important relational factor that operates alongside more functional determinants.
For Sainsbury's, this relationship is particularly relevant because its strategy seeks to combine value, quality and service with customer loyalty. The company reported increased loyalty and a growing number of primary customers in its recent annual reporting. However, corporate reporting cannot establish the extent to which trust independently contributes to these outcomes. This provides a clear justification for examining customer trust through primary consumer research.
Trust reduces perceived risk and supports longer-term retailer relationships. Contemporary grocery retailing makes trust increasingly important because consumers evaluate pricing transparency, data use, sustainability and service. However, trust is unlikely to operate independently of quality, brand and promotional value.
[bookmark: _Toc240996522]2.8 Consumer Buying Decision
Consumer buying decision refers to the process through which consumers choose whether, where and what to purchase after evaluating available alternatives. Kotler and Keller (2016) conceptualise purchasing as part of a broader process involving need recognition, information search, evaluation of alternatives, purchase and post-purchase behaviour. The EKB model similarly emphasises the stages through which consumers move before and after purchase (Engel, Blackwell and Miniard, 1995).
In supermarket retailing, buying decisions can occur at several levels. Consumers may decide which supermarket to visit, which products to purchase and whether to return to the same retailer. Store choice can therefore be influenced by the overall retailer proposition rather than a single product.
Product quality is likely to influence buying decisions because consumers want reliable and satisfactory products. Konuk (2019) provides evidence that perceived food quality is associated with purchase intention. However, consumers may trade off quality against price and convenience, particularly under economic pressure.
Brand image can influence buying decisions by creating familiarity and reducing uncertainty (Keller, 1993). A consumer who associates Sainsbury's with quality and reliability may be more likely to consider it when selecting a supermarket. Yet brand preference must be supported by actual experiences if it is to produce repeat purchasing.
Promotional activities can have a more immediate influence. Discounts and personalised offers may provide a direct financial incentive to purchase. Sainsbury's extensive use of Nectar Prices and personalised promotions illustrates how promotions can influence the retailer selection process. However, the temporary nature of promotional incentives means that their impact may differ from the longer-term influence of trust or brand image.
Customer trust may influence both initial and repeat purchasing. Consumers who believe that a retailer is reliable and fair may perceive lower risk and become more willing to maintain the relationship. Rather (2021) suggests that trust is associated with customer loyalty, supporting its relevance to repeat purchasing.
Contemporary buying decisions are also increasingly omnichannel. Consumers can browse products online, compare prices, use loyalty applications and then purchase either online or in-store. Sainsbury's investment in online grocery and integrated digital services illustrates this changing behaviour. Consequently, traditional models of supermarket choice need to account for digital convenience and personalised retail experiences.
Overall, consumer buying decisions should be understood as the outcome of multiple interacting evaluations. The present research therefore does not assume that one factor alone determines whether consumers choose Sainsbury's. Instead, it investigates how perceived product quality, brand image, promotional activities and customer trust collectively relate to consumer buying decisions.
Consumer buying decisions are multidimensional and may involve functional, psychological and relational evaluations. The literature supports examining the four selected variables together because each can influence a different aspect of supermarket choice and purchasing behaviour.
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The academic literature becomes more meaningful when considered alongside actual developments in the UK grocery industry. Sainsbury's provides a particularly useful case because its current strategy explicitly combines several of the variables examined in this study.
Sainsbury's Nectar strategy
Sainsbury's Nectar programme provides a strong example of the interaction between promotional activities, customer data, trust and buying behaviour. Nectar Prices provides loyalty-linked discounts, while Your Nectar Prices introduces personalised offers. Sainsbury's reported that Nectar Prices had more than 9,000 offers and that personalised savings were being used by more than one million customers each week in 2025. 
From a consumer behaviour perspective, the strategy may influence purchasing by increasing perceived value and making offers more personally relevant. However, it also raises questions about privacy and trust. The CMA's investigation demonstrates that loyalty pricing has become an important issue within UK grocery retailing. 
Sainsbury's quality strategy
Sainsbury's own-brand and premium ranges provide an example of how product quality can form part of competitive positioning. The company reports that Taste the Difference is a key component of its premium food proposition and that sales have grown substantially. This demonstrates how quality can be used not merely as a product attribute but as part of a retailer's brand strategy.
Aldi Price Match and value competition
Sainsbury's expansion of Aldi Price Match illustrates the competitive pressure created by discount supermarkets. Sainsbury's has invested significantly in price competitiveness while simultaneously maintaining premium ranges. The strategy suggests that consumers may not make a simple choice between “quality” and “low price”; instead, supermarkets increasingly attempt to provide both.
Online grocery and omnichannel behaviour
Sainsbury's growth in online grocery sales and investment in digital services demonstrates how shopping behaviour has moved beyond traditional store-based purchasing. This supports the literature suggesting that contemporary consumer decision-making is increasingly omnichannel.
These cases demonstrate that the four research variables are not merely theoretical constructs. They are reflected in actual strategic decisions made by Sainsbury's and its competitors. However, business evidence primarily demonstrates what retailers are attempting to achieve. It does not establish how consumers perceive these strategies. This distinction reinforces the importance of the primary survey used in this dissertation.
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The literature demonstrates that consumer buying decisions towards supermarkets are influenced by several interconnected factors rather than one isolated variable. Perceived product quality provides functional value, brand image provides symbolic and reputational value, promotional activities provide immediate economic incentives, and customer trust reduces perceived risk.
The four variables also interact. High product quality may strengthen brand image because repeated positive experiences can create favourable brand associations. A strong brand image may, in turn, increase consumers' expectations of quality. Similarly, successful promotions can strengthen perceptions of value, although excessive reliance on discounts may weaken long-term loyalty.
Promotional activities have a particularly complex relationship with trust. Personalised promotions can increase relevance and perceived value, but they require consumers to accept the collection and use of personal information. The CMA's findings on loyalty pricing demonstrate that transparency and genuine savings are important for maintaining consumer confidence. 
Trust also interacts with brand image. A reputable brand may initially generate trust, but continued trust depends on actual experiences. Therefore, brand image and trust should not be treated as identical concepts. Brand image concerns what consumers associate with the retailer, whereas trust concerns whether consumers believe the retailer is reliable and acts appropriately.
The Sainsbury's case illustrates these interactions particularly clearly. Its current strategy combines quality, value, loyalty and service, while its digital transformation increasingly integrates personalised promotions with customer data. This integrated strategy reflects the multidimensional nature of modern consumer behaviour.
However, the literature does not establish a consistent hierarchy among the four factors. Some research emphasises quality and perceived value, while relationship marketing literature highlights trust and loyalty. Promotional research tends to identify stronger short-term effects, whereas brand image and trust may have longer-term effects. These differences suggest that the relative importance of each factor may depend on the retail context and consumer characteristics.
This dissertation therefore adopts an integrated perspective. Rather than assuming that one determinant dominates consumer buying behaviour, it investigates how the four factors relate to consumers' decisions towards Sainsbury's. This approach is consistent with the EKB model's multidimensional understanding of decision-making and complements TPB by considering the factors that shape consumer evaluations and intentions.
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Although substantial literature exists on consumer buying behaviour, several gaps remain.
First, a contextual gap exists. Much consumer behaviour research examines retailing broadly or considers multiple supermarket brands. Consequently, findings cannot automatically be transferred to Sainsbury's because each retailer has a distinctive brand proposition, loyalty programme and competitive position.
Second, an integration gap exists. Existing literature provides evidence for relationships between individual variables and purchasing behaviour, but fewer studies examine perceived product quality, brand image, promotional activities and customer trust collectively within one research framework. Examining the variables together is important because consumers are likely to evaluate several characteristics simultaneously.
Third, a contemporary market gap exists. The UK grocery sector has changed substantially through cost-of-living pressures, the expansion of discount retailers, personalised loyalty pricing and digital shopping. The CMA's recent work demonstrates the importance of loyalty pricing and consumer perceptions of value and fairness within the current market. Sainsbury's own strategic developments, including personalised Nectar Prices, Aldi Price Match and digital grocery services, further demonstrate how quickly the retail environment is changing. 
Fourth, an evidence gap exists between business strategy and consumer perception. Sainsbury's corporate reporting provides evidence of its strategic priorities and reported business outcomes, but these reports do not independently establish why individual consumers choose Sainsbury's. Primary consumer evidence is therefore required.
The present dissertation addresses these gaps by examining the influence of four factors on consumer buying decisions towards Sainsbury's using primary survey evidence alongside an extended review of academic and business literature.
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Based on the literature reviewed, the proposed conceptual framework identifies four independent variables that are expected to influence the dependent variable, consumer buying decision towards Sainsbury's.
Figure 2.1: Conceptual Framework

Note: The four independent variables are conceptually presented as separate predictors of consumer buying decisions; the vertical arrangement does not imply that one variable causes another.
The framework is derived from the theoretical and empirical literature reviewed in this chapter. Perceived product quality represents consumers' evaluation of product excellence and reliability (Zeithaml, 1988). Brand image represents consumers' associations and perceptions of Sainsbury's (Keller, 1993). Promotional activities represent financial and loyalty-based incentives that may increase perceived value (Chandon, Wansink and Laurent, 2000). Customer trust represents consumers' confidence in the reliability and integrity of the retailer (Morgan and Hunt, 1994).
Consumer buying decision is the dependent variable because the study seeks to understand whether these factors influence consumers' decisions to purchase from Sainsbury's. The framework therefore provides a direct link between the literature review, the research questions and the primary questionnaire.
The framework also reflects the central argument of this dissertation: supermarket choice is multidimensional. Consumers may consider functional benefits, symbolic associations, economic incentives and relational confidence simultaneously. The primary research will therefore examine consumer perceptions of each variable and assess how these factors relate to their buying decisions towards Sainsbury's.
[bookmark: _Toc240996527]2.13 Chapter Summary
This chapter critically reviewed the theoretical, academic and business literature relevant to consumer buying decisions towards Sainsbury's. TPB, Consumer Behaviour Theory and the EKB model were examined and found to provide complementary but incomplete explanations of supermarket purchasing behaviour. The chapter subsequently examined the UK grocery market and demonstrated the increasing importance of value, quality, loyalty, digitalisation and competition.
Four key determinants were then critically reviewed: perceived product quality, brand image, promotional activities and customer trust. The literature indicates that each can influence consumer buying decisions, but their effects are interconnected and may vary according to consumer circumstances and retail context. Sainsbury's current strategies, including Nectar Prices, Aldi Price Match, premium own-brand products and digital grocery services, demonstrate the practical relevance of these factors. 
The review identified contextual, integration, contemporary and evidence gaps, providing justification for the present research. Finally, the conceptual framework established the proposed relationship between the four independent variables and consumer buying decisions towards Sainsbury's. The next chapter explains how the literature was systematically reviewed and how primary survey data will be collected to investigate these relationships.
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This chapter explains the methodology adopted to investigate the factors influencing consumer buying decisions towards Sainsbury’s in the UK grocery retail market. In line with the research objectives and the supervisor’s guidance, the study combines a structured literature review with primary quantitative research. The first part explains how relevant academic and business literature was identified, selected and reviewed. The second part describes the primary survey used to obtain consumers’ views regarding perceived product quality, brand image, promotional activities, customer trust and buying decisions.
The methodological choices are intended to ensure that the research is systematic, transparent and appropriate to the research questions. The literature review provides the theoretical and business context for the study, while the questionnaire provides contemporary primary evidence from Sainsbury’s consumers. The chapter therefore covers the literature-search process, PRISMA, research philosophy, approach, research design, sampling, questionnaire development, data collection, data analysis and ethical considerations. Research-method decisions are guided primarily by Saunders, Lewis and Thornhill (2023), while the literature-review reporting process follows PRISMA 2020 (Page et al., 2021). 
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[bookmark: _Toc240996531]3.2 Literature Review Approach
The literature review adopts an extended structured literature review approach. Rather than relying on a small number of conveniently selected sources, the study uses a planned search and selection process to identify relevant academic literature concerning consumer behaviour and the four research variables: perceived product quality, brand image, promotional activities and customer trust.
A structured approach is appropriate because it improves transparency and allows the researcher to explain how sources were identified and selected. A literature review should not simply summarise previous studies; it should critically evaluate existing knowledge, identify similarities and contradictions and establish gaps that justify the current research. The review therefore considers both academic evidence and relevant business and industry sources relating to the UK grocery retail market.
The literature search focuses primarily on recent research while retaining influential earlier theories and foundational studies where necessary. This is important because concepts such as brand equity, consumer trust and planned behaviour are based on established theoretical work that remains relevant to contemporary consumer research. The review also considers Sainsbury’s and wider UK supermarket developments to connect academic findings with real business practice.
[bookmark: _Toc240996532]3.3 Search Strategy
A systematic search strategy was developed to identify literature relevant to the research objectives and questions. Academic databases including Scopus, Web of Science, ScienceDirect and Emerald were considered primary sources because they provide access to peer-reviewed research in business, marketing and consumer behaviour. Google Scholar was also used to identify additional academic publications and trace highly cited studies.
The search used combinations of keywords related to the research topic. These included:
· “Sainsbury’s” 
· “consumer buying behaviour” 
· “consumer purchase decision” 
· “consumer buying decision” 
· “perceived product quality” 
· “brand image” 
· “brand equity” 
· “sales promotion” 
· “promotional activities” 
· “customer trust” 
· “UK grocery retail” 
· “supermarket consumer behaviour” 
Boolean operators such as AND and OR were used to improve the relevance of search results. For example, searches included combinations such as “Sainsbury’s” AND “consumer buying behaviour”, “brand image” AND “purchase intention”, and “sales promotion” AND “UK grocery”. Similar keyword combinations were used for the other variables.
The search focused mainly on literature published between 2015 and 2025 to capture contemporary developments in consumer behaviour and the grocery sector. However, important foundational studies published before 2015 were retained where they provided essential theoretical concepts, such as Ajzen’s (1991) Theory of Planned Behaviour, Keller’s (1993) work on brand equity and Morgan and Hunt’s (1994) commitment-trust theory.
In addition to journal articles, relevant academic books, industry reports and company publications were considered where they provided useful information about the UK grocery market and Sainsbury’s business practices. However, company and industry sources were used primarily for contextual and practical evidence rather than as substitutes for peer-reviewed academic research.
[bookmark: _Toc240996533]3.4 Inclusion and Exclusion Criteria
Clear inclusion and exclusion criteria were established to ensure that the literature remained relevant to the research questions. The criteria helped reduce irrelevant material and maintain consistency during the screening process.
	Inclusion Criteria
	Exclusion Criteria

	Published mainly between 2015–2025
	Studies published before 2015 unless theoretically significant

	Peer-reviewed academic journal articles
	Non-academic blogs and unreliable websites

	Research relating to consumer behaviour
	Research unrelated to consumer behaviour

	Studies concerning product quality
	Studies focused on unrelated product sectors

	Studies concerning brand image/equity
	Articles with no relevance to branding or consumer decisions

	Studies concerning promotional activities
	Promotional research unrelated to consumer behaviour

	Studies concerning customer trust
	Studies unrelated to retail/customer relationships

	Research relevant to grocery/supermarket retail
	Research focused on unrelated industries without transferable relevance

	English-language publications
	Publications in languages not accessible to the researcher

	Relevant UK/retail evidence
	Sources lacking sufficient relevance to the research objectives


