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[bookmark: _Toc223834654]1. Introduction
[bookmark: _Toc223834655]1.1 Background of the Study
Retail supermarket business is among the most competitive lines in the contemporary consumer markets. Supermarkets are not only competing on the basis of products and prices, but also on the basis of convenience, quality of service and trust, as well as the overall experience of the brand. The retailers in extremely saturated grocery markets need to have a difference as customers can easily change to the competitors who offer the same products and offers. Good branding is, however, significant in terms of long-term performance in the market and retaining customers (Aaker, 2014).
Competing consumer needs, the rise of discount retail chains, emerging digital shopping and economic strains and restrictions have made the UK supermarket industry highly competitive. The competition between Tesco, Aldi, Lidl, Sainsbury and Asda retailers occurs based on pricing, loyalty, and positioning of the brands. The research on the market evidence that the practice of grocery rivalry in Great Britain is still rather high, and customer retention is one of the main strategic concerns of supermarket operators (Kantar, 2026).
The loyalty of the customers is particularly valuable since frequent purchases allow for maintaining the integrity of the revenue stream and long-term profit margins. The experience demonstrates that the satisfaction level, quality of services, and perceptions of value affect the loyalty (Ou, Verhoef and Wiesel, 2017). Meanwhile, brand image influences the way customers consider the sense of trust, quality, and personality of the retailer (Keller and Swaminathan, 2020). Tesco is among the most successful UK supermarket brands; however, there is strong competitive pressure between Tesco and its competitors. Customer trust, value, and convenience are also identified in the corporate reporting by Tesco as being the focus of sustained performance (Tesco PLC, 2025).
[bookmark: _Toc223834656]1.2 Research Problem
The level of competition among supermarkets to secure customer loyalty is high since the market has a large number of similar products, constant price discounts and easy switching. Under these circumstances, the brand image will be significant as it will influence the level of trust, reputation, and perceived value. Despite its strong position in the market, Tesco faces strong competition from Aldi, Lidl and other retailers, which still puts the company under pressure on its performance in retaining its customers. Although it is common knowledge in the literature on brand image and brand loyalty, understanding how the usage of Tesco's brand image affects customer loyalty in the UK supermarket competition is still necessary.
[bookmark: _Toc223834657]1.3 Research Aim
To examine the relationship between brand image and customer loyalty in Tesco shopping.
[bookmark: _Toc223834658]1.4 Research Objectives
· To analyse how brand image shapes consumer perceptions and competitive positioning within the supermarket retail sector.
· To examine the main factors that influence customer loyalty within contemporary supermarket shopping environments.
· To evaluate how Tesco’s brand image influences customer loyalty, trust, and repeat shopping behaviour.
[bookmark: _Toc223834659]2. Literature Review
2.1 Brand Image in Marketing
Brand image can be described as the significance and connections which people who use the brand assign to the brand. It is pre-determined by the communication, service quality, experience, and past interactions. Powerful brand image is beneficial in enabling companies to develop differentiation, uniformity, and competitive emphasis within saturated markets (Aaker, 2014). In retail marketing, consumers consider the brand to be trusted, worthwhile, contemporary or customer-oriented. A good brand equity is developed when the customers associate the brand with favourable and distinctive ideas (Keller and Swaminathan, 2020). Brand image is also affected by the aspects of the stores. The shopping attitudes and purchase intentions are influenced by layout, service environment and perceived value, indicating that brand image has both functional and emotional aspects (Balaji and Maheswari, 2021). Trust is also central. Consumers tend to favour brands that they find reliable and stable, and trust enhances the brand relationships and customer reviews (Cardoso et al., 2022).
2.2 Customer Loyalty in Retail
Customer loyalty is the ability of a customer to remain loyal to a retailer in the long run. It encompasses behavioural loyalty, which is demonstrated by a repeat purchase, and attitudinal loyalty, which is demonstrated by commitment and preference. Both play an important role in the retailing of supermarkets, as customers can come back due to habit, convenience, or actual preference of a brand. Quality of service, value, satisfaction, trust, and emotional attachment are the factors that determine loyalty. The purchase frequency and switching costs are low in supermarkets, thus loyalty is strategically significant in such a case. They are supported by research claiming that higher loyalty is associated with improved service quality and satisfaction, and higher switching behaviour with poor experiences (Slack, Singh and Sharma, 2020). The programmes are also called Loyalty, whereas the second type assists loyalty by rewarding repeated behaviour. The research on the delivery of grocery retail reveals that chain loyalty could be reinforced by meaningful rewards (Nesset et al., 2021). Nevertheless, loyalty is not transactional in nature, as the behavioural and attitudinal loyalty can be shaped jointly by innovative programme design and the individual value (Zikienė and Kyguolienė, 2024).
