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[bookmark: _Toc212411305]Introduction
[bookmark: _Toc212411306]Background of the Study
UK retail has operated under variable demand conditions in 2025, with sales volumes rising by 0.9% in Quarter 3 compared with Quarter 2 and by 0.5% month on month in September; volumes were 1.5% higher than a year earlier, yet remained 1.6% below the pre-pandemic benchmark, while the online share reached 28.0% in September 2025 (Office for National Statistics, 2025). Moreover, In the UK, retail sales volumes have fluctuated around the 2023 baseline but edged up into September 2025, as shown in Figure 1 (Office for National Statistics, 2025)
[image: ]
Figure 1 UK Retail Sales Volume Index, Sep 2022–Sep 2025 (2023=100) (Source: Office for National Statistics, 2025)
Within this environment, off-price shoppers weigh value against brand signals that reduce risk and guide choice. Evidence indicates that favourable brand image and robust brand trust are associated with higher purchase intention, supporting the inclusion of these constructs as direct predictors in this study (Tan et al., 2022). At the same time, brand loyalty remains a central outcome of cumulative evaluations and behaviours, and recent synthesis work consolidates its antecedents across brand offer, consumer–brand alignment, experience and bonding, reinforcing the need to model loyalty alongside image and trust (Desveaud et al., 2024). 
Aligned with these observations, the project examines UK fashion shoppers of TK Maxx, H&M and M&S to estimate the relative effects of brand image, brand trust and brand loyalty on purchase decisions, and to assess whether these relationships vary across retailers and segments such as age and shopping frequency.
[bookmark: _Toc212411307]Research Aim
To examine how brand image, brand trust, and brand loyalty influence consumer purchase decisions in the UK fashion retail industry, using three major retailers as comparative case examples 
[bookmark: _Toc212411308]Objectives
i. To assess the reliability and validity of measurement scales across the three selected fashion retailers.
ii. To determine the contribution of brand image, trust, and loyalty to purchase decisions for each retailer using regression analysis.
iii. To compare cross-retailer patterns using pooled quantitative models to identify similarities and differences.
iv. To examine whether age band and shopping frequency moderate these relationships across retailers.
[bookmark: _Toc212411309]Research Questions
1. Do the measurement scales show acceptable reliability and validity across the selected retailers?
2. To what extent do brand image, trust, and loyalty predict purchase decisions within each retailer?
3. How do the predictive patterns differ across retailers?
4. How do these relationships vary by age band and shopping frequency?