The inclusion criteria were designed to ensure that selected studies directly contributed to understanding the research variables or the wider UK grocery retail context. Nevertheless, influential older publications were retained where their theoretical contribution was essential. This approach avoids excluding foundational theories simply because they were published before the selected contemporary period.
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The literature selection process is informed by the Preferred Reporting Items for Systematic Reviews and Meta-Analyses (PRISMA) 2020 framework. PRISMA provides guidance for transparently reporting how literature is identified, screened, assessed for eligibility and ultimately included in a review (Page et al., 2021). The framework includes a structured flow diagram showing the stages through which records pass during the review process. 
For this dissertation, the PRISMA process will consist of four broad stages:
Identification: Relevant records will be identified through database searches using the selected keywords and combinations.
Screening: Duplicate records and clearly irrelevant publications will be removed. Titles and abstracts will then be reviewed against the research topic.
Eligibility: Potentially relevant full-text articles will be examined against the inclusion and exclusion criteria.
Included: Studies that meet the criteria and contribute meaningfully to the research objectives will be retained for the final literature review.
A PRISMA flow diagram will be included in the final dissertation to demonstrate this process. The numerical values in the diagram will be based on the actual search and screening results recorded during the literature review rather than estimated figures. PRISMA 2020 specifically supports transparent reporting of the identification, selection and inclusion of studies. 
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This study adopts a positivist research philosophy. Positivism assumes that research can investigate observable phenomena through systematic collection and analysis of empirical evidence (Saunders, Lewis and Thornhill, 2023). It is particularly suitable for research that seeks to examine relationships between measurable variables.
The present study investigates whether perceived product quality, brand image, promotional activities and customer trust influence consumer buying decisions towards Sainsbury’s. These concepts can be operationalised through questionnaire statements and measured using respondents’ levels of agreement. A positivist position therefore provides an appropriate basis for collecting standardised responses and identifying patterns in consumers’ perceptions.
The approach also helps maintain consistency because all respondents are presented with the same questions and response options. This reduces the influence of the researcher’s personal interpretation during data collection. Saunders, Lewis and Thornhill (2023) identify positivism as one of the established philosophical positions used in business research, particularly where researchers seek to examine observable relationships systematically. 
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The study adopts a deductive research approach. Deduction begins with existing theory and literature and uses these foundations to develop propositions or hypotheses that can subsequently be examined using empirical evidence (Saunders, Lewis and Thornhill, 2023).
The research framework has been developed from existing literature concerning consumer behaviour, product quality, brand image, promotional activities and customer trust. Based on this literature, the study examines the following proposed relationships:
· Perceived product quality → Consumer buying decision 
· Brand image → Consumer buying decision 
· Promotional activities → Consumer buying decision 
· Customer trust → Consumer buying decision 
The questionnaire will therefore collect primary evidence to determine whether respondents’ perceptions are consistent with the relationships identified in previous research. A deductive approach is appropriate because the study is not attempting to develop an entirely new theory; rather, it applies established concepts to the specific context of Sainsbury’s.
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The study uses a quantitative, cross-sectional survey design. Quantitative research is appropriate where information can be represented numerically and collected in a standardised manner (Creswell and Creswell, 2018). In this study, respondents’ perceptions of the research variables will be measured using closed-ended questionnaire statements.
A cross-sectional design means that data will be collected from respondents during a particular period rather than repeatedly over an extended period. This design is appropriate because the study aims to examine current consumer perceptions of Sainsbury’s rather than changes in behaviour over several years.
The survey design is also practical for the scope of the dissertation. An online questionnaire allows responses to be collected efficiently from consumers who have experience of shopping at Sainsbury’s. It also ensures that each respondent receives the same questions, improving consistency across the dataset.
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The target population consists of adult consumers in the UK who have previously shopped at Sainsbury’s. This population has been selected because respondents need to have direct or recent experience with the retailer in order to provide meaningful views about product quality, brand image, promotional activities, customer trust and buying decisions.
Due to the limited time and resources available for the dissertation, convenience sampling will be used. Convenience sampling is a non-probability technique in which participants are selected according to their accessibility and willingness to participate (Saunders, Lewis and Thornhill, 2023). Although this approach limits the generalisability of the findings compared with probability sampling, it is appropriate for a small-scale dissertation where access to the complete population of Sainsbury’s customers is not available.
The study obtained 58 valid responses for the analysis. Although more responses were received through the online questionnaire, 58 responses were selected for the present dissertation in accordance with the planned sample size. All selected respondents met the eligibility criteria of being aged 18 or above and having previously purchased groceries from Sainsbury’s. The sample is intended to provide exploratory evidence about consumer perceptions rather than represent the entire UK Sainsbury’s customer population statistically. The limitations associated with the sample size will be acknowledged when interpreting the findings.
Inclusion criteria
Participants must:
1. Be aged 18 years or above. 
2. Currently live in the UK. 
3. Have previously shopped at Sainsbury’s. 
4. Be willing to participate voluntarily. 
5. Provide informed consent. 
Exclusion criteria
Participants will be excluded if they:
1. Are under 18 years of age. 
2. Have never shopped at Sainsbury’s. 
3. Do not provide consent. 
4. Submit incomplete or unusable responses. 
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Primary data will be collected using a structured online questionnaire created through Google Forms. The questionnaire has been designed directly around the research objectives and questions to ensure that the collected information is relevant to the research framework.
The questionnaire will contain six sections.
Section A – Demographic and Shopping Information
This section will collect basic information about respondents and their shopping relationship with Sainsbury’s. Questions will cover:
· Age group 
· Gender 
· Frequency of shopping at Sainsbury’s 
· Length of experience with Sainsbury’s 
· Main shopping method, where relevant 
These questions will help describe the characteristics of the sample.
Section B – Perceived Product Quality
This section will measure respondents’ perceptions of the quality of Sainsbury’s products, including consistency, freshness, reliability and range.
Section C – Brand Image
This section will examine perceptions of Sainsbury’s brand reputation, identity, reliability and overall image compared with competing supermarkets.
Section D – Promotional Activities
This section will examine the influence of discounts, Nectar offers, personalised promotions, loyalty rewards and other promotional activities on respondents’ shopping decisions.
Section E – Customer Trust
This section will assess whether consumers perceive Sainsbury’s as reliable, honest, transparent and capable of meeting customer expectations.
Section F – Consumer Buying Decision
This section will examine respondents’ purchasing behaviour and intentions towards Sainsbury’s, including store choice, likelihood of purchasing, repeat purchasing and preference for Sainsbury’s.
The main variables will be measured using a five-point Likert scale:
1 = Strongly Disagree
2 = Disagree
3 = Neither Agree nor Disagree
4 = Agree
5 = Strongly Agree
Using the same response scale across the main sections will make the questionnaire straightforward for participants and allow responses to be organised consistently.
The questionnaire items will be developed from concepts identified in the literature review rather than being created without theoretical grounding. This helps ensure alignment between the literature review, conceptual framework, research questions and primary research.
[bookmark: _Toc240996541]3.11 Data Collection
Primary data were collected through an online questionnaire created using Google Forms. The questionnaire was distributed online to UK consumers who had previously shopped at Sainsbury’s. A total of 58 valid responses were selected for the analysis. Participation was voluntary and respondents were informed about the academic purpose of the study before completing the questionnaire.
Before beginning the questionnaire, participants received a short explanation of the research purpose and information about voluntary participation. They were informed that their responses are being collected solely for academic purposes.
The use of an online survey is appropriate because it allows data to be collected efficiently without requiring face-to-face contact. It also supports consistent administration because all participants receive the same questionnaire and response options.
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The questionnaire responses were organised and analysed to identify patterns and differences in respondents’ perceptions of the factors influencing consumer buying decisions towards Sainsbury’s. The analysis was kept proportionate to the scope of the dissertation and the sample size.
First, the responses were organised according to the different sections of the questionnaire. Descriptive analysis was then used to summarise the demographic characteristics of the respondents and their responses to the main research variables. Where appropriate, frequencies, percentages and average response patterns were presented using tables and charts to provide a clear overview of the findings.
The findings were subsequently considered in relation to the research questions and the academic and business literature reviewed in Chapter 2. Particular attention was given to whether respondents perceived product quality, brand image, promotional activities and customer trust as important factors influencing their buying decisions towards Sainsbury’s.
The purpose of the analysis was not to employ unnecessarily complex statistical techniques, but rather to provide a clear, systematic and meaningful interpretation of the primary survey evidence. This approach was appropriate for the scope of the dissertation and its objective of developing an understanding of consumer perceptions and buying decisions within the Sainsbury’s context.
One small point: In the final dissertation, use past tense throughout the parts of Chapter 3 describing what you actually did. Keep future tense only for things that genuinely remain to be done. Since your survey and initial analysis are already completed, past tense is the correct choice here.
[bookmark: _Toc240996543]3.13 Ethical Considerations
Ethical principles will be followed throughout the primary research process. Participation will be voluntary, and respondents will be provided with sufficient information about the purpose of the study before completing the questionnaire. Participants will be required to provide informed consent before proceeding.
The questionnaire will not request unnecessary personally identifiable information. Responses will therefore be treated as anonymous and confidential. Participants will be informed that their responses will be used only for academic purposes.
Participants will also have the right to withdraw before submitting their responses. After submission, withdrawal may not be possible where responses are anonymous and cannot be identified individually. Data collected through Google Forms will be securely stored and accessed only for the purposes of the dissertation.
The study will follow the relevant ethical requirements of the University of Wales Trinity Saint David (UWTSD) and applicable data-protection principles. Academic integrity will also be maintained by accurately reporting the collected data and acknowledging all sources used in the dissertation.
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This chapter has explained the methodology used to conduct both the structured literature review and primary survey research. The literature review follows a systematic search and selection process supported by PRISMA 2020, while the primary research adopts a positivist philosophy, deductive approach and quantitative cross-sectional survey design. Data will be collected from approximately 58 adult UK consumers who have previously shopped at Sainsbury’s through an online questionnaire. The questionnaire focuses on perceived product quality, brand image, promotional activities, customer trust and consumer buying decisions. The next chapter will present and analyse the findings obtained from the primary survey and relate them to the literature and research questions.
[bookmark: _Toc240996545]Chapter 4: Data Analysis 
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This chapter presents and interprets the findings obtained from the primary survey conducted to examine the factors influencing consumer buying decisions towards Sainsbury's in the UK grocery retail market. A total of 58 valid responses were obtained through the online questionnaire. All respondents confirmed that they were aged 18 or above and had previously purchased groceries from Sainsbury's, making their responses relevant to the research context.
The analysis focuses on four key factors identified in the research framework: perceived product quality, brand image, promotional activities and customer trust. Consumer buying decision represents the dependent variable. The questionnaire used five-point Likert-scale statements ranging from strongly disagree to strongly agree. The findings are presented using frequencies, percentages and average response patterns.
In addition to reporting the numerical findings, this chapter provides the researcher's interpretation of the patterns observed in the data. This is particularly important because the purpose of the survey was not simply to identify whether respondents agreed or disagreed with individual statements, but to understand what their responses suggest about the factors influencing their decisions to shop at Sainsbury's. The findings are therefore considered in relation to Sainsbury's current business practices and its positioning around quality, value, loyalty and customer experience. Sainsbury's itself identifies quality, value, availability and service as central elements of its current strategy.
[bookmark: _Toc240996547]4.2 Respondent Profile
Understanding the characteristics of the respondents is important because their shopping experience, frequency and demographic background may influence how they perceive Sainsbury's. The survey included 58 respondents, all of whom confirmed that they were aged 18 or above and had previously purchased groceries from Sainsbury's. Therefore, the responses were obtained from consumers with direct experience of the retailer.
[bookmark: _Toc240996548]4.2.1 Age
	Age group
	Frequency
	Percentage

	18–24
	13
	22.4%

	25–34
	38
	65.5%

	35–44
	5
	8.6%

	45–54
	0
	0.0%

	55–64
	0
	0.0%

	65 or above
	1
	1.7%

	Prefer not to say
	1
	1.7%

	Total
	58
	100%


The age distribution shows a clear concentration among respondents aged 25–34, who represented 38 respondents or 65.5% of the sample. A further 13 respondents (22.4%) were aged 18–24. Therefore, almost nine out of ten respondents were below the age of 35.
This suggests that the survey primarily captured the perceptions of younger adult consumers. This is potentially relevant to the study because younger consumers may be particularly familiar with digital shopping, online grocery services, personalised promotions and loyalty applications. However, the concentration in one age group also means that the findings should not automatically be treated as representative of all Sainsbury's customers.
[bookmark: _Toc240996549]4.2.2 Gender
	Gender
	Frequency
	Percentage

	Male
	43
	74.1%

	Female
	12
	20.7%

	Non-binary/other
	2
	3.4%

	Prefer not to say
	1
	1.7%

	Total
	58
	100%


The gender distribution was predominantly male, with 43 respondents (74.1%) identifying as male. Female respondents accounted for 12 participants (20.7%), while two respondents selected non-binary/other and one preferred not to say.
This imbalance should be considered when interpreting the findings. The results represent the views of this particular sample rather than the entire demographic profile of Sainsbury's customer base.
[bookmark: _Toc240996550]4.2.3 Employment Status
	Employment status
	Frequency
	Percentage

	Student
	19
	32.8%

	Full-time employed
	15
	25.9%

	Part-time employed
	12
	20.7%

	Self-employed
	5
	8.6%

	Unemployed
	4
	6.9%

	Prefer not to say
	2
	3.4%

	Other
	1
	1.7%

	Total
	58
	100%


Students formed the largest employment group, representing 32.8% of respondents, followed by full-time employees at 25.9% and part-time employees at 20.7%. This indicates that a substantial proportion of respondents were either students or employed on a part-time basis.
The employment profile may be relevant when considering promotional activities and value perceptions. Consumers with more limited or variable disposable income may pay greater attention to discounts, loyalty rewards and promotional offers. Nevertheless, this interpretation should be treated cautiously because household income and employment status do not necessarily determine an individual's personal grocery budget.
[bookmark: _Toc240996551]4.2.4 Shopping Frequency
	Shopping frequency
	Frequency
	Percentage

	Several times a week
	20
	34.5%

	Once a week
	14
	24.1%

	2–3 times a month
	20
	34.5%

	Once a month
	4
	6.9%

	Total
	58
	100%


The respondents demonstrated relatively frequent engagement with Sainsbury's. Twenty respondents (34.5%) reported shopping there several times a week, while another 14 (24.1%) shopped once a week. A further 20 respondents (34.5%) shopped two to three times per month.
Overall, 93.1% of respondents therefore shopped at least two to three times a month. This is important because frequent customers have repeated opportunities to evaluate product quality, promotional offers, customer service and the reliability of the retailer.
[bookmark: _Toc240996552]4.2.5 Shopping Channel
	Shopping channel
	Frequency
	Percentage

	Both in-store and online
	32
	55.2%

	In-store
	19
	32.8%

	Online
	7
	12.1%

	Total
	58
	100%


The results indicate a strong presence of omnichannel shopping behaviour. More than half of respondents (55.2%) used both Sainsbury's physical stores and online channels. A further 32.8% primarily shopped in-store, while 12.1% primarily used online shopping.
This finding is particularly significant for Sainsbury's because the company increasingly seeks to serve customers across different shopping channels. Sainsbury's reports that its grocery strategy covers supermarkets, convenience stores and online grocery, reflecting its objective of serving customers according to how they choose to shop.
[bookmark: _Toc240996553]4.2.6 Overall Interpretation of the Respondent Profile
Overall, the sample consisted mainly of younger adult consumers with relatively frequent experience of shopping at Sainsbury's. The majority also used both online and physical channels. Therefore, the respondents were generally sufficiently familiar with Sainsbury's to provide informed perceptions of its products, brand, promotions and trustworthiness.
However, the strong concentration of respondents aged 25–34 and the predominance of male participants mean that the results should be interpreted as findings from the 58 surveyed consumers, rather than as a statistically representative picture of the whole UK Sainsbury's customer population.
[bookmark: _Toc240996554]4.3 Perceived Product Quality
This section addresses Research Question 1 (RQ1): How does perceived product quality influence consumer buying decisions towards Sainsbury's?
The survey results demonstrate a consistently positive perception of Sainsbury's product quality. Across all six product-quality statements, agreement was substantially higher than disagreement.
	Statement
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree
	Mean