[bookmark: _Toc223834662]2.3 Relationship Between Brand Image and Customer Loyalty
Both the brand image and customer loyalty have a strong correlation, as brand image determines trust, satisfaction, and repeat purchase intention. Favourable brand relation is likely to generate deeper emotional attachment and loyalty. They have proven that robust consumer-brand relations are very useful in promoting the outcome of loyalty in many situations (Khamitov, Wang and Thomson, 2019). Brand image has an indirect influence on the brand preference, differentiation, and aspect of the brand image that has an indirect influence on brand loyalty, and indirectly through trust, value and satisfaction. Store image and perception value dominate customer reactions and expansion loyalty behaviour in retailing (Graciola et al., 2020). Research also demonstrates that when customer believes that the retailer is reliable and worthwhile, it will result in increased loyalty based on the positive corporate or store image (Alam and Noor, 2020). Likewise, attributes of better stores can enhance experience and promote an increaseable brand loyalty (Anggara, Ratnasari and Osman, 2023).
[bookmark: _Toc223834663]2.4 Brand Image in Supermarket Retail
Store environment, pricing, assortment, service quality, convenience, and loyalty programs manipulate brand image in the case of supermarket retail. The competition of supermarkets is based on both value in practice and emotional positioning. It has been established that store image and satisfaction play an important role in influencing the purchase intention in grocery stores (Watanabe, Torres and Alfinito, 2019). The image of Tesco will, in turn, probably rely on the way the customers will rate its convenience, quality, digital channels, and Clubcard value. Loyalty programmes are still essential since they encourage those who have become loyal and increase the perceived value. Grocery research Article indicates that the benefits become relationship-based, helpful, and effective in promoting chain loyalty through effective programme design (Nesset et al., 2021).
[bookmark: _Toc223834664]2.5 Research Gap
Though numerous research works consider brand image, store image, customer trust and loyalty, the literature is widespread and scattered. The bulk of the studies revolve around the general retail, superstores, online shopping or non-UK environment. Specific attention towards detailing the customer loyalty nature of Tesco brand image as a UK supermarket speciality is given less attention. Moreover, the available research tends to focus on loyalty in quantitative terms, and a smaller number of studies synthesise quantitative secondary sources in an effort to make sense of how consumers can perceive the brand image of Tesco. The present study fills this gap by applying secondary qualitative research to test the correlation between the brand image of Tesco and customer loyalty based on the available academic and industry evidence.
[bookmark: _Toc223834665]3. Methodology
[bookmark: _Toc223834666]3.1 Research Philosophy
This research is intended to use an interpretivist research philosophy. Interpretivism is suitable since the study is done on meanings, perceptions and relationships as opposed to testing universal laws. The main issue of the research is the effect of brand image on customer loyalty, and attention ought to be paid to the subjective interpretation and the socially constructed consumer knowledge. As the customers do not react to a brand solely based on activity that can be quantified, an interpretivist standpoint enables a further analysis of how the concept of loyalty and brand image are discussed and perceived in the literature (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc223834667]3.2 Research Approach
The research method employed in the study is inductive. The induction approach is appropriate since it allows one to build patterns and themes using available evidence and not start off with a strict hypothesis. The study will explore the relationship between the brand image and customer loyalty in Tesco shopping by making repeated findings of insights in the journal articles, market facts, and company publications. This will enable the research to transition out of very fine details in the literature towards much larger implications regarding the performance of Tesco in terms of retail branding and loyalty (Creswell and Creswell, 2018).
[bookmark: _Toc223834668]3.3 Research Method
This proposal takes place through a qualitative research method. The qualitative research is suitable since the research aims at interpretation, meaning and a relationship of concepts. It attempts to know how brand image affects consumer perceptions, trust and loyalty instead of quantifying them with primary numerical data. Qualitative research is specifically helpful in combined studies when the concepts are complicated, contextual, and influenced by various interacting elements (Bryman, 2016).
[bookmark: _Toc223834669]3.4 Research Design
The study is a secondary qualitative research. This implies that the dissertation will not involve the collection of new primary information about the customers in order to conduct research. The secondary qualitative research is appropriate since it provides an opportunity to access a significant scope of academic and industry evidence within a realistic timeframe of the dissertation. The literature search will focus on peer-reviewed journal articles, retail and marketing literature, Tesco annual reports and other sources related to the market to construct a knowledgeable understanding of the issue (Johnston, 2017). The design is also convenient since one may not have easy access to Tesco customer data. The research can be conducted with confidence and systematically explored with the existing evidence that will give information about the relationship between brand image and brand image loyalty. Tesco's annual reporting and market sources are important in linking the academic theory to the actual retail environment in the UK supermarket industry.
