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[bookmark: _Toc234610245]Introduction 
This research proposal is based on understanding how customer trust and brand image can impact purchasing intention in the retail industry in the UK. For this purpose, the probable research methodology is highlighted and the expected outcomes are mentioned through which the provable credibility of the study will be developed. 
[bookmark: _Toc234610246]Background 
Currently, the UK retail sector is facing acute competition and changing impacts on consumers’ trust that are forcing them to consider beyond pricing strategies. In recent times, the digitised market is developing based on a stable brand image and ingrained customer trust (Manzoor et al. 2025). It is recorded that 74% of consumers stated they will actively switch brands if transparency, clear communication, or product quality are compromised (Capgemini, 2024). Thus, it is mentioned that it will emphasise how emotional connection and perceived brand value can impact on a consumer’s willingness to buy. Besides, the analysis interlinking between customer trust and management of brand value will be effective to meet the research objectives with the most concurrent data based on the UK retail industry. 
[image: 25+ Customer Loyalty Statistics, Facts & Trends (2026)]
Figure 1: Rate of brand switching 
(Source: Vpnalert, 2023)
The Market volatility is impacted by different macroeconomic factors that are affecting the household purchasing power across different regions. Currently, it is recorded that consumer price inflation is increased 3.4% (Matchett, 2026) and for this, discretionary spending among British households is seen. At the same time the economic environment becomes crucial to polarize the market. For instance, while physical footfall has seen minor fluctuations, the overall retail market size reached a valuation of $1,034,316.4 million (IMARC Group, 2024). This is critically highlighting how the consumer demand impacts on value driven brand communication. Moreover, Internet purchasing has increased to 28% through the UK retail sector and it has made a firm’s digital presence prominent based on customers perceptions. From this point of view this proposal has considered how the brand is crucial to impact on the customers’ purchasing habits in the UK retail industry. As mentioned by Kang and Hustvedt (2024), the customer trust can no longer be developed only by the service provided by the organisation, rather, it is greatly impacted by organisational transparency and accountability. Therefore, understanding this metrics can be effective to investigate how the business brand equity can protect retail companies of UK from rapid shift in consumer purchasing patterns. 
[bookmark: _Toc234610247]Aim
The aim of the paper will be to analyse the impact of Customer trust and brand image on purchase intention in the retail industry in the UK.
[bookmark: _Toc234610248]Objectives 
· To examine the ways through which Customer trust and brand image are maintained in the retail industry in the UK.
· To analyse the impact of Customer trust and brand image on purchase intention in the retail industry in the UK
· To find out the issues developed from lowering customer trust and ineffective brand image on purchase intention in the retail industry in the UK
· To recommend feasible strategies through which customer trust and ineffective brand image can be managed for detecting purchase intention in the retail industry in the UK
[bookmark: _Toc234610249]Research questions 
1. What are the ways through which Customer trust and brand image are maintained in the retail industry in the UK?
2. How do Customer trust and brand image impact purchase intention in the retail industry in the UK?
3. What are the issues developed from lowering customer trust and ineffective brand image on purchase intention in the retail industry in the UK?
4. What are the feasible strategies through which customer trust and ineffective brand image can be managed for detecting purchase intention in the retail industry in the UK?
[bookmark: _Toc234610250]Rationale 
Along with the development of e-commerce facilities and inflation in the UK, consumers have become highly conscious regarding their purchasing power. From this point of view, analysis of customer trust and brand image is crucial because in modern times, purchasing habits are not controlled only by price. It is critically linked with brand value and the security of services. As mentioned by Yildirim (2023), if the customers experience loss of sustainability initiatives or different types of greenwashing or blue washing issues, they can immediately reject the company in terms of taking their services or products. Therefore, it is crucial to develop the research based on how customer trust and brand can be maintained simultaneously for managing the steady growth of the industry. This research can be helpful for UK retailers to understand how they can maintain customer trust along with the development of brand reputation to retain the purchasing habits of targeted consumers.
[image: UK retail sales shrink unexpectedly in December, adding to glum data |  Reuters]
Figure 2: Reduction of UK retail sales 
(Source: Bruce and Abdulla, 2025)
[bookmark: _Toc234610251]Literature review 
Introduction 
The literature review is based on understanding the opinions of the previous researchers based on same area of research. Similarly, this literature review is also focused to understand what the previous researchers opined related to the impact of Customer trust and brand image on purchase intention in the retail industry. In this regard, the literature gap of previous does have also been identified. 
The ways through which Customer trust and brand image are maintained 
As mentioned by Mansoor et al. (2025), maintaining spontaneous communication between the organisational marketing and the customers is a prominent way to maintain brand image. Along with this, maintaining omnichannel consistency in the global competitive market and the era of E-commerce growth is impactful for developing customer trust and enhancing their buying habits. Contemporary literature have focused on the fact that authentic corporate social responsibility initiatives, along with strict data privacy measures are necessary for managing brand reputation. In this regard, Agu et al. (2024) highlighted that when retail companies become able to align their operational practices with the industry based ethical polices, it will be helpful to minimise consumers’ scepticism and foster emotional connection with the wider market. Moreover, leveraging personalized CRM is effective for companies to address consumer grievances in real-time. From this point of view, it is evident that the retail industry needs to create a reliable service environment, when the brand becomes able to fulfil customer demands and presenting a stable brand loyalty in competitive market. 
The impact of Customer trust and brand image on purchase intention 
In the words of Chandramohan (2024), maintaining a stable base for consumer trust and brand image is helpful for an organisation to convert consumers’ interest into a constant purchasing habit. It is true that when an organisation becomes able to establish a stable brand image, it can be able to provide consistent quality service, show a stable base of corporate responsibility and succinct business values (Devi, 2023). All of these are helpful to attain consumers’ trust and establish a long-term relationship with the targeted market range. 
Issues developed from lowering customer trust and ineffective brand image on purchase intention in the retail industry
A reduction of customers’ trust can be combined with a weak brand image while creating significant barrier for making repeat intention. As per the thoughts of Amarullah et al. (2022), when the brand credibility is affected, consumers’ purchasing experiences a higher financial and functional risks. As mentioned by Patel (2024), this financial and functional risk may lead to develop brand switching habits among the potential customers. Along with this, the lack of trust among the customer base may increase negative word of mouth across digital platforms and this is also a prominent reason for the companies to develop a weak brand image. Often, it is seen that retailers are focused to enhance their expenditure to attract a pool of traffic. Yet, this approach is not properly effective because price reduction may impact on profit margin negatively and make a weak long term band equity in the competitive market of the industry. 
Theories and models 
Keller’s Customer-Based Brand Equity (CBBE) Model and the Theory of Planned Behaviour (TPB) can be considered to discuss the concerned topic. These will be helpful in linking the brand image with the customers’ trust development for sustaining the business base long-term. As described by Hamzah et al. (2026), The Keller’s model is an upward pyramid, highlighting the aspect of brand identity to development of brand meaning, responses and ultimately the resonance. Therefore, utilisation of this model can be helpful for retailers to develop distinct brand image, shaping the consumers’ feelings and developing a long term base of trust. On the other hand, the theory of planned behaviour highlights an individual behavioural aspects focusing on their personal attitudes, subjective norms and perceived behavioural controls (Hagger et al. 2022). Therefore, integration of these two frameworks can be appropriate to map the core research topic based on how the brand image can impact on cognitive attitudes of consumers, finally driving the behavioural purchasing intentions. 
Literature gap 
It is evident that the contemporary literature sources have explored the fragmented concepts of brand equity and consumer trust. Therefore, a prominent empirical gap is developed there related to how the two variables can be linked to influence purchasing intention of consumers. In this aspect, existing studies have shed light on the steady state markets and general ecommerce platforms. Thus, there is a lack of localised research based on how digital brand image and consumer trusts can safeguard the retail sector from unexpected changes in consumer purchasing habits. 