	Sainsbury's offers good-quality grocery products
	2
	1
	2
	42
	11
	4.02

	Product quality is consistent
	2
	1
	4
	46
	5
	3.88

	Sainsbury's provides a good range of quality products
	1
	1
	4
	46
	6
	3.95

	Satisfied with freshness and quality
	3
	0
	4
	45
	6
	3.88

	Quality meets expectations
	3
	1
	4
	47
	3
	3.79

	Perceived quality influences shopping decision
	3
	1
	3
	42
	9
	3.91


The strongest overall result was found for the statement that Sainsbury's offers good-quality grocery products. A total of 53 respondents, representing 91.4%, either agreed or strongly agreed. Only three respondents disagreed or strongly disagreed. The mean response was 4.02, indicating a clearly positive perception.
The finding relating to product range was also strong. Fifty-two respondents (89.7%) agreed or strongly agreed that Sainsbury's provides a good range of quality products. This suggests that respondents do not evaluate quality only in terms of individual products; they also appear to associate quality with the availability of a satisfactory range.
The results for consistency and freshness were slightly lower but remained strongly positive. For both consistency and freshness, 87.9% of respondents agreed or strongly agreed. The mean for each was 3.88. This small reduction compared with the general perception of good quality is noteworthy. It may suggest that consumers recognise Sainsbury's overall quality while being somewhat less certain that quality and freshness are equally consistent on every shopping occasion.
The lowest mean within the product-quality group was recorded for the statement that quality meets expectations, at 3.79. Nevertheless, 58 respondents (86.2%) agreed or strongly agreed. This remains a positive result, but the presence of seven respondents who were either neutral or disagreed indicates some room for improvement.
Most importantly for the research objective, 51 respondents (87.9%) agreed or strongly agreed that perceived product quality influences their decision to shop at Sainsbury's. This directly supports the relevance of product quality to consumer buying decisions in the surveyed sample.
From the researcher's perspective, the findings suggest that quality is not simply an additional feature of Sainsbury's offering; it forms part of the reason why respondents choose the retailer. This is consistent with Sainsbury's current strategic emphasis on combining quality with value. The company reports that its own-brand strategy includes a substantial focus on high-quality products and that its Taste the Difference range has experienced significant sales growth.
However, the data also indicates that Sainsbury's should not assume that a generally positive quality perception means that improvement is unnecessary. The slightly lower responses for consistency, freshness and meeting expectations suggest that the consistency of the customer experience may be more important than simply communicating a general quality message.
A practical implication is that Sainsbury's could continue monitoring freshness and quality consistency across stores and online orders. This is especially relevant because more than half of the respondents used both online and physical shopping channels. Maintaining similar quality expectations across both channels could strengthen consumer confidence.
Overall, the findings indicate that perceived product quality is a strong positive factor influencing respondents' decisions to shop at Sainsbury's. The high level of agreement suggests that maintaining quality should remain a core part of Sainsbury's competitive strategy, while greater consistency could further strengthen its influence.
[bookmark: _Toc240996555]4.4 Brand Image
This section addresses Research Question 2 (RQ2): To what extent does brand image influence consumer buying decisions towards Sainsbury's?
The survey produced consistently positive findings regarding Sainsbury's brand image.
	Statement
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree
	Mean

	Sainsbury's has a positive image among consumers
	1
	0
	2
	48
	7
	4.03

	Sainsbury's is a reputable supermarket
	2
	1
	3
	40
	12
	4.02

	Associated with good-quality products and services
	1
	0
	4
	44
	9
	4.03

	Sainsbury's has a distinctive image
	0
	2
	7
	44
	5
	3.90

	Brand reputation creates confidence
	1
	0
	3
	47
	7
	4.02

	Brand image influences shopping decision
	1
	0
	5
	45
	7
	3.98


The most notable finding is that 55 respondents (94.8%) agreed or strongly agreed that Sainsbury's has a positive image among consumers. This produced a mean score of 4.03, demonstrating a strongly favourable perception of the brand.
Similarly, 52 respondents (89.7%) considered Sainsbury's to be a reputable supermarket. This indicates that reputation is an important element of the retailer's overall brand image. The result is particularly relevant because reputation can reduce uncertainty when consumers choose between competing supermarkets.
The relationship between brand image and perceived quality is also visible in the findings. Fifty-three respondents (91.4%) associated Sainsbury's with good-quality products and services. This suggests that respondents' perceptions of the brand are partly connected to their perceptions of what the retailer actually delivers.
The statement relating to a distinctive image produced the lowest mean within this variable, at 3.90. Although 49 respondents (84.5%) agreed or strongly agreed, seven were neutral and two disagreed. This is an important finding because a brand may be viewed positively without necessarily being considered highly distinctive.
The direct measure of the research question also produced a strong result. Fifty-two respondents (89.7%) agreed or strongly agreed that Sainsbury's brand image influences their decision to shop there. Therefore, the survey provides substantial evidence that brand image is relevant to consumer buying decisions within the sample.
From the researcher's perspective, the findings suggest that Sainsbury's has successfully established a generally positive and reputable brand image among the surveyed consumers. However, the relatively lower result for distinctiveness indicates a possible strategic challenge. Consumers may recognise Sainsbury's positively without necessarily seeing it as clearly differentiated from other major supermarkets.
This distinction is important in the UK grocery market because consumers can choose from retailers with different value propositions. Sainsbury's currently positions itself around the combination of value, quality and service, while also using its Nectar ecosystem to strengthen customer engagement.
The findings therefore suggest that Sainsbury's should not focus only on maintaining a positive reputation. It could also strengthen the distinctiveness of its brand by communicating what makes the Sainsbury's shopping experience different from alternatives. This could involve connecting quality, value, service and personalised loyalty benefits into a more clearly differentiated customer proposition.
The high level of confidence associated with brand reputation is encouraging. Fifty-four respondents (93.1%) agreed or strongly agreed that they feel confident choosing Sainsbury's because of its brand reputation. This suggests that brand image operates beyond simple awareness: it appears to provide consumers with confidence when making a supermarket choice.
Overall, the findings indicate that brand image has a substantial positive influence on consumer buying decisions among the surveyed respondents. The main opportunity for improvement is not necessarily correcting a negative image, but making Sainsbury's positive image more distinctive and more strongly connected to the actual customer experience.
[bookmark: _Toc240996556]4.5 Promotional Activities
This section addresses Research Question 3 (RQ3): How do promotional activities influence consumer buying decisions towards Sainsbury's?
The results demonstrate that promotional activities were strongly perceived as influencing consumer behaviour.
	Statement
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree
	Mean

	Sainsbury's offers attractive discounts and promotional deals
	0
	1
	6
	44
	7
	3.98

	Promotional offers provide good value for money
	1
	0
	5
	42
	10
	4.03

	Nectar offers encourage me to shop there
	0
	1
	5
	45
	7
	4.00

	Personalised offers influence purchasing decisions
	1
	1
	6
	44
	6
	3.91

	More likely to purchase products when on promotion
	0
	1
	6
	38
	13
	4.09

	Promotions influence choice over other supermarkets
	0
	1
	6
	39
	12
	4.07


The findings show that promotional activities were positively perceived across all six statements. For example, 51 respondents (87.9%) agreed or strongly agreed that Sainsbury's offers attractive discounts and promotional deals. Similarly, 52 respondents (89.7%) believed that promotional offers provide good value for money.
The findings concerning Nectar are particularly important. Fifty-two respondents (89.7%) agreed or strongly agreed that the loyalty programme and Nectar offers encourage them to shop at Sainsbury's. This demonstrates that promotional influence extends beyond conventional temporary discounts and includes loyalty-based value.
This finding has strong practical relevance because Nectar is a central element of Sainsbury's current strategy. Sainsbury's reports that Nectar Prices are available across thousands of products and that personalised offers are being used to strengthen customer engagement and value perception.
The strongest mean score in this section was 4.09, for the statement that respondents are more likely to purchase products when they are on promotion. Fifty-one respondents (87.9%) agreed or strongly agreed. This indicates a clear short-term behavioural effect of promotions.
Similarly, the statement that promotional activities influence respondents' decision to choose Sainsbury's over other supermarkets produced a mean of 4.07. Fifty-one respondents (87.9%) agreed or strongly agreed. This is particularly important because it indicates that promotions may influence not only what consumers purchase but also where they choose to shop.
However, the results also provide an important insight into the limitations of promotional strategies. Although personalised offers received positive responses, this statement produced the lowest mean of the promotional variable at 3.91. Fifty respondents (86.2%) agreed or strongly agreed, but six were neutral and two disagreed. This suggests that personalisation is influential, but not every respondent is equally responsive to it.
From the researcher's perspective, the findings indicate that promotions are effective, but their value may depend on relevance. Consumers appear particularly responsive when promotions provide a clear economic benefit. This is understandable in a competitive grocery market where consumers can compare offers between supermarkets.
Sainsbury's current approach illustrates this shift from traditional discounting towards personalised value. The company reports that more than one million customers were accessing personalised savings each week through Your Nectar Prices in 2024/25, while Nectar Prices generated more than £2 billion in customer savings during that year.
Nevertheless, Sainsbury's should avoid interpreting these results as evidence that more discounts are always better. Excessive reliance on price promotions could potentially make consumers more promotion-dependent. The survey results instead suggest that Sainsbury's should focus on relevant, targeted and clearly communicated promotions.
A practical recommendation arising from the findings is therefore to strengthen personalised Nectar offers while ensuring that customers understand the value they receive. Sainsbury's could also combine promotions with quality messages rather than presenting discounts as the sole reason to purchase. This would allow promotional activity to reinforce rather than weaken the retailer's wider positioning around quality and value.
Overall, the survey findings indicate that promotional activities have a strong positive influence on respondents' purchasing behaviour and supermarket choice. Nectar and promotional value appear particularly important, while personalised offers represent an area where Sainsbury's could continue improving relevance and customer engagement.
[bookmark: _Toc240996557]4.6 Customer Trust 
[bookmark: _Toc240996558]4.6.1 Customer Trust Findings
Customer trust was examined through six questionnaire statements covering reliability, accuracy of information, customer interests, expectation fulfilment, fairness and the influence of trust on shopping decisions. Overall, the responses indicate a strongly positive level of trust towards Sainsbury’s. The average response pattern across the six trust statements was approximately 4.05 out of 5, indicating that respondents generally agreed with the positive trust-related statements.
	Customer Trust Statement
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree
	Mean

	I trust Sainsbury’s to provide reliable products and services.
	0
	0
	2
	51
	5
	4.05

	Sainsbury’s provides accurate information about products and offers.
	0
	0
	5
	44
	9
	4.07

	Sainsbury’s acts in the interests of its customers.
	0
	0
	7
	43
	8
	4.02

	Sainsbury’s will meet my expectations when I shop there.
	0
	0
	4
	45
	9
	4.09

	Sainsbury’s deals fairly with its customers.
	0
	1
	2
	47
	8
	4.07

	My trust in Sainsbury’s influences my decision to shop there.
	1
	0
	3
	47
	7
	4.02


The strongest result was for confidence that Sainsbury’s would meet customer expectations, with a mean of 4.09. Furthermore, 54 respondents (93.1%) agreed or strongly agreed that Sainsbury’s would meet their expectations. Similarly, 56 respondents (96.6%) expressed agreement that Sainsbury’s provides reliable products and services, making this the highest positive response rate among the trust statements.
The results also demonstrate that trust is not restricted to product reliability. A high proportion of respondents agreed that Sainsbury’s provides accurate information and treats customers fairly. This supports the wider understanding of trust as confidence in a firm's reliability, integrity and ability to fulfil its commitments (Morgan and Hunt, 1994).
Importantly, 54 respondents (93.1%) agreed or strongly agreed that their level of trust influences their decision to shop at Sainsbury’s. This suggests that trust has practical relevance to consumer decision-making within the sample. However, the findings should not be interpreted as proving a causal relationship because the study relies on descriptive survey evidence.
From my perspective, this is particularly significant in grocery retail because consumers repeatedly purchase products from supermarkets and therefore require confidence in product information, service reliability and fair treatment. The results suggest that Sainsbury’s has established a relatively strong foundation of consumer trust among the respondents. Nevertheless, the small number of neutral and negative responses indicates that trust is not universal. Maintaining transparent information, consistent service and fair promotional practices therefore remains important.
Sainsbury’s could strengthen trust further by ensuring that promotional conditions are clearly communicated, product information remains accurate and customer complaints are addressed consistently. This is particularly relevant because trust can support longer-term customer relationships rather than merely influencing an individual transaction (Rather, 2021).
Overall, the findings indicate that customer trust is a strong positive feature of respondents’ perceptions of Sainsbury’s and appears to be an important consideration in their decision to shop with the retailer.
[bookmark: _Toc240996559]4.7 Consumer Buying Decision 
Consumer buying decision was measured through six statements relating to future shopping intention, supermarket preference, likelihood of choosing Sainsbury’s, future purchasing, recommendation and the overall influence of the selected factors.
	Consumer Buying Decision Statement
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree
	Mean

	I intend to continue shopping at Sainsbury’s.
	1
	0
	3
	46
	8
	4.03

	Sainsbury’s is one of my preferred supermarkets.
	1
	0
	4
	45
	8
	4.02

	I am likely to choose Sainsbury’s when buying groceries.
	0
	0
	6
	41
	11
	4.09

	I would consider purchasing more products from Sainsbury’s.
	1
	0
	3
	46
	8
	4.03

	I would recommend Sainsbury’s to others.
	0
	0
	6
	44
	8
	4.03

	The factors considered influence my decision to shop at Sainsbury’s.
	1
	0
	5
	42
	10
	4.03


The findings demonstrate a consistently positive buying orientation among the 58 respondents. The average across the six items was approximately 4.04 out of 5. The highest mean was recorded for the statement concerning the likelihood of choosing Sainsbury’s when deciding where to purchase groceries (4.09).
A particularly notable finding is that 54 respondents (93.1%) agreed or strongly agreed that they intended to continue shopping at Sainsbury’s. Similarly, 53 respondents (91.4%) considered Sainsbury’s one of their preferred supermarkets. These responses indicate that Sainsbury’s holds a favourable position within the purchasing considerations of the respondents.
The recommendation measure also produced a positive result, with 52 respondents (89.7%) agreeing or strongly agreeing that they would recommend Sainsbury’s. This suggests that positive buying perceptions may extend beyond individual purchasing intentions towards potential word-of-mouth behaviour.
However, an important distinction must be made between purchase intention and actual purchasing behaviour. The questionnaire measures respondents’ stated perceptions and intentions rather than observing their actual future purchases. Solomon (2020) highlights that consumer behaviour can be influenced by situational and psychological factors, meaning that stated intentions may not always translate directly into behaviour.
The results nevertheless provide useful evidence for the present study. Respondents appear willing to continue purchasing from Sainsbury’s, choose it when buying groceries and recommend it to others. This positive pattern is consistent with the generally favourable responses observed for product quality, brand image, promotional activities and customer trust.
Therefore, from a business perspective, maintaining these positive perceptions is important. Sainsbury’s should not assume that positive buying intentions automatically guarantee long-term loyalty. Instead, the organisation needs to continually reinforce the factors contributing to these intentions through consistent quality, relevant promotions, a strong brand experience and trustworthy customer relationships.
[bookmark: _Toc240996560]4.8 Comparative Analysis of the Four Factors 
A comparison of the four independent variables provides a clearer understanding of the overall pattern emerging from the survey.
	Variable
	Overall Mean
	General Positive Pattern

