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Introduction
There are many grocery brands of UK which are running on offline and online shopping modes but this study is more specific to the investigation of brand loyalty in offline and online grocery shopping in the UK. In the 21st century, there is so much competition, now brands products have a short shelf life. Expectations of customers have risen and brands are competing in the way that who is the better, more rewarding and cheaper. Nowadays competition is high and attaining loyalty of customers is a difficult challenge. Consumers have become more judgmental and due to some factors such as items out of stock or poor service which can make a negative impact on brand loyalty. So in this study, I am going to investigate how consumers have brand loyalty after all when they purchase grocery offline and online. 
Research Objective

The main objective of this study is to investigate the consumer’s loyalty towards the grocery brands (offline or online) of UK. 

Significance of the Study

The findings of the study are of importance to various grocery brands in the UK. First and foremost, to the marketing managers of grocery brands that can make a strategic plan for the strong relationship with consumers. Secondly, grocery brands officials can better understand the offline and online shopping standards, and they can improve the way with consumers for more attraction to their brands. Lastly, the findings are of theoretical significance to academicians and researchers by exposing the emerging trends regarding the brand’s loyalty in offline and online grocery shopping areas that would require further study.
Research Aim

The aim of this study is to understand the brand loyalty of consumers of UK offline and online shoppers.  This study will examine how and why the consumers maintained brand loyalty; how and why they switch brands; how, when and why they prefer offline or offline grocery shopping of UK. 
Three brands performance measure is examined as part of this study:
Brand loyalty 

1- Does consumers are loyal who buy the same brand grocery? 
2- Does brand get more loyalty or less loyalty than it should be?

Brand Switching 
1- Does any consumer not a hundred percent loyal to a particular brand, then which other brands will he buy?

2- Does both brands have the same level of utility for a single consumer?
 Offline and Online Shopping
1- Does the offline shopping satisfy the consumer more?

2- Does the time saving benefit of online shopping clicks more on rational minds?

3- Does the consumers trust (validity of grocery items, etc.) on online grocery shopping in UK?
Hypotheses:

1- Consumers are loyal to the brands where they shop grocery items. 
2- Brands get more loyalty with good relationships with consumers. 
3- If the consumer not hundred percent loyal to a particular brand then he chooses the brand which has more image than previous chosen. 
4- Consumers sometimes give preference to some brands.
5- Offline shopping satisfy the consumer because of their self-visiting.
6- Online shopping save time for consumers and sometimes they prefer it. 
7- Consumers trust in online shopping but they wanted to shop on the weekends 
8- Researchers publish preferably significant and positive estimates of online grocery shopping.
9- Brands competition for grocery shopping is fierce.
Literature Review 
Brand loyalty in consumers can play a key role in success by developing competitive advantages with the performance of a brand. In recent years, marketing and academics practitioners have analyzed that it is tough to manage the experience of customers if the value creation has achieved (Berry et al., 2002, Iglesias 2010). Nowadays companies shifting their focus to experience (Klaus and Maklan 2013) and therefore, it is becoming important to be able to develop and define brand experience while if companies gain a competitive advantage of a market (Ismael 2011).  Brand Commitment, within the marketing field has become attitudinal concept from last decades and also established important factor about marketing relationship and consumer behavior (Morgan and Hunt 1994, Sargeant and Lee 2004 and Campbell 2009). Brand committed consumers sometime pay sacrifice for maintaining the relationship work (Bozzo 2003). Brand commitment of consumers is still important and marketers are aware about to maintaining the relation with the consumers. Effective commitment of consumers make emotionally attachment to the brands loyalty, consumer’s identification with the brands and consumers involvement with brand (Bansal 2004). Evidently, these factors maintain the consumer’s relationship with the brands. 