[bookmark: _Toc223834670]3.5 Data Sources
The research will be based on secondary sources, which will be gathered in academic and professional databases. These are Google Scholar, Business Source Complete, journal databases, Tesco corporate reports, and publications of the retail industry. The theoretical and empirical base of the literature review will be obtained with the help of peer-reviewed journal articles, whereas the reports of Tesco PLC and Kantar Market will provide context about a company and a sector. Triangulation is supported through the use of various sources, whereby the researcher can compare the academic findings with corroborations between the corporations and the market data. This assists in the enhancement of the analysis depth and credibility (Denzin, 2017). Only the relevant and credible sources, as well as the recent ones, will be prioritised, particularly the sources that are associated with the retail branding, customer loyalty, supermarket image and consumer behaviour.
[bookmark: _Toc223834671]3.6 Data Analysis Method
Thematic analysis will be employed in describing the treatment of the chosen secondary data in the study. Thematic analysis will be relevant due to the ability of the researcher to trace recurrent patterns, concepts, and arguments among various sources. The themes to be targeted by this method will include brand perception, customer trust, drivers of loyalty, store image, and competitive differentiation. The data analysis will be conducted through reading and coding of the identified literature, categorising the similar concepts into bigger themes, and determining how the identified themes can provide explanations of the Tesco case. This method suits secondary qualitative research since it offers a methodical means of amalgamating the results of the various published works into a logical argument as far as brand image and customer loyalty are concerned (Braun and Clarke, 2006; Nowell et al., 2017).
[bookmark: _Toc223834672]3.7 Ethical Considerations
Even though this research does not entail working with primary participants, ethical concerns are not negligible. All the references will be cited to prevent plagiarism and provide transparency. There will be the utilisation of credible and reliable scholarly and professional sources. The researcher will reflect the original findings of authors without being deceptive or biased. The issue of scholarly honesty will thus take centre stage during the research process.
[bookmark: _Toc223834673]4. Expected Findings
This research is likely to demonstrate that good brand image has a positive impact on customer loyalty in supermarket retailing. The brand image at Tesco will probably make it stronger as it will help to form trust, perception of value, and consumer satisfaction. The customers will be able to stick around not only due to the convenience and availability of the products, but also due to the fact that Tesco, as a corporation, projects reliability, familiarity, and value. There is past research that has associated store image, trust, and loyalty in retail stores (Cardoso et al., 2022). The results can also indicate that Tesco has branding policies and reward policies that foster recurring purchases. In sum, loyalty should not translate to mere price, but rather shows to be a more expansive brand relationship.
[bookmark: _Toc223834674]5. Limitations
This research has several limitations anticipated. First, it is entirely based on secondary data, thus failing to capture up-to-date and first-hand views of Tesco shoppers. Second, the internal customer behaviour information of Tesco cannot be accessed on a wide scale; this can diminish the company-specific knowledge. Third, the results rely on the breadth and quality of the accessible literature, and in such a case, certain viewpoints might be based on the previous research priorities. Besides this, a secondary qualitative analysis does not necessarily reflect real-time customer behaviour changes in a fast-moving retail market. These restrictions will be minimised with the help of recent authoritative sources, synthesis of academic and business evidence, and the systematic thematic analysis procedure.
[bookmark: _Toc223834675]6. Timeframe
	Stage
	Time Period

	Topic selection
	Week 1

	Literature review
	Weeks 2–4

	Methodology design
	Week 5

	Secondary data collection
	Weeks 6–7

	Data analysis
	Weeks 8–9

	Writing dissertation
	Weeks 10–12

	Final review and submission
	Week 13


[bookmark: _Toc223834676]7. Conclusion
This proposal includes the justification, research design, and research methods for analysing the relationship between brand image and customer loyalty in Tesco shopping. The issue is significant as rivalry in the UK supermarket market is rather high, and customer loyalty is a major strategic concern. The proposal demonstrates that brand image brings its effect on the perceptions of consumers towards trust, value, and shopping experience, which can influence the results of its loyalty. The proposed study will be based on the secondary qualitative approach with the help of interpretivism, induction, and thematic analysis. Through the Tesco case study, the dissertation will contribute to the purpose of giving insightful data relating to how effective retail branding can assist customer loyalty in competitive markets.
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