	Perceived Product Quality
	3.91
	Strongly positive

	Brand Image
	4.00
	Very positive

	Promotional Activities
	4.01
	Very positive

	Customer Trust
	4.05
	Strongest

	Consumer Buying Decision
	4.04
	Strongly positive


The descriptive findings show that customer trust recorded the highest overall mean (4.05) among the four independent variables. Promotional activities followed closely at 4.01, while brand image recorded 4.00. Perceived product quality had the lowest mean at 3.91, although it remained clearly positive.
The difference between the variables is relatively small. Therefore, it would be inappropriate to conclude that customer trust is definitively more important than all other factors. Nevertheless, the pattern suggests that respondents placed particularly strong emphasis on reliability, fairness and confidence in Sainsbury’s.
Perceived product quality produced the lowest overall mean, but this does not indicate a negative perception. All six product-quality statements produced mean scores above 3.75, and between 86.2% and 91.4% of respondents agreed or strongly agreed with the individual statements. This suggests that quality is already viewed positively but may provide comparatively more opportunity for improvement.
The results also suggest possible relationships between the factors. For example, consumers who perceive products as reliable may develop greater trust in the retailer. Similarly, a positive brand image may reinforce confidence, while promotions may increase perceptions of value. These possible connections are consistent with the broader consumer behaviour literature, which recognises that purchasing decisions are generally influenced by several interconnected factors rather than a single variable (Kotler and Keller, 2016; Schiffman and Wisenblit, 2019).
The overall buying-decision mean of 4.04 is also noteworthy. It is very close to the trust mean of 4.05, suggesting an interesting descriptive pattern: respondents who reported strong trust also demonstrated strongly positive buying intentions. However, without inferential statistical testing, this should be interpreted as an observed pattern rather than a statistically established relationship.
[bookmark: _Toc240996561]4.9 Business Implications and Recommendations for Sainsbury’s 
The survey findings provide several practical implications for Sainsbury’s. Rather than indicating a major weakness in the retailer's current position, the results demonstrate generally positive consumer perceptions while highlighting areas where these perceptions can be maintained and strengthened.
[bookmark: _Toc240996562]4.9.1 Strengthening Product Quality Consistency
Perceived product quality produced the lowest overall mean among the four independent variables (3.91), although the results remained strongly positive. In particular, the statement that product quality meets respondents’ expectations recorded a mean of 3.79, the lowest individual mean within the quality category.
This suggests that Sainsbury’s should focus not simply on offering high-quality products but on maintaining consistent quality across different shopping experiences. Freshness, product consistency and reliable availability may be particularly important in grocery retail. Sainsbury’s could therefore strengthen customer feedback systems, monitor complaints relating to fresh products and maintain quality standards across physical and online channels.
[bookmark: _Toc240996563]4.9.2 Maintaining a Strong Brand Image
Brand image produced a mean of 4.00, with 55 respondents (94.8%) agreeing or strongly agreeing that Sainsbury’s has a positive image among consumers. This indicates that the retailer has a strong perceptual position among the respondents.
However, a positive image needs to be supported by actual customer experience. Keller (1993) argues that strong brand associations can create customer value, but the present findings suggest that Sainsbury’s should continue connecting its brand image with tangible experiences such as quality, value and service.
The organisation should therefore maintain a consistent brand identity while clearly communicating what differentiates Sainsbury’s from competitors such as Tesco, Aldi and Lidl.
[bookmark: _Toc240996564]4.9.3 Making Promotional Activities More Relevant
Promotional activities achieved an overall mean of 4.01. The strongest individual result was the statement that respondents were more likely to purchase products when they were on promotion, with a mean of 4.09. In addition, 51 respondents (87.9%) agreed or strongly agreed that promotions influence their decision to choose Sainsbury’s over other supermarkets.
This demonstrates the importance of promotional value. However, Chandon, Wansink and Laurent (2000) indicate that promotions can generate different forms of consumer benefit, while excessive reliance on price incentives may encourage short-term rather than long-term behaviour.
Sainsbury’s should therefore continue developing personalised Nectar offers and targeted promotions while avoiding unnecessary discount dependence. Promotions should ideally reinforce perceptions of quality and value rather than simply reducing prices.
[bookmark: _Toc240996565]4.9.4 Maintaining Customer Trust
Customer trust produced the strongest overall mean (4.05). More than 90% of respondents gave positive responses to most trust-related measures. This suggests that maintaining trust should be considered a strategic priority.
Sainsbury’s should continue emphasising transparent pricing, accurate product information, clear promotional conditions and fair customer treatment. Trust should also be supported by effective complaint handling and consistent service delivery.
[bookmark: _Toc240996566]4.9.5 Overall Recommendation
The overall finding is that Sainsbury’s should not rely on one factor alone. The four dimensions appear to contribute collectively to a positive consumer perception. From my perspective, the most appropriate strategy would therefore be an integrated approach: maintain product quality, strengthen brand differentiation, provide relevant promotional value and protect customer trust. This is more sustainable than concentrating exclusively on discounts or any single marketing activity.
[bookmark: _Toc240996567]4.10 Overall Findings in Relation to Research Questions 
The survey findings provide evidence relevant to all four research questions.
	Research Question
	Main Finding from 58 Responses

	RQ1 – Product Quality
	Respondents generally perceived Sainsbury’s product quality positively and indicated that quality influences their shopping decisions.

	RQ2 – Brand Image
	Respondents demonstrated strongly positive perceptions of Sainsbury’s brand image and reputation.

	RQ3 – Promotional Activities
	Promotions, value-for-money offers, Nectar rewards and promotional pricing appeared to influence respondents’ purchasing decisions.

	RQ4 – Customer Trust
	Trust was the strongest overall factor descriptively and was strongly associated with respondents’ reported shopping decisions.


For RQ1, the findings indicate that perceived product quality is an important consideration. Although it recorded the lowest overall mean among the four independent variables, the results remained strongly positive, with 51 respondents (87.9%) agreeing or strongly agreeing that perceived quality influences their decision to shop at Sainsbury’s.
For RQ2, the results demonstrate a favourable perception of Sainsbury’s brand. For example, 55 respondents (94.8%) agreed or strongly agreed that Sainsbury’s has a positive image among consumers. Brand reputation therefore appears to contribute positively to respondents’ confidence and shopping decisions.
For RQ3, promotional activities also appear influential. The highest promotional mean was 4.09 for the likelihood of purchasing products when they are on promotion. This indicates that promotional value is an important practical consideration for respondents.
For RQ4, customer trust produced the highest overall mean of 4.05. Furthermore, 54 respondents (93.1%) agreed or strongly agreed that their level of trust influences their decision to shop at Sainsbury’s. This makes trust particularly important within the overall descriptive findings.
Overall, the survey suggests that respondents evaluate Sainsbury’s through a combination of quality, brand perceptions, promotional value and trust, rather than through one factor alone. This supports the multidimensional perspective of consumer decision-making discussed in Chapter 2 (Kotler and Keller, 2016; Solomon, 2020).
[bookmark: _Toc240996568]4.11 Chapter Summary 
This chapter presented and interpreted the findings obtained from 58 valid survey responses concerning consumer buying decisions towards Sainsbury’s. Overall, respondents demonstrated positive perceptions across all four factors examined. Customer trust recorded the highest overall mean (4.05), followed by promotional activities (4.01) and brand image (4.00). Perceived product quality recorded a slightly lower but still positive mean of 3.91. Consumer buying decision itself recorded a mean of 4.04, with most respondents indicating intentions to continue shopping at Sainsbury’s, choose the retailer for grocery purchases and recommend it to others.
The findings suggest that consumers consider multiple factors when evaluating Sainsbury’s. The results also indicate opportunities for the retailer to strengthen quality consistency, maintain brand differentiation, improve promotional relevance and protect customer trust. The following chapter critically discusses these findings in relation to the academic and business literature reviewed in Chapter 2.
[bookmark: _Toc240996569]Chapter 5: Discussion
[bookmark: _Toc240996570]5.1 Introduction
This chapter critically discusses the findings presented in Chapter 4 in relation to the existing literature, theoretical perspectives and the competitive context of the UK grocery retail market. The study examined four factors—perceived product quality, brand image, promotional activities and customer trust—and their relationship with consumer buying decisions towards Sainsbury’s. Primary data were collected through a structured questionnaire from 58 respondents who had experience purchasing groceries from Sainsbury’s. The findings indicated generally positive perceptions across all four factors, with customer trust recording the highest mean score, followed by consumer buying decision, promotional activities, brand image and perceived product quality.
The discussion does not interpret these results as evidence of direct causality because the study employed a relatively small convenience sample and descriptive analysis rather than regression or other inferential statistical techniques. Instead, the findings are interpreted as observed patterns within the sample and are compared with established consumer behaviour literature and current developments in the UK grocery sector. The discussion also considers how Sainsbury’s position compares with Tesco, its largest supermarket competitor, and identifies areas where Sainsbury’s can strengthen its competitive proposition.
[bookmark: _Toc240996571]5.2 Perceived Product Quality and Consumer Buying Decisions
The findings indicate that perceived product quality is an important consideration for respondents when shopping at Sainsbury’s. The six product-quality statements produced an overall mean score of 3.91 on the five-point Likert scale, while 88.5% of all responses across these items were positive, meaning that respondents selected either “Agree” or “Strongly Agree”. The highest-rated item concerned the statement that Sainsbury’s offers good-quality grocery products, with a mean of 4.02 and 91.4% positive responses. Similarly, 89.7% of respondents agreed that Sainsbury’s provides a good range of quality products.
These findings support the argument that consumers evaluate grocery retailers partly through their perceptions of quality and value. Zeithaml (1988) conceptualises perceived quality as an important component of consumers’ evaluation of products and value, while Konuk (2019) demonstrates the importance of perceived food quality in shaping consumer responses and purchase intention. In grocery retailing, quality is particularly significant because consumers repeatedly purchase products that differ in freshness, taste, reliability and consistency. Unlike some durable goods, grocery purchases are frequent and therefore repeated positive or negative experiences can shape future store choice.
The finding that 91.4% of respondents positively evaluated Sainsbury’s general product quality is consistent with Sainsbury’s current competitive strategy. Sainsbury’s identifies quality, value, availability and service as central elements of its customer proposition and has continued to emphasise fresh food and product innovation. In its 2025/26 results, the company reported an eight per cent increase in fresh-food sales and highlighted its reputation for fresh, nutritious, high-quality and well-sourced food as an important point of differentiation.
However, the findings also reveal an important area for improvement. The lowest mean within the product-quality dimension was 3.79 for the statement that the quality of Sainsbury’s products meets respondents’ expectations. Although still positive, this was lower than the score for the general perception that Sainsbury’s offers good-quality products. This distinction is important. Consumers may hold a strong general belief that Sainsbury’s is a quality supermarket while still experiencing variation in individual products or shopping occasions.
Similarly, consistency of quality and satisfaction with freshness both produced mean scores of 3.88. This suggests that Sainsbury’s challenge is not necessarily to establish a quality reputation from the beginning, but to ensure that the promised quality is experienced consistently. From a consumer behaviour perspective, expectations are formed before purchase and subsequently evaluated against actual experience (Solomon, 2020). Consequently, even a strong brand reputation can be weakened if consumers encounter inconsistent freshness, availability or product performance.
The relationship between perceived quality and buying decision is also visible in the survey. The statement that perceived quality influences respondents’ decision to shop at Sainsbury’s recorded a mean of 3.91, with 87.9% positive responses. Although this does not establish a statistically significant causal relationship, the pattern suggests that quality is meaningfully associated with store choice among the respondents.
A comparison with Tesco provides useful competitive context. Tesco's strategy similarly combines value, quality, convenience and loyalty. Its Clubcard proposition is integrated with thousands of weekly Clubcard Prices offers, while Tesco has also continued to invest in own-brand product innovation. This means that quality alone may not provide sufficient differentiation for Sainsbury’s. Both retailers are attempting to combine quality with value and convenience.
Therefore, Sainsbury’s should continue to strengthen product quality but should focus particularly on consistency of the quality experience. The company could strengthen quality assurance for fresh products, improve availability of popular quality lines and communicate more clearly why its own-brand products represent superior value. Its Taste the Difference range is particularly relevant because it provides a potential point of differentiation from competitors. The objective should not simply be to claim that Sainsbury’s products are high quality, but to make the quality advantage visible and consistently experienced.
Overall, the findings support RQ1 by indicating that perceived product quality is positively associated with consumer buying decisions within the sample. However, the relatively lower score for meeting expectations suggests that Sainsbury’s should focus on consistency rather than relying solely on its established quality reputation.
[bookmark: _Toc240996572]5.3 Brand Image and Consumer Buying Decisions
Brand image produced a higher overall mean than perceived product quality, at 4.00, with 90.5% of responses across the six items being positive. This indicates that respondents generally hold favourable perceptions of Sainsbury’s as a supermarket brand.
The strongest result was associated with the statement that Sainsbury’s has a positive image among consumers, which recorded a mean of 4.03 and 94.8% positive responses. The statement that respondents feel confident choosing Sainsbury’s because of its brand reputation also recorded a high mean of 4.02, with 93.1% positive responses. These findings suggest that Sainsbury’s brand reputation provides a form of psychological reassurance during the purchasing process.
This finding is consistent with Keller’s (1993) customer-based brand equity perspective, which argues that consumers’ associations with a brand influence how they respond to marketing activities and purchasing situations. A positive brand image can reduce uncertainty because consumers enter the purchasing decision with established expectations about the retailer. Aaker (1996) similarly argues that strong brands create associations that can support customer preference and loyalty.
The survey results also indicate that brand image is connected with quality perceptions. The statement that respondents associate Sainsbury’s with good-quality products and services recorded a mean of 4.03, while 91.4% of respondents gave a positive response. This suggests that the Sainsbury’s brand is not perceived independently from its product offering. Rather, quality itself appears to contribute to the brand meaning held by consumers.
Nevertheless, the comparatively lower result for brand distinctiveness deserves attention. The statement that Sainsbury’s has a distinctive image compared with other supermarkets recorded a mean of 3.90, with 84.5% positive responses. Although this remains favourable, it is noticeably lower than the results for general reputation and positive image. This creates an important strategic issue.
Sainsbury’s may be well regarded without being sufficiently distinctive. In an increasingly competitive grocery market, consumers can choose from Tesco, Aldi, Lidl, Asda, Morrisons, Waitrose and other retailers offering increasingly similar combinations of price, quality, loyalty schemes and online convenience. The current market structure illustrates the scale of this competition. For the 12 weeks ending 17 May 2026, Tesco held 28.2% of UK grocery market share, compared with 15.2% for Sainsbury’s, while Aldi and Lidl held 10.8% and 8.6%, respectively.
The Tesco comparison is particularly relevant because Tesco also possesses a strong and highly visible brand proposition based around value, convenience and Clubcard. Tesco has reported improvements in brand perception alongside its value strategy and has continued to combine Clubcard Prices with Aldi Price Match and low everyday prices. Consequently, Sainsbury’s cannot rely on being a reputable supermarket alone.
Sainsbury’s current strategy provides some evidence that the company recognises this issue. Its recent business communications emphasise fresh food, quality, innovation, personalisation and value as ways of differentiating its customer proposition. In 2026, Sainsbury’s reported launching more than 380 new products in the first quarter, around half of which were in Taste the Difference, while Taste the Difference sales increased by 6%.
However, the survey suggests that Sainsbury’s could communicate this differentiation more strongly. Instead of positioning itself simply as another supermarket offering discounts and loyalty rewards, Sainsbury’s could develop a clearer brand proposition around quality food at accessible prices, supported by personalised value and strong service. This would help distinguish the brand from Tesco’s Clubcard-led proposition and from Aldi and Lidl’s primarily price-led positioning.
Therefore, the findings support RQ2. Brand image appears strongly associated with buying decisions among the respondents, particularly through reputation and confidence. However, the lower distinctiveness score indicates that Sainsbury’s needs to strengthen what makes the brand meaningfully different from competitors.
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Promotional activities recorded an overall mean score of 4.01, with 88.2% positive responses across the six promotional items. This demonstrates that promotions are an important component of the respondents’ shopping experience.
The strongest item was the statement that respondents are more likely to purchase products from Sainsbury’s when they are on promotion, which produced a mean of 4.09. Promotional activities influencing respondents’ choice of Sainsbury’s over other supermarkets also produced a relatively high mean of 4.07. These results indicate that promotions can affect not only individual product purchases but also consumers’ comparative evaluation of retailers.
This finding is consistent with Chandon et al. (2000), who argue that sales promotions provide consumers with multiple benefits, including monetary savings, convenience and enhanced shopping value. In grocery retailing, where purchases are frequent and consumers are increasingly value-conscious, promotional offers can therefore become an important mechanism for influencing shopping behaviour.
The finding is particularly relevant given the cost-of-living pressures affecting UK consumers. Price sensitivity has increased the importance of retailers demonstrating tangible value. Sainsbury’s has responded through a combination of Aldi Price Match, Nectar Prices, personalised Your Nectar Prices and Nectar Points. In 2025/26, the company reported that customers saved an average of £15.50 on an £80-plus weekly shop through Nectar Prices, while more than £5.5 billion had been saved by customers since the launch of Nectar Prices in April 2023.
The survey provides further support for the importance of this strategy. The statement that Nectar and loyalty offer encourage respondents to shop at Sainsbury’s recorded a mean of 4.00, while personalised offers and discounts recorded a slightly lower mean of 3.91. This difference is strategically important. It suggests that loyalty rewards are broadly valued, but personalisation does not appear to have the same strength for every respondent.
Tesco provides a strong comparison because Clubcard Prices are deeply integrated into its value proposition. Tesco has used Clubcard to provide personalised and member-specific value while simultaneously maintaining Aldi Price Match and low everyday prices. Its recent strategy included around 9,000 Clubcard Prices deals each week. This creates a competitive environment in which consumers may compare not only headline prices but also the quality and relevance of loyalty offer.
Sainsbury’s therefore needs to avoid becoming dependent on increasingly frequent promotions. Excessive promotional dependence could potentially train consumers to delay purchases until products are discounted and may weaken perceptions of ordinary prices. From a strategic perspective, promotions should support rather than replace a strong everyday-value proposition.
Sainsbury’s current Nectar strategy provides an opportunity to address this. Your Nectar Prices are personalised to individual customers, and Sainsbury’s reported more than 1.3 million customers using Your Nectar Prices each week in 2025/26. Digital engagement also increased substantially. The opportunity is therefore to make promotional activity more relevant rather than simply more frequent.
For example, Sainsbury’s could use purchasing histories to provide offers that are genuinely relevant to individual shopping patterns, while clearly communicating savings and avoiding overly complex conditions. Personalised promotions could also be linked to healthier products, own-brand alternatives and products that customers regularly purchase.
Thus, the findings support RQ3 by showing a strong positive pattern between promotional activities and buying decisions. However, the strategic challenge for Sainsbury’s is to move from promotion intensity to promotion relevance. This would help the company compete with Tesco without simply replicating Tesco’s Clubcard model.
[bookmark: _Toc240996574]5.5 Customer Trust and Consumer Buying Decisions
Customer trust recorded the highest mean among the four independent variables, at 4.05, with 92.8% positive responses across the six items. This makes trust the strongest-performing factor in the survey.
The strongest trust-related statement concerned confidence that Sainsbury’s would meet respondents’ expectations when shopping, which recorded a mean of 4.09. Trust in fair treatment produced a mean of 4.07, while trust in reliable products and services produced a mean of 4.05. These findings demonstrate that trust is not limited to the products themselves. It extends to expectations concerning information, treatment, reliability and the overall relationship between the consumer and retailer.
This finding strongly aligns with Morgan and Hunt’s (1994) commitment-trust theory, which identifies trust as a central element of successful relationship marketing. Rather (2021) further highlights the role of customer trust in retailing, particularly in strengthening customer loyalty and relationships. In grocery retail, trust is particularly important because consumers repeatedly interact with the same retailer and depend on the retailer for essential purchases.
The survey also indicates a close relationship between trust and buying decisions. The statement that trust influences respondents’ decision to shop at Sainsbury’s recorded a mean of 4.02, with 93.1% positive responses. Again, this should not be interpreted as statistical evidence of causality. Nevertheless, the consistency of the results suggests that trust is an important part of respondents’ decision-making processes.
Trust is particularly significant in the contemporary grocery environment because consumers increasingly interact with supermarkets through digital platforms, loyalty programmes and personalised offers. Consumers provide behavioural information through loyalty schemes and expect retailers to use this information responsibly. Consequently, transparency becomes an important component of trust.
Sainsbury’s growing Nectar ecosystem demonstrates both an opportunity and a responsibility. The company reports that Nectar participation is at its highest level and that digital engagement has increased, while Nectar360 increasingly uses first-party customer data to support personalised retail media. This creates commercial opportunities, but it also means that maintaining customer confidence in the use of personal data and personalised offers is important.
Compared with Tesco, Sainsbury’s has a similarly sophisticated loyalty proposition. Tesco’s Clubcard has long been central to its value strategy, while Sainsbury’s has increasingly developed Nectar into a personalised value platform. Tesco’s continued investment in Clubcard Prices demonstrates the importance of loyalty-based trust and perceived value in the supermarket sector.
Sainsbury’s competitive opportunity is therefore to make its loyalty proposition not only financially attractive but also transparent and easy to understand. Customers should be able to see why an offer has been presented to them, what they are saving and how their loyalty benefits them.
Overall, the findings provide strong support for RQ4. Customer trust demonstrates the strongest positive pattern among the four examined factors. Maintaining this trust should therefore be considered a strategic priority, particularly as Sainsbury’s increases personalisation and digital engagement.
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The comparative results provide an important overall picture of consumer perceptions.
	Factor
	Mean score
	Positive responses