Brand loyalty concept has recognized very important in the marketing literature from last four decades (Howard and Sheth 1969). Most of the researchers believe that by reducing the costs, brand loyalty can be a firm beneficial (Chaudhri and Holbrook 2001) and some researchers said that positive words of mouth (Sutikno 2011), probability of business (Shanumugan and Kabiraj 2011), can increase the shares of market ( Stathakopoulos and Gounaris 2004) and advantage of competitive market (Iglesias 2011).  The Literature review revealed that scholars have no agreement on their measures and definitions. This lack of agreement and measures about the common brand loyalty caused the confusion and evidently. 
The Research Strategy and Methodology  
Due to the investigation of brand loyalty, I will go through multiple ways to determine the offline and online grocery shopping of United Kingdom by conducting the meetings with managers of different grocery brands and also it will be more informative and investigative way to talk with the women’s who directly shop the grocery items in the mode of offline and online.  I will also take surveys with the managers of different brands who deal with online and offline grocery shopping. The surveys will focus on brand loyalty of consumers that how consumers have relationships with the brands and how they are committed and loyal with grocery brands. The investigation of brand loyalty in offline and online grocery shopping of UK will be firstly from managers of the brands and then salesman of the grocery brands. Female consumers are the very important part of this study because usually females shopped the grocery for their homes so the investigation from the females will be analyzed deeply and also there will be male consumers included for this study. 
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There could be shared a questionnaire Google form to the consumers via the internet that could be very helpful to investigate online grocery shoppers. In the Google form, a question can be asked from the last 6 months grocery shopping where they shopped. On the other side, there could be shared a questionnaire hard copy form to the consumers by visiting them at their homes or it can be done in the market place that could be very helpful to investigate offline grocery shoppers. In the hard copy form, a question can be asked from the last 6 months grocery shopping that where they shopped.
Google Form questionnaire 

I will create a Google form for the questionnaire which will be filled by the consumers and also there will be a Google form for grocery brand managers and sales officer. They all will fill the online form accordingly and via the internet. The filled forms will be saved in database for findings and analysis. 





Hard Copy Form questionnaire 

There will be same printed forms of Google form and then will be filled by the consumers and grocery brands managers and sales officers.  







Outcomes 

By the end of this study, I will able to investigate the brand loyalty of consumers in offline and online grocery shopping in United Kingdom. I will analyze separately the offline grocery shoppers as well as online grocery shoppers of UK regarding their loyalty towards the grocery brands. This study will also help out the grocery brands that how to solve the consumers problems who are loyal to their brands and with the findings of this study, grocery brands will be able to make good relations with their consumers. Grocery brands of UK will able to attract more for loyalty of consumers. 
Planned Timetable
	TASKS
	START
	END
	DAYS
	STATUS

	Topic Finalize 
	2-Feb-19
	7-Feb-19
	6
	Complete

	Dissertation Proposal 
	8-Feb-19
	16-Feb-19
	8
	Complete

	Introduction (dissertation)
	15-Feb-19
	25-Feb-19
	10
	In Progress

	Meeting with Supervisor
	26-Feb-19
	26-Feb-19
	1
	Not Started

	Literature Review
	27-Feb-19
	7-Mar-19
	10
	Not Started

	Data Collection
	8-Mar-19
	8-Apr-19
	30
	Not Started

	Meeting with Supervisor
	9-Apr-19
	9-Apr-19
	1
	Not Started

	Context
	10-Apr-19
	15-Apr-19
	5
	Not Started

	Findings 
	11-Apr-19
	21-Apr-19
	10
	Not Started

	Meeting with Supervisor
	22-Apr-19
	22-Apr-19
	1
	Not Started

	Discussion
	23-Apr-19
	28-Apr-19
	5
	Not Started

	Analysis
	29-Apr-19
	9-May-19
	10
	Not Started

	Meeting with Supervisor
	10-May-19
	10-May-19
	1
	Not Started

	Conclusion and Finalize Report
	11-May-19
	21-May-19
	10
	Not Started

	Submission
	Will
	Depend 
	On 
	Date


Note: The planned time could be changed according to the research supervisor. I set 10 days for a brief  

introduction of my topic and 10 days for a literature review. A time taking part of my thesis will be the data collection that is planned to get in 30 days because in this period I will visit the grocery brands and families for investigation of brand loyalty and after that I will collect all information by Google form and with hard copy forms. There will be 5 days for context and 10 days for findings of collected data. There will be also 5 days for discussion and 10 days for analysis of collected data and self-visits. Finally, I planned 10 days for the conclusion of this study and for finalizing the thesis report. 
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