[bookmark: _Toc212411310]Literature Review
[bookmark: _Toc212411311]Brand Image and Its Influence on Purchase Decisions
Brand image signals quality and value, reducing perceived risk and guiding choices in retail settings. Empirical evidence shows that a favourable brand image increases purchase intention by strengthening consumers’ evaluation of the offer (Tan et al., 2022). Studies in different markets likewise report that positive brand perceptions translate into stronger purchasing behaviour, underscoring the generalisability of the link between image and choice (Guliyev, 2023). Category-specific research indicates that social media activity can enhance brand image and, in turn, lift intentions to buy, suggesting that communication touchpoints shape the image–purchase pathway (Ellitan et al., 2022). 
Recent work also clarifies that perceived brand transparency how openly and clearly a brand communicates forms part of the image that consumers use when deciding whether to buy (Sansome et al., 2023). In addition, authenticity seeking influences how consumers judge brands, which can reinforce image-based preferences relevant to purchase (Grayson et al., 2021). Taken together, this literature supports modelling brand image as a direct predictor of purchase decisions in an off-price context. The present study therefore focuses on the extent to which brand image explains variation in reported purchase decision among recent TK Maxx shoppers in the UK, and on how this effect compares with the roles of brand trust and brand loyalty specified elsewhere in the proposal.
[bookmark: _Toc212411312]Brand Trust and Purchase Decisions
Brand trust reduces perceived risk and increases confidence that the retailer will deliver on promises, which encourages purchase in digital and store settings (Hochstein et al., 2025). Evidence from structural models shows that trust formed through credible green marketing and clear value propositions is positively associated with purchase intention, indicating a direct pathway from trust to choice (Tan et al., 2022). Trust can also be strengthened by perceptions of authenticity that foster psychological ownership, which supports favourable decision making when selecting among competing retailers (Kumar and Kaushal, 2021). 
Transparent communication contributes to trust because consumers use openness and clarity as signals of reliability when judging whether to buy (Sansome et al., 2023). On this basis, the study treats brand trust as a core predictor of purchase decisions among UK off-price shoppers and compares its effect with brand image and brand loyalty to establish the relative contribution of each construct to reported purchasing behaviour (Hochstein et al., 2025).
[bookmark: _Toc212411313]Brand Loyalty and Purchase Decisions
Brand loyalty reflects a tendency to prefer and repurchase, shaped by cumulative evaluations and attachment, and has been linked to growth outcomes in competitive retail categories (Robertson et al., 2022).The most recent synthesis literature formalises the way offer and relationship-related antecedents contribute to loyalty to the extent that it forms a basis to model loyalty and other brand constructs to understand purchase behaviour (Desveaud et al., 2024). Practical considerations may alter the response to loyalty; it has been demonstrated that stockouts change the loyalty maintaining and loyalty switching behaviour with consequences on immediate purchase (Chen and Hou, 2025). 
However, context also plays an important role in the programme, and behaviour varies when customers shop through more than one competing loyalty scheme, which influences the customer purchasing behaviours and brand loyalty (Khodakarami et al., 2024). Digital touchpoints influence loyalty intention as well, with retail apps improving loyalty when users feel competent, linking everyday interactions to downstream purchase behaviour (Flacandji et al., 2024). Accordingly, the study models brand loyalty as a direct predictor of purchase decisions and assesses how its effect compares to brand image and brand trust within the same sample (Guerra-Tamez et al., 2024).
[bookmark: _Toc212411314]Demographic and Behavioural Moderators
Demographic and behavioural characteristics can condition how brand image, brand trust and brand loyalty translate into purchase decisions. Evidence from competitive loyalty settings shows that customer behaviour varies when individuals manage rewards across multiple retailers, implying that brand–outcome links are not uniform across segments (Khodakarami et al., 2024). Behavioural engagement with a retailer’s digital tools also matters; competence gained through using retail apps is associated with stronger loyalty intention, indicating that more engaged shoppers may convert brand perceptions into purchase more readily than less engaged shoppers (Flacandji et al., 2024). Immediate trading conditions can further shape responses, as loyalty-related choices are sensitive to operational factors such as stockouts, which alter substitution patterns at the point of decision (Khan and DePaoli, 2024). In line with this literature, the present study examines moderation by age and shopping frequency as pragmatic, measurable proxies for segment differences and behavioural engagement among recent TK Maxx shoppers in the UK. This approach allows a focused test of whether the effects of brand image, brand trust and brand loyalty on purchase decisions vary across readily identifiable shopper groups.
Theoretical Framework
The Theory of Planned Behaviour (TPB) remains a suitable organising framework because it specifies attitude, subjective norm and perceived behavioural control (PBC) as proximal drivers of intention and behaviour (Ajzen, 2011). In this study, brand image will be treated as an antecedent to attitude; brand trust will be treated as a risk-reducing factor shaping attitude and (indirectly) PBC; and brand loyalty will be treated as a behavioural disposition aligned with habit/past behaviour extensions to TPB. This specification preserves TPB structure while allowing direct, comparable estimation of the relative contributions of image, trust and loyalty to purchase decision using standardised effects (Yadav and Pathak, 2017). 
Evidence in fashion contexts indicates that TPB effects vary with context and interactions (El-Shihy and Awaad, 2025), and that brand image and trust frequently mediate links from marketing stimuli to purchase intention. Integrated TPB models that add value- or design-related beliefs improve explanatory power and support practical interpretation (Armitage and Conner, 2001). Accordingly, this study will compare effect patterns across retailers and test age and shopping-frequency moderation in one coherent model, focusing on measurable differences rather than speculative mechanisms.
Research Gaps
Recent work links image, trust and loyalty to purchase outcomes, but most studies examine single brands or non-UK contexts, limiting transferable guidance for UK fashion retail (Desveaud et al., 2024). Evidence that simultaneously models all three constructs with comparable, standardised effects remains sparse, constraining clear managerial prioritisation (Desveaud et al., 2024). Research also often treats demographic and behavioural differences only incidentally; practical moderators such as age and shopping frequency are not consistently tested alongside core predictors (Khan and DePaoli, 2024). 
Further, the role of perceived transparency and digital trust is documented, yet typically outside integrated models that report relative contributions to purchase (Hochstein et al., 2025). The proposed study will address these gaps by estimating and comparing the relative effects of image, trust and loyalty across three UK fashion retailers, while assessing moderation by age and shopping frequency.
[bookmark: _Toc212411315]Methodology
[bookmark: _Toc212411316]Data source
Primary data will be collected via an online questionnaire (Microsoft Forms) administered to UK adults (over 18 years of age) who have purchased from TK Maxx, H&M or Marks & Spencer within the past six months. A non-probability quota design, implemented through convenience channels (UK social media and personal networks), will target 135 completes allocated evenly across retailers (45 per brand), with an expected 100–110 usable cases after cleaning (Saunders et al., 2019). Quotas will ensure balanced coverage for cross-retailer comparisons while remaining feasible within time and resource constraints (Bell et al., 2022). Screening items will confirm eligibility and route respondents to the appropriate brand quota based on their most recent purchase; if multiple apply, respondents will select the single retailer most shopped in the last six months. 
The instrument will measure brand image, brand trust, brand loyalty and a purchase-decision item, alongside age band and shopping frequency. Mandatory responses and one attention check will reduce missing data and inattentive responding. A short pilot will test clarity and timing before full launch (Bell et al., 2022). Data will be exported to statistical software and managed using standard survey procedures and documentation (Saunders et al., 2019; Bell et al., 2022).
[bookmark: _Toc212411317]Research Design
The study adopts a cross-sectional, single-method quantitative design using a short, self-administered survey. This design is appropriate for testing predefined relationships among brand image, brand trust, brand loyalty and purchase decision within a defined period and constrained resources (Saunders et al., 2019). Items will use concise Likert-type scales adapted for clarity and respondent burden. The design prioritises measurement consistency, straightforward fieldwork and analysable data for regression modelling. A brief pilot will check comprehension, response time and basic reliability before main data collection. Inclusion criteria will restrict participation to recent shoppers of all three brands, and the questionnaire will include one attention check to support data quality. The overall design is consistent with established guidance on operationalising constructs and administering questionnaires in business research (Blumberg et al., 2014).
[bookmark: _Toc212411318]Research approach
The project follows a positivist stance and a deductive approach. Hypotheses specifying the expected positive associations between brand image, brand trust, brand loyalty and purchase decision will be tested on observed data using statistical procedures. Positivism is appropriate because the study relies on measurable indicators and assumes regularities that can be examined using quantitative models (Saunders et al., 2019). 
Deduction suits the aim to evaluate theory-informed expectations within a practical sample of UK shoppers, with results interpreted in terms of effect sizes and explained variance rather than open-ended interpretation (Gray, 2021). This approach is compatible with a cross-sectional survey, permits efficient evidence gathering, and aligns with available time and resources while preserving internal consistency in measurement and analysis (Saunders et al., 2019).
[bookmark: _Toc212411319]Data Analysis
Data preparation will screen eligibility, completion time, straight-lining and missingness, then report descriptives. Scales will use validated items and a short pilot to check clarity and content validity; internal consistency will be assessed before forming composites, with item–total inspection (Bell et al., 2022). Cross-retailer differences in mean levels will be tested using one-way ANOVA (Welch where appropriate) with post-hoc tests (Field, 2018). Predictive models will apply OLS with standardised coefficients, retailer dummy variables and interactions to test effect differences, controlling for age band and shopping frequency (Wooldridge, 2016; Saunders et al., 2019). Assumptions will be checked; robust errors will address heteroskedasticity if detected. The usable sample (~100–110) is adequate for ≤6 predictors at α=.05, power=.80, medium effect (f²=.15) (Hayes, 2018).
[bookmark: _Toc212411320]Ethical Consideration
Participation will be voluntary with informed consent at the start of the survey. No identifying information will be collected beyond broad demographics needed for analysis, and respondents will be able to exit at any time before submission. Data will be stored securely, restricted to the researcher, and used only for this project. Reporting will be at aggregate level to protect confidentiality. The study will follow institutional guidance on ethics for business research, including transparency, data minimisation and secure retention for a limited period before deletion (Bell et al., 2022; Gray, 2021).
[bookmark: _Toc212411321]Expected Findings
The study findings will indicate that brand image, brand trust and brand loyalty will each show positive associations with purchase decisions among TK Maxx shoppers. The loyalty coefficient is likely to be strong, consistent with evidence that loyalty consolidates prior evaluations and predicts downstream behaviour (Desveaud et al., 2024). Trust is expected to be significant as shoppers’ confidence in reliability increases (Hochstein et al., 2025). Image effects should capture perceived quality and value supporting intention to buy (Tan et al., 2022). Moderation by shopping frequency is anticipated, with engaged shoppers translating perceptions into purchase more strongly (Flacandji et al., 2024). Short-run stockouts may weaken loyalty–purchase links for respondents, producing modest variation in estimated effects.
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Table 1 Research Timeline Gantt Chart
	Task
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
	Week 7
	Week 8
	Week 9
	Week 10
	Week 11
	Week 12