	Customer Trust
	4.05
	92.8%

	Consumer Buying Decision
	4.04
	91.4%

	Promotional Activities
	4.01
	88.2%

	Brand Image
	4.00
	90.5%

	Perceived Product Quality
	3.91
	88.5%


Source: Author's survey data, n = 58.
Customer trust recorded the highest mean among the four independent variables, followed by promotional activities, brand image and perceived product quality. Consumer buying decision itself recorded a mean of 4.04, demonstrating generally favourable behavioural intentions among the respondents.
The results suggest that Sainsbury’s consumer proposition is not dependent on a single factor. Instead, the findings point towards a combination of quality, brand reputation, promotional value and trust. This is consistent with consumer behaviour theory, which recognises that purchasing decisions are multidimensional and can be influenced by functional, psychological and situational considerations (Schiffman & Wisenblit, 2019; Solomon, 2020).
The strongest result for trust is particularly noteworthy. Product quality may attract customers, promotions may provide immediate value and brand image may create confidence, but trust may help connect these experiences into an ongoing relationship. This is consistent with Morgan and Hunt (1994), who position trust as a foundation for relationship development.
At the same time, the relatively similar scores across the four variables indicate that consumers may not evaluate these factors independently. For example, a consumer may interpret consistent product quality as evidence that a retailer is trustworthy, while attractive promotions may strengthen perceptions of value and therefore improve brand evaluations.
The results should nevertheless be interpreted cautiously. Because the study used 58 respondents and descriptive statistics, it cannot determine whether trust statistically has a stronger causal effect on buying decisions than quality, brand image or promotions. The ranking should therefore be treated as an observed pattern within this sample rather than a general ranking for all Sainsbury’s customers.
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The findings have several implications for Sainsbury’s competitive strategy.
First, quality should remain a central point of differentiation. Sainsbury’s has a strong reputation for fresh food and quality, and current company performance indicates continued investment in fresh food and product innovation. However, the relatively lower mean for whether quality meets expectations suggests that the company should prioritise consistency across stores, products and shopping occasions.
Second, Sainsbury’s should strengthen brand distinctiveness. The survey produced high scores for reputation and positive image but a comparatively lower score for distinctiveness. This is important because the UK grocery market is highly competitive, with Tesco significantly larger and discounters continuing to hold substantial market share. Sainsbury’s should therefore communicate a clearer reason for consumers to choose it beyond price promotions.
Third, Nectar should be developed around meaningful personalisation. The survey confirms the importance of loyalty offers, while Sainsbury’s current strategy demonstrates the scale of its Nectar ecosystem. Customers saved an average of £15.50 on an £80-plus weekly shop through Nectar Prices in 2025/26, and Your Nectar Prices have been extended across supermarket checkouts. Sainsbury’s can build on this by making personalised offers easier to understand and more closely connected to individual shopping needs.
Fourth, trust should be protected as personalisation increases. The survey identified trust as the strongest independent factor. This means that Sainsbury’s should avoid practices that could make customers feel manipulated by personalised pricing or excessive promotional complexity. Clear communication, transparent terms and consistent service are therefore strategically important.
Finally, omnichannel consistency should remain a priority. Sainsbury’s reported 13% growth in Groceries Online sales in 2025/26 and significant growth in OnDemand, while working to integrate its online grocery, ChopChop and SmartShop applications. As more customers move between physical and digital channels, product availability, pricing, promotions and loyalty benefits should remain consistent wherever possible.
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The findings also have implications for the theoretical foundations discussed in Chapter 2.
The Theory of Planned Behaviour (TPB) proposed by Ajzen (1991) provides a useful framework for understanding how attitudes and perceptions can contribute to behavioural intentions. In the present study, positive evaluations of product quality, brand image, promotional value and trust were accompanied by generally positive intentions to continue shopping at Sainsbury’s. This provides broad support for the proposition that consumer evaluations are relevant to purchasing intentions.
However, the findings also demonstrate that grocery purchasing is more complex than a single theoretical relationship. Consumers are influenced simultaneously by product attributes, brand associations, promotional incentives and relationship-based trust. The Engel–Kollat–Blackwell model is therefore also useful because it conceptualises consumer decision-making as a process involving information, evaluation, choice and post-purchase outcomes (Engel et al., 1995).
The findings also support the relevance of consumer behaviour theory within the supermarket context. Consumers do not appear to evaluate Sainsbury’s exclusively through price. Quality, reputation, trust and promotional value all received positive evaluations. This supports a multidimensional interpretation of grocery purchasing behaviour.
The trust findings further reinforce relationship marketing theory. Morgan and Hunt (1994) argue that trust is central to maintaining successful customer relationships. The high trust score observed in the present sample suggests that relationship-based considerations remain relevant even in a highly price-competitive grocery market.
At the same time, the study contributes a contextual perspective by examining these variables together within Sainsbury’s UK grocery environment. Much consumer behaviour literature examines individual constructs separately, whereas the present study considers four factors simultaneously as part of a retailer-specific consumer decision context.
[bookmark: _Toc240996578]5.9 Linkage Between Findings and Theoretical Perspectives
The findings of this study can be linked to the theoretical perspectives discussed in Chapter 2, particularly the Theory of Planned Behaviour (TPB), Consumer Behaviour Theory, and the Engel–Kollat–Blackwell (EKB) model. The survey results provide empirical evidence of how respondents perceived product quality, brand image, promotional activities, and customer trust in relation to their buying decisions towards Sainsbury's. While the descriptive nature of the analysis does not establish causal relationships, the observed patterns provide useful evidence for assessing the relevance of the theoretical perspectives to the study context.
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The Theory of Planned Behaviour proposed by Ajzen (1991) suggests that behavioural intention is influenced by attitudes, subjective norms, and perceived behavioural control. The findings of this study are broadly consistent with the attitudinal and intention-related elements of TPB. Respondents reported generally positive perceptions of Sainsbury's across the four factors examined, while the overall consumer buying decision measure recorded a mean score of 4.04, with 91.4% of responses falling within the positive categories of agreement.
The findings concerning brand image are particularly relevant to the attitudinal component of TPB. Brand image recorded a mean of 4.00, while 94.8% of respondents agreed or strongly agreed that Sainsbury's has a positive image. In addition, 93.1% indicated that they felt confident in Sainsbury's because of its brand reputation. These results suggest that favourable perceptions of the retailer were present within the sample and were accompanied by positive reported buying intentions and preferences. This corresponds with the TPB proposition that favourable attitudes towards a behaviour can contribute to stronger behavioural intentions (Ajzen, 1991).
Perceived behavioural control can also be considered in relation to the findings on promotions and the wider shopping environment. Promotional activities recorded a mean of 4.01, and 87.9% of respondents agreed or strongly agreed that they were more likely to purchase products when they were on promotion. Such findings indicate that practical and economic considerations may shape consumers' perceived ability or willingness to make particular purchasing choices. However, the questionnaire did not directly measure subjective norms or perceived behavioural control using established TPB constructs. Therefore, the present findings should not be interpreted as a direct empirical test of TPB.
This distinction is important because the study's four independent variables do not correspond exactly to the three components of TPB. Rather, TPB provides a supporting theoretical lens through which positive consumer perceptions and reported purchasing intentions can be understood. The findings therefore support the usefulness of TPB for interpreting consumer intention while also reflecting the limitation identified in Chapter 2: everyday supermarket purchasing may involve habitual, situational and marketing-related influences that are not fully captured by the model.
[bookmark: _Toc240996580]5.9.2 Findings and Consumer Behaviour Theory
The findings provide stronger support for the broader Consumer Behaviour Theory discussed in Chapter 2 because the results demonstrate that respondents evaluated Sainsbury's across several interconnected dimensions rather than focusing on a single consideration.
Perceived product quality recorded a mean score of 3.91, with 88.5% of responses indicating agreement or strong agreement across the related items. Respondents particularly recognised Sainsbury's as offering good-quality products, with this item recording a mean of 4.02. At the same time, the lower mean for the statement that product quality meets expectations (M = 3.79) suggests that positive quality perceptions were not completely uniform. This supports the broader consumer behaviour perspective that consumers evaluate products through multiple perceptions and experiences rather than relying on one simple quality judgement (Kotler & Keller, 2016; Solomon, 2020).
The same pattern can be observed for brand image and promotional activities. Brand image recorded a mean of 4.00, while promotional activities recorded a mean of 4.01. Respondents therefore appeared to evaluate both the symbolic and functional aspects of the retailer. Brand reputation and positive brand associations represent psychological and perceptual influences, whereas discounts, promotional offers and loyalty benefits represent more functional and economic considerations.
Customer trust produced the highest mean among the four independent variables at 4.05, with 92.8% of responses being positive. In particular, 96.6% of respondents agreed or strongly agreed that they trusted Sainsbury's to provide reliable products and services, while 94.8% expressed trust that they would be treated fairly. These findings reinforce the view that consumer behaviour is influenced not only by immediate product or price considerations but also by consumers' accumulated perceptions and relationships with a retailer.
Overall, the results therefore support the broader Consumer Behaviour Theory perspective presented in Chapter 2. Consumer buying decisions towards Sainsbury's appear to involve a combination of functional evaluations, psychological perceptions, promotional responses and relationship-based considerations. This also supports the decision to examine the four factors together rather than treating each variable as an isolated influence.
[bookmark: _Toc240996581]5.9.3 Findings and the Engel–Kollat–Blackwell Model
The EKB model provides another useful framework for interpreting the findings because it conceptualises consumer decision-making as a process involving problem recognition, information search, evaluation of alternatives, purchase and post-purchase outcomes (Engel et al., 1995).
The findings can be connected to different stages of this process. Perceived product quality and brand image can influence the evaluation of alternatives because consumers may compare the quality and reputation of Sainsbury's with those of competing supermarkets. The results show that 90.5% of responses relating to brand image were positive, while 88.5% of responses relating to perceived product quality were positive. These findings indicate that respondents generally held favourable evaluations of Sainsbury's when considering these dimensions.
Promotional activities can be linked particularly closely to the purchase stage. The promotional factor recorded a mean of 4.01, while the statement that respondents were more likely to purchase products when they were on promotion recorded a relatively high mean of 4.09. Furthermore, 87.9% of respondents agreed or strongly agreed that promotions influenced their choice of Sainsbury's over other supermarkets. This pattern is consistent with the EKB view that marketing stimuli can affect consumers' evaluation and final purchase decisions.
Customer trust can extend across several stages of the EKB process. Trust in reliable products and services, accurate information, fair treatment and the ability of Sainsbury's to meet expectations may influence both retailer selection and post-purchase evaluation. The high level of positive responses for customer trust therefore provides support for viewing supermarket choice as an ongoing decision process rather than a single purchasing event.
However, the findings also highlight the relevance of the limitation discussed in Chapter 2. Contemporary grocery shopping is increasingly omnichannel, with consumers moving between physical stores, websites, applications, loyalty programmes and delivery services. The present study did not directly measure each stage of the EKB process or track individual consumers across different shopping episodes. Consequently, the findings provide an interpretive connection to the EKB model rather than a direct test of the model.
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Taken together, the findings demonstrate the value of using multiple theoretical perspectives to understand consumer buying decisions towards Sainsbury's. TPB helps explain the relationship between favourable perceptions and reported purchasing intentions; Consumer Behaviour Theory provides a broader explanation of the psychological, functional and marketing-related considerations involved in supermarket choice; and the EKB model provides a process-based perspective on how these considerations may operate throughout consumer decision-making.
The comparative findings are particularly relevant to this integrated interpretation. Customer trust recorded the highest mean score (M = 4.05), followed by consumer buying decisions (M = 4.04), promotional activities (M = 4.01), brand image (M = 4.00), and perceived product quality (M = 3.91). These results indicate that respondents held positive perceptions across all four factors, but the relative mean scores suggest some variation in how strongly each factor was perceived within the sample.
The findings also demonstrate why no single theory provides a complete explanation of supermarket purchasing behaviour. For example, TPB can help interpret favourable attitudes and purchasing intentions, but it does not fully explain the role of product quality, promotional stimuli and trust as specific retail considerations. Similarly, the EKB model provides a useful decision-process framework but may appear relatively linear when compared with contemporary omnichannel shopping behaviour. Consumer Behaviour Theory provides greater breadth but is less specific in explaining the relative importance of individual variables.
Therefore, the empirical findings support the conceptual approach adopted in this dissertation, in which perceived product quality, brand image, promotional activities and customer trust are examined together in relation to consumer buying decisions. The results do not demonstrate that any of these factors causes consumer buying decisions, nor do they establish that one factor is statistically more influential than another. Instead, they show that all four dimensions were positively perceived by the respondents and occurred alongside generally positive reported buying decisions.
The theoretical contribution of the study is therefore primarily contextual rather than causal. The findings demonstrate how established consumer behaviour perspectives can be applied to the specific context of Sainsbury's within the UK grocery retail market. They also reinforce the argument developed in Chapter 2 that contemporary supermarket purchasing is multidimensional, involving functional assessments, psychological perceptions, promotional responses and relationship-based considerations. The study consequently provides empirical support for using complementary theoretical perspectives rather than relying on a single model to interpret consumer buying behaviour in the modern grocery retail environment.
[bookmark: _Toc240996583]5.10 Comparison with Tesco and Competitive Positioning
The comparison with Tesco illustrates the strategic challenge facing Sainsbury’s. Tesco's market share was 28.2% compared with Sainsbury’s 15.2% in the 12 weeks ending 17 May 2026, demonstrating Tesco’s substantially larger position in the UK grocery market.
Tesco’s competitive advantage is supported by scale, extensive store reach and the mature Clubcard ecosystem. Its strategy combines Clubcard Prices, Aldi Price Match, low everyday prices, quality and convenience. Tesco has also continued to develop personalised Clubcard activity and rapid online fulfilment.
Sainsbury’s should therefore not attempt to compete with Tesco solely through price or by copying Clubcard. Instead, its survey findings indicate a more appropriate strategic route: quality + value + trust + personalisation + service.
The lower distinctiveness score in the survey suggests that this proposition needs to be communicated more clearly. Sainsbury’s has assets that can support differentiation, particularly its fresh-food reputation, Taste the Difference range, Nectar ecosystem and growing omnichannel capability. Current company results indicate that Sainsbury’s is already investing in these areas, including fresh-food innovation, personalised Nectar Prices and digital shopping experiences.
Therefore, Sainsbury’s competitive strategy should focus on making its existing strengths more distinctive rather than simply adding more promotions. Tesco can compete through scale and Clubcard; Aldi and Lidl can compete through strong value perceptions; Sainsbury’s opportunity is to position itself as the retailer that combines high-quality food with accessible value and a trusted, personalised shopping experience.
[bookmark: _Toc240996584]5.11 Recommendations for Sainsbury's
The survey findings provide a clear basis for developing practical recommendations for Sainsbury’s. All four factors examined in the study received relatively high mean scores, indicating generally positive perceptions among the 58 respondents. Customer trust recorded the highest overall mean (4.05), followed by promotional activities (4.01), brand image (4.00) and perceived product quality (3.91). Although these results should not be interpreted as evidence of causal relationships, they identify areas of relative strength and potential improvement. In particular, the comparatively lower product-quality score and lower rating for brand distinctiveness suggest opportunities for further improvement, while the strong trust and promotional results indicate areas that Sainsbury’s should maintain and develop. Table 6.1 translates these findings into practical recommendations and identifies the potential business benefits associated with each recommendation.
Table 6.1: Evidence-Based Recommendations for Sainsbury’s
	Finding
	Evidence from 58 respondents
	Problem / Opportunity
	Recommendation
	Expected Business Benefit