Conceptual framework 

Figure 3: Conceptual framework
(Source: Self-created)
[bookmark: _Toc234610252]Research methodology
Research philosophy 
The research will consider interpretivism as a research philosophy by rejecting positivism and realism philosophies. This philosophy will be helpful to consider the objective views of the topic and find theoretical insights for establishing a prominent link between customer trust and brand for sustaining business longevity. 
Research approach 
Selection of a research approach is based on how the collected data are focused on being analysed (Ganesha and Aithal, 2022). From this point of view, this study will consider an inductive approach as no hypothesis will be developed to be proven. 
Data collection method
The secondary data collection will be followed and theoretical sources from journal articles, online articles as well as newspaper articles, industry reports and Government websites will be focused on. It should be checked that the sources must be published within 2022-2026. 
Data analysis method
The qualitative data analysis method will be considered in this study. For analysing the collected data, the thematic codebook method will be followed. In this method, 4-5 themes will be developed through different sub-themes and categories. 
Ethical considerations 
This research will follow certain key ethics, such as maintenance of data privacy and data confidentiality after collection of necessary theoretical data. No 3rd party involvement will be entertained while the analysis process will be going on. On the other hand, the act of GDPR will be followed for maintaining data security, until the research process will be completed. No generative AI tool will be or any generative plagiarism will be strictly restricted for this research paper.
Limitations 
The limitation of this research may be based considering the articles that will need paid access for analysis. As a result of this, different essential and credible data may not be incorporated into that discussion of the research topic. 
Time plan 
	Activities 
	Day 1- day 10
	Day 11- day 25
	Day 26- Day 36
	Day 37- Day 55
	Day 56- Day 70
	Day 71-80
	Day 81- Day 85

	Developing Research topic and objectives
	
	
	
	
	
	
	

	Finding literacy sources 
	
	
	
	
	
	
	

	Setting research methodology 
	
	
	
	
	
	
	

	Collection of data 
	
	
	
	
	
	
	

	Analysis of research data 
	
	
	
	
	
	
	

	Developing discussion and conclusion 
	
	
	
	
	
	
	

	Final editing and submission 
	
	
	
	
	
	
	


Table 1: Research time plan
(Source: Self-created)
[bookmark: _Toc234610253]Expected outcomes
In order to complete their research, it can be understood that the outcomes will be based on the ways through which different retail companies of UK are managing brand development and enhancing customer trust. It will be suitable for maintaining a positive buying habits within the targeted market range. Consulting a range of theoretical sources will be necessary to understand the brand reputation management in the retail industry of UK and the current approaches of handling customers buying habits by utilising the brand image. 
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UK retail sales fall unexpectedly in December
Retail sales, adjusted for the inclusion of the Black Friday sales at the start of the month, fell by

0.3% in month-on-month terms in December.
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