	Finalise Aim, Objectives and RQs
	✓
	✓
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Ethics Preparation and Approval
	✓
	✓
	✓
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Instrument Design (Items and Consent)
	✓
	✓
	✓
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Pilot Test and Revisions
	 
	 
	✓
	✓
	 
	 
	 
	 
	 
	 
	 
	 

	Data Collection (Online Survey)
	 
	 
	 
	 
	✓
	✓
	✓
	✓
	 
	 
	 
	 

	Data Cleaning and Quality Checks
	 
	 
	 
	 
	 
	 
	✓
	✓
	✓
	 
	 
	 

	Reliability and Descriptives
	 
	 
	 
	 
	 
	 
	 
	✓
	✓
	 
	 
	 

	Modelling (Correlation and Regression)
	 
	 
	 
	 
	 
	 
	 
	 
	✓
	✓
	 
	 

	Draft Report, Feedback and Finalise
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	✓
	✓



[bookmark: _Toc212411323]Conclusions
The study will provide an estimate of how brand image, trust and loyalty relate to purchase decisions for TK Maxx shoppers within a cross-sectional design. By reporting standardised effects and a moderation test, the results aim to show which construct most strongly aligns with purchase. Expected positive links for image and trust are grounded in prior evidence and will be assessed on current data to inform retail communication, loyalty management and practice.
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