	Perceived product quality was positive but comparatively the weakest of the four main factors.
	Overall mean = 3.91/5; 88.5% of responses across the six quality items were Agree/Strongly Agree. The strongest item was “Sainsbury’s offers good-quality grocery products” (91.4% positive; mean 4.02).
	Quality is viewed positively, but the overall score was lower than brand image, promotions and trust. This suggests an opportunity to strengthen consistency and communicate quality more effectively.
	Maintain consistent product quality and freshness, particularly across fresh groceries and online orders. Sainsbury’s could also communicate quality standards and customer feedback more clearly.
	Higher satisfaction, stronger customer confidence and greater likelihood of repeat purchasing.

	Brand image was strongly positive.
	Overall mean = 4.00/5; 90.5% of responses were Agree/Strongly Agree. 94.8% agreed that Sainsbury’s has a positive image, while 93.1% felt confident choosing it because of its brand reputation.
	Sainsbury’s already has a strong reputation, but its distinctive image scored relatively lower (84.5% positive; mean 3.90).
	Strengthen differentiation by communicating a clear combination of quality, value and customer experience, rather than relying only on reputation.
	Stronger brand preference and differentiation from competitors such as Tesco, Aldi and Lidl.

	Promotional activities had a strong influence on respondents.
	Overall mean = 4.01/5; 88.2% of responses were Agree/Strongly Agree. 87.9% said they were more likely to purchase products when they were on promotion; 87.9% said promotions influence their choice of Sainsbury’s over other supermarkets.
	Promotions clearly encourage purchasing, but personalised offers scored slightly lower (86.2% positive; mean 3.91).
	Make Nectar and digital promotions more relevant and personalised, while communicating promotional terms clearly. Focus on meaningful value rather than excessive discounting.
	Increased promotional effectiveness, customer engagement and repeat visits while reducing unnecessary discount dependence.

	Customer trust was the strongest of the four independent variables.
	Overall mean = 4.05/5; 92.8% of responses were Agree/Strongly Agree. 96.6% trusted Sainsbury’s to provide reliable products and services, and 94.8% trusted it to deal fairly with customers.
	Trust is a major strength. The opportunity is to protect this advantage through continued transparency, reliability and fair treatment.
	Maintain transparent pricing and promotional information, reliable service, accurate product information and effective complaint resolution.
	Stronger customer retention, confidence, loyalty and positive word-of-mouth.

	Overall buying decisions were strongly positive.
	Overall mean = 4.04/5; 91.4% of responses across the five buying-decision items were Agree/Strongly Agree. 93.1% intended to continue shopping at Sainsbury’s and 93.1% would consider purchasing more in future.
	The positive buying intention suggests a strong customer base, but continued preference depends on maintaining the factors supporting these decisions.
	Develop an integrated strategy combining product quality, strong brand positioning, relevant promotions and customer trust.
	Improved retention, repeat purchasing, recommendation and long-term customer relationships.


The data show this overall pattern: 
	Variable
	Overall Mean / 5
	Positive Response Pattern

	Customer Trust
	4.05
	92.8%

	Consumer Buying Decision
	4.04
	91.4%

	Promotional Activities
	4.01
	88.2%

	Brand Image
	4.00
	90.5%

	Perceived Product Quality
	3.91
	88.5%



So, customer trust appears to be the strongest factor descriptively, while perceived product quality has the lowest average among the four independent variables. However, because your supervisor asked you to keep the analysis simple and you are not conducting inferential statistical testing, you should not claim that trust statistically causes buying decisions or is statistically more influential. Use wording such as “appears strongest in the descriptive findings” or “recorded the highest average response.”
Also, your 58 respondents are all eligible according to the survey: all 58 indicated that they were aged 18+ and had previously purchased groceries from Sainsbury’s. This makes the respondent data appropriate for your research context.
[bookmark: _Toc240996585]5.11.1 Strengthen Consistency in Perceived Product Quality
Perceived product quality recorded the lowest overall mean among the four independent variables at 3.91, although the result still indicates a generally positive perception. Approximately 88.5% of responses across the product-quality statements were either "Agree" or "Strongly Agree". Respondents particularly agreed that Sainsbury's offers good-quality grocery products, with this statement receiving a mean of 4.02. However, the statement concerning whether product quality meets consumer expectations recorded the lowest item mean within this factor at 3.79. This suggests that although consumers generally regard Sainsbury's products positively, there may be some scope to improve consistency between customer expectations and their actual experience.
Sainsbury's should therefore prioritise consistency rather than focusing only on maintaining a generally positive quality image. This could involve closer monitoring of freshness, product availability and quality consistency across stores and online orders. The recommendation is particularly relevant to grocery retail because consumers frequently evaluate supermarkets through everyday experiences with fresh food and essential products. Zeithaml (1988) argues that perceived quality represents consumers' overall judgement of excellence rather than an objective assessment of technical quality. Consequently, even relatively small inconsistencies can affect consumer perceptions.
The open-ended responses provide further support for this recommendation. Several respondents described the product range and freshness positively, while one respondent specifically suggested that the online product presentation could be made more consumer-friendly. Sainsbury's could therefore strengthen communication of product quality through clearer online product descriptions, freshness information and consistent presentation between online and physical channels. This would also support consumers who use both shopping channels, which represented 32 of the 58 respondents in the survey.
[bookmark: _Toc240996586]5.11.2 Strengthen Brand Differentiation and Consistency
Brand image produced an overall mean of 4.00, with approximately 90.5% of responses across the relevant statements being positive. Respondents particularly perceived Sainsbury's as having a positive image and associated it with good-quality products and services. The statement that Sainsbury's has a distinctive image compared with other supermarkets recorded a relatively lower mean of 3.90. This finding is important because a positive reputation does not necessarily mean that consumers perceive the retailer as sufficiently differentiated from competitors.
Sainsbury's should therefore strengthen its distinctive positioning by communicating a clear combination of quality, value, trust and customer experience. Keller (1993) argues that strong brand equity depends upon favourable and distinctive brand associations. From the present findings, Sainsbury's appears to possess favourable associations, but the comparatively lower distinctiveness score suggests an opportunity to make those associations more clearly differentiated.
The organisation should ensure that its brand promise is consistently reflected across stores, online platforms, advertising and customer service. Rather (2021) highlights the importance of customer experience and trust in developing stronger customer relationships. Therefore, Sainsbury's should avoid treating brand image simply as an advertising issue. Instead, brand communication should be supported by consistent experiences that demonstrate the qualities being promoted.
[bookmark: _Toc240996587]5.11.3 Make Promotional Activities More Relevant and Value-Focused
Promotional activities recorded an overall mean of 4.01, demonstrating a strong positive perception among respondents. Approximately 88.2% of responses across the promotional statements were positive. The strongest item was the statement that respondents were more likely to purchase products when they were on promotion, which achieved a mean of 4.09. Similarly, promotional activities influencing the decision to choose Sainsbury's over other supermarkets recorded a mean of 4.07.
These findings demonstrate that promotions are not merely noticed by consumers but can influence their purchasing decisions. Sainsbury's should therefore continue to use promotional activities, while ensuring that promotions provide meaningful and relevant value. Chandon, Wansink and Laurent (2000) argue that the effectiveness of sales promotions depends partly on the benefits consumers associate with them. Therefore, the objective should not simply be to increase the number of discounts but to design promotions that correspond with customer needs.
The findings also support continued development of personalised loyalty-based promotions. Nectar and personalised offers received positive responses, although the mean for personalised offers (3.91) was lower than the means for purchasing promoted products and choosing Sainsbury's because of promotions. This indicates that promotional influence is strong overall, but personalised offers may have room for improvement.
Sainsbury's could therefore make personalised offers more relevant to individual shopping patterns, communicate them more clearly through digital channels and ensure that customers can easily understand the value offered. At the same time, excessive dependence on price reductions should be avoided. Frequent discounting may encourage price-sensitive behaviour rather than genuine long-term loyalty (Kotler and Keller, 2016). Promotional activity should consequently be combined with product quality, convenience and brand value.
[bookmark: _Toc240996588]5.11.4 Maintain and Strengthen Customer Trust
Customer trust produced the highest overall mean score of all four independent variables at 4.05. Approximately 92.8% of responses across the trust statements were positive. The strongest item was confidence that Sainsbury's would meet consumer expectations when shopping, with a mean of 4.09. Trust in accurate product and promotional information and fair treatment also produced high levels of agreement.
This finding suggests that trust represents an important existing strength for Sainsbury's. Morgan and Hunt (1994) argue that trust is fundamental to successful long-term customer relationships because it reduces uncertainty and encourages commitment. Sainsbury's should therefore focus on protecting rather than assuming this existing level of trust.
A key recommendation is to maintain transparency in pricing, promotional conditions, product information and customer communication. This is particularly important because promotions were also found to influence purchasing decisions strongly. If consumers perceive promotional information as unclear or misleading, the positive relationship between promotions and trust could be weakened.
Sainsbury's should also maintain consistent complaint-handling processes and ensure that customer concerns are addressed efficiently. In addition, responsible sourcing and sustainability claims should be communicated clearly and supported by credible evidence. As consumers increasingly consider corporate behaviour when evaluating organisations, trust extends beyond the immediate transaction (Deloitte, 2024).
[bookmark: _Toc240996589]5.11.5 Develop an Integrated Customer Strategy
The most important overall recommendation is that Sainsbury's should avoid treating the four factors as completely separate marketing activities. The survey produced positive results across product quality, brand image, promotional activities and customer trust, while consumer buying decision recorded a high mean of 4.04. This suggests that customers may evaluate Sainsbury's through a combination of functional and psychological considerations.
Sainsbury's could therefore adopt an integrated approach in which promotions communicate value, product quality supports the brand promise, consistent service strengthens trust and the overall experience reinforces buying intentions. Such an approach is more appropriate than relying excessively on one factor, particularly price promotions.
[bookmark: _Toc240996590]5.12 Managerial Implications
The findings have several implications for Sainsbury's managers. First, managers should recognise that customer buying decisions appear to be associated with multiple dimensions of the retail experience. The high buying-decision mean of 4.04 indicates generally favourable intentions among respondents, including intentions to continue shopping, choose Sainsbury's and recommend the retailer.
Second, customer trust should be treated as a strategic asset. Since trust recorded the highest mean, management should protect this strength through reliable products, transparent communication and fair customer treatment. Trust can be difficult to rebuild once damaged, making preventive management particularly important (Morgan and Hunt, 1994).
Third, promotional planning should move beyond short-term sales generation. The survey indicates that promotions strongly influence purchase decisions, but managers should ensure that promotional activity also supports longer-term customer value. Loyalty programmes such as Nectar can be used to understand customer preferences and provide more relevant offers while maintaining appropriate transparency.
Fourth, managers should pay particular attention to the comparatively lower product-quality score. Although 3.91 still represents a positive result, it was the lowest of the four independent variables. This suggests that improvements in consistency, freshness and communication of quality could potentially strengthen the overall customer proposition.
Finally, management should consider the importance of omnichannel experiences. More than half of the respondents (32 of 58) reported shopping both online and in-store. Therefore, the quality, brand experience and trust experienced online should be consistent with the physical-store experience. Verhoef, Kannan and Inman (2021) emphasise that consumers increasingly interact with retailers across multiple channels, making consistency between channels strategically important.
[bookmark: _Toc240996591]5.13 Academic Implications
The study contributes to the existing consumer behaviour literature by examining four marketing-related factors within the specific context of Sainsbury's. Previous literature has frequently investigated product quality, brand image, promotional activities and trust separately. The present research considers them together as dimensions that may contribute to consumer buying decisions.
The findings provide broadly positive support for the theoretical perspective developed in Chapter 2. Consumer Behaviour Theory suggests that purchasing decisions involve evaluation of different alternatives and perceptions before and after purchase (Kotler and Keller, 2016). The survey findings demonstrate that consumers evaluate Sainsbury's through several dimensions rather than a single attribute.
The findings are also broadly compatible with the Theory of Planned Behaviour (Ajzen, 1991), particularly in recognising that consumer perceptions can contribute to behavioural intentions. However, because the present research relied primarily on descriptive survey analysis, it does not establish statistically tested causal relationships between individual variables. The academic contribution should therefore be understood as providing empirical descriptive evidence rather than proving that one factor directly causes buying behaviour.
[bookmark: _Toc240996592]5.14 Implications for the UK Grocery Retail Industry
The implications of this study extend beyond Sainsbury's because the UK grocery sector is characterised by strong competition between traditional supermarkets and discount retailers. Consumers can compare prices, promotions, product quality and shopping experiences across several retailers. Therefore, supermarkets increasingly need to compete through a combination of value and non-price factors.
The findings suggest that quality, brand image, promotions and trust remain relevant within this competitive environment. The relatively high promotional score demonstrates the continuing importance of value, particularly when consumers are conscious of household expenditure. At the same time, the high trust and brand-image scores indicate that consumers do not evaluate supermarkets exclusively according to price.
For the wider industry, this suggests that successful grocery retailers need to balance competitive pricing with reliable product quality, credible branding and trustworthy customer relationships. Loyalty programmes and digital personalisation can strengthen engagement, but they should complement rather than replace a strong underlying customer proposition.
The findings also highlight the increasing importance of integrating physical and digital retail experiences. Since 32 respondents reported using both channels, supermarkets should ensure that product information, promotions, pricing and customer service remain consistent across online and physical environments. This is particularly relevant as omnichannel retailing continues to influence consumer decision-making (Verhoef, Kannan and Inman, 2021).
[bookmark: _Toc240996593]5.15 Summary
This chapter discussed the findings of the study in relation to the existing literature, the theoretical perspectives, and the competitive context of the UK grocery retail market. The findings from the 58 respondents indicated generally positive perceptions of Sainsbury’s across all four factors examined. Customer trust recorded the highest overall mean score (M = 4.05), followed by consumer buying decisions (M = 4.04), promotional activities (M = 4.01), brand image (M = 4.00), and perceived product quality (M = 3.91). Although these results cannot establish causal relationships, they indicate that all four factors were positively perceived within the sample and were relevant to respondents’ reported buying decisions.
The discussion showed that perceived product quality remains an important foundation of consumer evaluation, particularly in relation to freshness, consistency, product range, and meeting expectations. Brand image was also positively evaluated, although the comparatively lower score for having a distinctive image suggests an opportunity for Sainsbury’s to strengthen its differentiation from competitors. Promotional activities received strong responses, particularly regarding promotional purchasing and the influence of offers on supermarket choice. The findings also highlighted customer trust as the strongest-performing factor, reflecting the importance of reliability, fair treatment, accurate information, and confidence in Sainsbury’s ability to meet customer expectations.
Based on these findings, the chapter identified several areas for managerial improvement. Sainsbury’s should continue to protect and improve product quality while ensuring greater consistency across stores and channels. The company should strengthen its distinctive brand positioning rather than relying solely on price-based competition. Promotional activities, particularly Nectar and personalised offers, should remain relevant and transparent so that customers perceive them as meaningful value rather than short-term incentives. Maintaining trust through reliable service, clear communication, fair pricing, and consistent customer experiences is also essential. In addition, greater integration between physical stores and online grocery services could help provide a more consistent omnichannel experience.
The recommendations further suggest that Sainsbury’s can strengthen its competitive position by integrating quality, value, brand differentiation, personalised promotions, and customer trust rather than treating these factors independently. This is particularly relevant in a highly competitive UK grocery market where major retailers such as Tesco, Aldi, and Lidl continue to compete strongly on price, loyalty, convenience, and value. The chapter therefore concludes that Sainsbury’s should build on its existing strengths while addressing areas where customer perceptions appear comparatively weaker.
Overall, the discussion and recommendations demonstrate that consumer buying decisions towards Sainsbury’s are shaped by a combination of functional, psychological, and relationship-based considerations. The findings support the relevance of consumer behaviour perspectives, the Theory of Planned Behaviour, the Engel–Kollat–Blackwell model, and relationship marketing perspectives in understanding supermarket purchasing behaviour. At the same time, the study’s findings are limited to the characteristics and perceptions of the 58 respondents and should therefore be interpreted within the scope of the research design. The recommendations provide practical directions for Sainsbury’s while also highlighting areas for future research into consumer behaviour within the changing UK grocery retail environment.
[bookmark: _Toc240996594]Chapter 6 – Conclusion
[bookmark: _Toc240996595]6.1 Introduction
This chapter concludes the dissertation by bringing together the main findings of the study and evaluating the extent to which the research aim, objectives and research questions have been addressed. The study examined factors associated with consumer buying decisions towards Sainsbury's within the UK grocery retail market through an extended review of academic and business literature and primary survey research. Four factors were examined: perceived product quality, brand image, promotional activities and customer trust. Primary data were collected through an online questionnaire, resulting in 58 valid responses for analysis.
The chapter summarises the research findings, addresses the research questions and objectives, considers the contribution of the study, acknowledges its limitations, and identifies directions for future research. Particular attention is given to the scope of the evidence, as the findings are based on a survey of 58 respondents and therefore should not be interpreted as representative of Sainsbury's wider customer population.
[bookmark: _Toc240996596]6.2 Summary of the Research
The research was undertaken within the highly competitive UK grocery retail market, where established supermarkets such as Sainsbury's, Tesco, Aldi and Lidl compete through combinations of price, quality, promotions, brand positioning, convenience and customer experience. Changes in consumer expectations and the increasing importance of value, digital retailing and loyalty programmes have made consumer behaviour an important consideration within the sector (Deloitte, 2024).
The literature review established that consumer buying behaviour involves multiple psychological, functional and marketing-related considerations rather than a single factor. The Theory of Planned Behaviour provided a useful theoretical perspective for understanding how attitudes, subjective norms and perceived behavioural control can contribute to behavioural intentions (Ajzen, 1991). However, the literature review also recognised that supermarket purchasing can involve habitual, situational and experience-based behaviour. Consumer Behaviour Theory therefore provided a broader perspective on the different considerations involved in consumer decision-making (Kotler & Keller, 2016; Solomon, 2020).
The literature further indicated that perceived product quality can contribute to consumers' evaluations of products and purchase intentions (Zeithaml, 1988; Konuk, 2019). Brand image can create positive associations and confidence in a retailer (Keller, 1993; Aaker, 1996), while promotional activities can increase perceived value and encourage purchasing responses (Chandon et al., 2000). Customer trust was also identified as an important element of customer relationships because reliability, fairness and confidence can contribute to longer-term relationships between consumers and retailers (Morgan & Hunt, 1994; Rather, 2021).
The primary survey provided evidence of generally positive perceptions of Sainsbury's among the 58 respondents. Customer trust recorded the highest mean among the four factors examined (M = 4.05), followed by promotional activities (M = 4.01), brand image (M = 4.00) and perceived product quality (M = 3.91). The consumer buying decision measure also recorded a high mean score of 4.04. These results describe the perceptions and reported buying-related responses of the surveyed participants; they do not establish causal relationships or represent the views of all Sainsbury's customers.
[bookmark: _Toc240996597]6.3 Answers to the Research Questions
RQ1: How does perceived product quality influence consumer buying decisions towards Sainsbury's?
Based on the survey of 58 respondents, perceived product quality was positively evaluated in relation to Sainsbury's. The factor recorded an overall mean of 3.91 out of 5, with 88.5% of responses across the quality-related statements falling within the positive categories of agreement. In particular, 91.4% of respondents agreed or strongly agreed that Sainsbury's offers good-quality products.
The findings are consistent with literature suggesting that perceived quality can contribute to consumers' product evaluations and purchase intentions (Zeithaml, 1988; Konuk, 2019). However, the findings should be interpreted as evidence of respondents' perceptions rather than proof that product quality causes their buying decisions. The comparatively lower mean for product quality among the four factors also indicates some variation in respondents' perceptions. For example, the statement that Sainsbury's product quality meets expectations recorded a mean of 3.79.
Therefore, based on this survey, perceived product quality appears to be a relevant consideration among the respondents when evaluating Sainsbury's, while the study does not establish its causal effect on purchasing behaviour.
RQ2: To what extent does brand image influence consumer buying decisions towards Sainsbury's?
Brand image was positively evaluated by the respondents, recording an overall mean of 4.00 out of 5, with 90.5% of responses across the related statements being positive. A particularly strong response was observed for Sainsbury's positive image, with 94.8% of respondents agreeing or strongly agreeing with the relevant statement. In addition, 93.1% indicated that they had confidence in Sainsbury's because of its brand reputation.
These findings are consistent with Keller's (1993) and Aaker's (1996) discussion of brand associations and their relevance to consumer responses. The results indicate that a positive brand perception was present among the surveyed respondents and occurred alongside generally positive reported buying decisions. However, the survey does not demonstrate that brand image independently caused those decisions.
The findings also suggest an area for further consideration. The statement concerning Sainsbury's distinctive image compared with other supermarkets recorded a comparatively lower mean of 3.90. This indicates that although respondents generally viewed the brand positively, positive perception and distinctiveness were not necessarily identical.
RQ3: How do promotional activities influence consumer buying decisions towards Sainsbury's?
Promotional activities received a positive overall response among the 58 respondents, with a mean of 4.01 out of 5 and 88.2% positive responses across the relevant statements. Approximately 87.9% of respondents agreed or strongly agreed that they were more likely to purchase products when they were on promotion. The same proportion indicated that promotions influenced their choice of Sainsbury's over other supermarkets.
These findings are consistent with Chandon et al. (2000), who highlight the role of sales promotions in creating consumer benefits and stimulating purchase responses. The survey therefore indicates that promotional offers were a relevant consideration for the respondents in their reported shopping decisions.
However, the findings should not be interpreted as demonstrating that promotions cause purchasing behaviour or create long-term customer loyalty. Promotional responses may represent short-term purchasing considerations, while continued loyalty may depend on wider factors such as quality, trust, convenience and customer experience.
RQ4: How does customer trust influence consumer buying decisions towards Sainsbury's?
Customer trust recorded the highest mean among the four factors examined, at 4.05 out of 5, with 92.8% of responses being positive. Strong responses were observed across several trust-related statements. For example, 96.6% of respondents agreed or strongly agreed that they trusted Sainsbury's to provide reliable products and services, while 94.8% expressed trust that Sainsbury's would treat customers fairly.
These findings are consistent with relationship marketing literature, which identifies trust as an important foundation of customer relationships (Morgan & Hunt, 1994). The results indicate that trust was particularly positively perceived by the surveyed respondents and was present alongside generally positive reported buying decisions.
However, the study does not establish that trust was the cause of respondents' purchasing decisions, nor does the higher mean score demonstrate that trust is the most important factor for Sainsbury's entire customer base. It only indicates that, within this sample, customer trust recorded the highest average response among the four factors examined.
[bookmark: _Toc240996598]6.4 Achievement of Research Objectives
The first objective was to examine the influence of perceived product quality on consumer buying decisions towards Sainsbury's. This objective was addressed through the literature review and analysis of the survey responses. The findings showed generally positive perceptions of product quality among the 58 respondents, although some variation was observed across the individual quality measures.
The second objective was to evaluate the impact of brand image on consumer buying decisions. This objective was addressed through the examination of respondents' perceptions of Sainsbury's image, reputation, quality associations and distinctiveness. The results indicated generally favourable brand perceptions within the sample.
The third objective was to assess the influence of promotional activities on consumer buying decisions. This objective was addressed through questions concerning discounts, promotional deals, Nectar-related offers and the reported influence of promotions on purchasing. The findings indicated that promotional activities were positively perceived by the surveyed respondents.
The fourth objective was to examine the influence of customer trust on consumer buying decisions. This objective was addressed through questions concerning reliability, accurate information, fair treatment and confidence in Sainsbury's. Customer trust recorded the highest mean among the four factors in the sample.
Overall, all four research objectives were addressed through the combination of the literature review and primary survey evidence. However, the achievement of the objectives should be understood within the boundaries of the research design. The study examined perceptions among 58 respondents and used descriptive analysis; therefore, it did not statistically establish causal relationships between the four factors and consumer buying decisions.
[bookmark: _Toc240996599]6.5 Overall Contribution
The study makes a modest contribution to understanding consumer buying considerations within the specific context of Sainsbury's. Its main contribution is the examination of perceived product quality, brand image, promotional activities and customer trust together within one Sainsbury's-focused study.
The findings from the 58 respondents indicate that all four factors received generally positive evaluations. This supports the broader literature discussed in Chapter 2, which presents consumer decision-making as multidimensional rather than dependent on a single consideration. The results also demonstrate the usefulness of combining the Theory of Planned Behaviour, Consumer Behaviour Theory and the EKB model when interpreting consumer buying behaviour.
From a managerial perspective, the survey findings suggest several areas that may be relevant to Sainsbury's. Product quality and consistency should continue to be maintained, brand differentiation could be strengthened, promotional activities should remain relevant to customer needs, and customer trust should be protected through reliable service and transparent communication. These implications should be regarded as informed recommendations based on the surveyed respondents rather than conclusions about the preferences of Sainsbury's entire customer base.
[bookmark: _Toc240996600]6.6 Limitations
Several limitations should be considered when interpreting the findings.
First, the study was based on only 58 respondents. Sainsbury's serves a substantially larger customer population, and therefore the responses collected for this study cannot be assumed to represent all Sainsbury's customers. The sample should be understood as a limited group of respondents whose perceptions provide an indication of the issues examined rather than a statistically representative picture of the wider customer base.
Second, the study used convenience sampling. Participation depended on respondents' accessibility and willingness to participate, which may have introduced selection bias (Saunders et al., 2023). The characteristics of the sample, including its demographic and shopping profile, may therefore differ from those of Sainsbury's wider customer population.
Third, the study used a cross-sectional survey, meaning that perceptions were collected at one point in time. Consumer perceptions may change in response to economic conditions, changes in grocery prices, promotional campaigns, competitor activity or developments in Sainsbury's retail services.
Fourth, the research relied on self-reported perceptions rather than observed purchasing behaviour. A respondent's stated intention or agreement with a survey statement does not necessarily translate into actual future purchasing behaviour.
Finally, the study focused specifically on Sainsbury's and did not undertake a direct statistical comparison with competing retailers. Although the literature review considered the wider UK grocery market, the primary survey cannot be used to determine whether the observed patterns are stronger or weaker than those experienced by customers of Tesco, Aldi, Lidl or other retailers.
[bookmark: _Toc240996601]6.7 Suggestions for Future Research
Future research could address these limitations by using a substantially larger and more representative sample of Sainsbury's customers. Probability sampling, where feasible, could improve the representativeness of the findings and provide stronger evidence about the wider customer population.
Longitudinal research could also examine whether consumer perceptions change over time, particularly in response to changes in grocery prices, promotional strategies, economic conditions and competitor activity.
Comparative research involving Sainsbury's, Tesco, Aldi, Lidl and other major supermarket retailers could provide further insight into whether perceptions of product quality, brand image, promotional activities and customer trust differ across retailer formats and positioning.
Future studies could also examine additional variables that were outside the scope of this dissertation, including price perception, convenience, customer experience, sustainability, store accessibility and digital shopping experience. Qualitative interviews or focus groups could complement survey research by exploring why consumers develop particular perceptions of Sainsbury's and how these perceptions develop through actual shopping experiences.
Finally, future research could employ inferential statistical techniques with a sufficiently large and appropriate sample to examine relationships between the variables more formally. This would provide stronger evidence regarding the statistical associations between the identified factors and consumer buying decisions than was possible within the descriptive design of the present study.
[bookmark: _Toc240996602]6.8 Final Conclusion
Based on the survey of 58 respondents, this study found generally positive perceptions of Sainsbury's across perceived product quality, brand image, promotional activities and customer trust. Customer trust recorded the highest mean among the four factors examined (M = 4.05), followed by promotional activities (M = 4.01), brand image (M = 4.00) and perceived product quality (M = 3.91). The overall consumer buying decision measure also recorded a positive mean of 4.04.
These findings indicate that, within the surveyed sample, respondents considered a combination of quality, brand-related, promotional and trust-related factors when reporting their views towards Sainsbury's. The results are consistent with the theoretical perspectives discussed in Chapter 2, which recognise consumer purchasing as a multidimensional process involving functional, psychological, marketing and relationship-related considerations.
The findings also provide several practical implications for Sainsbury's. Maintaining product quality and consistency, strengthening distinctive brand associations, providing relevant promotional value and sustaining customer trust may all be useful areas of continued managerial attention. However, these implications are based on the perceptions reported by the 58 respondents and should not be interpreted as evidence of what all Sainsbury's customers want or as proof that any single factor causes purchasing behaviour.
Overall, the study provides a focused examination of consumer buying considerations in the Sainsbury's context. Its findings should be interpreted as sample-specific evidence rather than a representation of Sainsbury's millions of customers or the wider UK grocery consumer population. Within that limitation, the study demonstrates the relevance of examining product quality, brand image, promotional activities and customer trust together when seeking to understand consumer buying decisions towards Sainsbury's.
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[bookmark: _Toc240996605]Appendix A – Research Questionnaire
Title:
Consumer Buying Decisions Towards Sainsbury’s in the UK Grocery Retail Market
Introduction
Section A: Participant Information and Shopping Behaviour
1. Are you aged 18 or above? 
· [bookmark: _Hlk240402664]Yes
· No
2. Have you purchased groceries from Sainsbury’s? 
· Yes
· No
3. How frequently do you purchase groceries from Sainsbury’s? 
· Several times a week 
· Once a week 
· 2–3 times a month 
· Once a month 
· Less than once a month 
4. How do you usually shop at Sainsbury’s? 
· In-store 
· Online 
· Both in-store and online 
5. How long have you been purchasing groceries from Sainsbury’s? 
· Less than 6 months 
· 6 months–1 year 
· 1–3 years 
· 3–5 years 
Section B: Perceived Product Quality
Please indicate how much you agree or disagree with the following statements about Sainsbury's.  
Scale:
1 = Strongly Disagree | 2 = Disagree | 3 = Neither Agree nor Disagree | 4 = Agree | 5 = Strongly Agree
Q7. I consider the quality of Sainsbury's products to be consistent.The quality of products at Sainsbury’s is consistent. 
Q8. Sainsbury's provides a good range of quality products.
Q9. I am satisfied with the freshness and quality of products I purchase from Sainsbury's.
Q10. The quality of Sainsbury's products meets my expectations.
Q11. The perceived quality of Sainsbury's products influences my decision to shop there.
Section C: Brand Image
Please indicate how much you agree or disagree with the following statements about Sainsbury's.  
Scale:
1 = Strongly Disagree | 2 = Disagree | 3 = Neither Agree nor Disagree | 4 = Agree | 5 = Strongly Agree
Q12. Sainsbury's has a positive image among consumers.
Q13. I consider Sainsbury's to be a reputable supermarket.
Q14. I associate Sainsbury's with good-quality products and services.
Q15. Sainsbury's has a distinctive image compared with other supermarkets.
Q16. I feel confident when choosing Sainsbury's because of its brand reputation.
Q17. Sainsbury's brand image influences my decision to shop there.
Section D: Promotional Activities
Please indicate how much you agree or disagree with the following statements about Sainsbury's.  
Scale:
1 = Strongly Disagree | 2 = Disagree | 3 = Neither Agree nor Disagree | 4 = Agree | 5 = Strongly Agree
Q18. Sainsbury's offers attractive discounts and promotional deals.
Q19. Sainsbury's promotional offers provide good value for money.
Q20. Sainsbury's loyalty programme and Nectar offers encourage me to shop there.
Q21. Personalised offers and discounts influence my purchasing decisions at Sainsbury's.
Q22. I am more likely to purchase products from Sainsbury's when they are on promotion.
Q23. Promotional activities influence my decision to choose Sainsbury's over other supermarkets.
Section E: Customer Trust
Q24. I trust Sainsbury's to provide reliable products and services.
Q25. I believe Sainsbury's provides accurate information about its products and offers.
Q26. I believe Sainsbury's acts in the interests of its customers.
Q27. I feel confident that Sainsbury's will meet my expectations when I shop there.
Q28. I trust Sainsbury's to deal fairly with its customers.
Q29. My level of trust in Sainsbury's influences my decision to shop there. 
Section F: Consumer Buying Decision
Q30. I intend to continue shopping at Sainsbury's in the future.
Q31. Sainsbury's is one of my preferred supermarkets for grocery shopping.
Q32. I am likely to choose Sainsbury's when deciding where to purchase groceries.
Q33. I would consider purchasing more products from Sainsbury's in the future.
Q34. I would recommend Sainsbury's to other people for grocery shopping.
Q35. Overall, the factors considered in this questionnaire influence my decision to shop at Sainsbury's.
Section G: Demographic Information
Q36. What is your age group?  
Q37. What is your gender?  
Q38. What is your employment status?  
Q39. What is your approximate annual household income?  
Final Open-ended Question (Optional)
Q40. Is there anything else you would like to share about your experience of shopping at Sainsbury's?  
[bookmark: _Toc240996606]Appendix B: Participant Information and Consent Statement
Dear Participant,
I am conducting this questionnaire as part of my dissertation on consumer buying decisions towards Sainsbury's within the UK grocery retail market.
The purpose of this questionnaire is to understand how perceived product quality, brand image, promotional activities and customer trust influence consumers' buying decisions towards Sainsbury's.
Your participation is completely voluntary. The questionnaire is anonymous, and no personally identifiable information will be collected. The information provided will be used solely for academic purposes.
The questionnaire should take approximately 5–7 minutes to complete.
Thank you for taking the time to participate.
Consent
By proceeding with the questionnaire, I confirm that:
· I am aged 18 or above.
· I have purchased groceries from Sainsbury’s.
· I understand the purpose of the study.
· I understand that my participation is voluntary.
· I understand that my responses will be used for academic research purposes.
· I agree to participate in the study.
[bookmark: _Toc240996607]Appendix C: Survey Response Summary
	Measure
	Result

	Total valid responses
	58

	Minimum age eligibility
	18 years

	Respondents with Sainsbury’s purchasing experience
	58

	Questionnaire scale
	5-point Likert scale

	Analysis approach
	Descriptive analysis



	Variable
	Mean
	Positive Responses*

	Perceived Product Quality
	3.91
	88.5%

	Brand Image
	4.00
	90.5%

	Promotional Activities
	4.01
	88.2%

	Customer Trust
	4.05
	92.8%

	Consumer Buying Decision
	4.04
	91.4%

	Overall Factors
	4.03
	89.7%


*Positive responses represent Agree + Strongly Agree.
[bookmark: _Toc240996608]Appendix D: Demographic and Shopping Profile of Respondents
	Category
	Response
	Frequency
	Percentage

	Age
	18–24
	13
	22.4%

	
	25–34
	38
	65.5%

	
	35–44
	5
	8.6%

	
	Prefer not to say
	1
	1.7%

	
	65+
	1
	1.7%

	Gender
	Male
	43
	74.1%

	
	Female
	12
	20.7%

	
	Non-binary/Other
	2
	3.4%

	
	Prefer not to say
	1
	1.7%

	Employment
	Student
	19
	32.8%

	
	Full-time
	15
	25.9%

	
	Part-time
	12
	20.7%

	
	Self-employed
	5
	8.6%

	
	Unemployed
	4
	6.9%

	
	Prefer not to say
	2
	3.4%

	
	Other
	1
	1.7%

	Household Income
	Below £20,000
	30
	51.7%

	
	£20,000–£39,999
	11
	19.0%

	
	£40,000–£59,999
	5
	8.6%

	
	Prefer not to say
	12
	20.7%


[bookmark: _Toc240996609]Shopping Behaviour
	Category
	Response
	Frequency
	Percentage

	Shopping Frequency
	Several times a week
	20
	34.5%

	
	Once a week
	14
	24.1%

	
	2–3 times a month
	20
	34.5%

	
	Once a month
	4
	6.9%

	Shopping Mode
	In-store
	19
	32.8%

	
	Online
	7
	12.1%

	
	Both
	32
	55.2%

	Length of Customer Relationship
	Less than 6 months
	14
	24.1%

	
	6 months–1 year
	27
	46.6%

	
	1–3 years
	12
	20.7%

	
	3–5 years
	5
	8.6%


[bookmark: _Toc240996610]Appendix E: Item-Level Descriptive Statistics
	Factor
	Item
	Mean
	Agree/Strongly Agree

	Product Quality
	Good-quality products
	4.02
	91.4%

	
	Quality is consistent
	3.88
	87.9%

	
	Good range of quality products
	3.95
	89.7%

	
	Freshness and quality satisfaction
	3.88
	87.9%

	
	Quality meets expectations
	3.79
	86.2%

	
	Quality influences decision
	3.91
	87.9%

	Brand Image
	Positive brand image
	4.03
	94.8%

	
	Reputable supermarket
	4.02
	89.7%

	
	Associated with good quality
	4.03
	91.4%

	
	Distinctive image
	3.90
	84.5%

	
	Confidence from reputation
	4.02
	93.1%

	
	Brand image influences decision
	3.98
	89.7%

	Promotions
	Attractive discounts/deals
	3.98
	87.9%

	
	Promotional offers provide value
	4.03
	89.7%

	
	Nectar/loyalty offers encourage shopping
	4.00
	89.7%

	
	Personalised offers influence purchasing
	3.91
	86.2%

	
	More likely to purchase on promotion
	4.09
	87.9%

	
	Promotions influence supermarket choice
	4.07
	87.9%

	Trust
	Reliable products/services
	4.05
	96.6%

	
	Accurate information
	4.07
	91.4%

	
	Acts in customers’ interests
	4.02
	87.9%

	
	Will meet expectations
	4.09
	93.1%

	
	Fair treatment
	4.07
	94.8%

	
	Trust influences decision
	4.02
	93.1%

	Buying Decision
	Continue shopping
	4.03
	93.1%

	
	Preferred supermarket
	4.02
	91.4%

	
	Likely to choose Sainsbury’s
	4.09
	89.7%

	
	Consider buying more
	4.03
	93.1%

	
	Recommend to others
	4.03
	89.7%

	Overall
	Factors influence decision
	4.03
	89.7%



[bookmark: _Toc240996611]Appendix F – OPEN-ENDED RESPONSES
[bookmark: _Toc240996612]F.1 Respondents' Additional Comments
The final question of the questionnaire asked:
“Is there anything else you would like to share about your experience of shopping at Sainsbury's?”
Of the 58 respondents, 33 provided a non-blank response and 25 left the question blank. The responses are presented below to provide additional qualitative context to the quantitative findings. Respondents are identified by response number rather than by name to maintain anonymity.
	Response No.
	Open-Ended Response

	3
	No

	5
	Overall, I had a good shopping experience. The store was clean, well-organised, and the staff were helpful.

	6
	Overall, I had a positive experience shopping at Sainsbury’s.

	7
	Not now

	8
	No

	9
	Satisfied

	10
	Sainsbury’s has a great variety of products, and everything I bought was fresh and good quality. The shopping experience was smooth, the store was well-organized, and the staff were friendly and helpful.

	12
	be good

	13
	“Overall, I had a good shopping experience at Sainsbury’s. The store was well organised, the staff were helpful, and there was a good variety of products. I would be happy to shop there again.”

	15
	Reliable for grocery shopping

	16
	I would to say this brand provide good quality of products. My experience was good

	18
	Yes

	24
	No

	25
	Not really, thank you.

	28
	Great experience

	29
	No

	32
	“Overall, I’ve had a positive experience shopping at Sainsbury’s. The stores are generally well organised, the product range is good, and I can usually find what I need easily. I also appreciate the quality of the products and the convenience of shopping there.”

	33
	Online web product presents need to more easy and consumers friendly

	35
	Nothing

	41
	No

	42
	Overall, I had a good shopping experience at Sainsbury’s. The store was clean and well-organized, the staff were helpful, and there was a good variety of products. I would be happy to shop there again.

	43
	Overall, I had a good shopping experience at Sainsbury’s. The store was clean, well-organized, and the staff were helpful. I was satisfied with the quality and variety of products.

	44
	It’s good.

	47
	Overall, I had a very positive shopping experience at Sainsbury’s. The store was well-organized, the staff were helpful, and I found a good variety of products at reasonable prices. I would be happy to shop there again.

	48
	I was satisfied with my shopping experience at Sainsbury’s. The store was clean and easy to navigate, and I liked the variety of products available. The checkout process was also quick and convenient

	49
	Over all good expriance.

	50
	Good

	51
	I had a smooth and enjoyable experience shopping at Sainsbury’s. I found what I needed easily, and the overall service was convenient and pleasant. I would definitely consider shopping there again

	52
	I have very good experience

	54
	No

	55
	No

	57
	none

	58
	Its good


[bookmark: _Toc240996613]F.2 Summary of Open-Ended Responses
The open-ended responses broadly reinforce the quantitative findings. Several respondents described their shopping experiences positively, particularly in relation to store organisation, staff helpfulness, product variety, product quality, freshness, convenience and overall shopping experience. Some respondents simply indicated that they were satisfied or had a good experience, while several provided no additional comment or responded with “No”, “Nothing” or similar expressions.
One respondent identified a specific area for improvement, stating that the online web product experience needs to be easier and more consumer-friendly. This comment provides a useful indication of a potential digital-shopping improvement area, although it represents an individual response and should not be generalised to the wider Sainsbury's customer population.
Overall, the open-ended responses provide supporting qualitative context for the descriptive survey results. They should be interpreted as individual respondent perceptions rather than representative evidence of all Sainsbury's customers.
[bookmark: _Toc240996614]Appendix G: Literature Search Strategy
	Database/Source
	Main Search Terms

	Scopus
	“consumer buying behaviour” AND supermarket AND UK

	Web of Science
	“consumer purchase decision” AND grocery retail

	ScienceDirect
	“perceived product quality” AND purchase intention

	Emerald Insight
	brand image AND supermarket AND consumer behaviour

	Google Scholar
	customer trust AND grocery retail

	Google Scholar
	promotional activities AND consumer buying decisions

	Google Scholar
	Sainsbury’s AND consumer behaviour


Inclusion/exclusion criteria:
	Inclusion Criteria
	Exclusion Criteria

	Peer-reviewed academic studies
	Non-academic sources where academic evidence was required

	Studies relevant to consumer behaviour
	Studies unrelated to consumer purchasing

	Grocery/retail context
	Highly unrelated industries

	Studies addressing the four key variables
	Studies with no relevance to the conceptual framework

	Relevant and sufficiently recent research
	Outdated sources where more recent evidence was available
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