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[bookmark: _Toc118005577]Abstract
The marketing department has a challenging burden when tasked with the responsibility of allocating resources across a number of client touchpoints. Because of this, it is essential to have a solid grasp of their respective influence. Nevertheless, previous studies had a tendency to look at brand advertising, store touchpoints, word-of-mouth, and conventional earned touchpoints in isolation from one another. This is something that needs to change. This article presents a way for understanding if the relative effect of multiple touchpoints could be affecting the customer satisfaction and brand value of the organization, and it does so by presenting the approach as a method. It demonstrates this strategy by utilizing six distinct kinds of touchpoints, such as brand advertising, retailer advertising, in-store communications, word-of-mouth, peer observation (seeing other consumers), and conventional forms of earned media such as editorial. These touchpoints are used in conjunction with one another to achieve the desired results. The random sampling method, in which respondents report on the questionnaire, is used for the study of the impact of touchpoints on changes in brand consideration in all consumer categories example- electrical goods, technology products, mobile handsets, and soft drinks. customer's emotional response to the touchpoint. According to the findings of the model, the positive effect of in-store communication is, on average, more significant than the impact of other touchpoints, such as brand advertising. Despite the fact that the relative touchpoint impacts vary significantly from category to category, this is true regardless of the context. A touchpoint that is always important is peer observation, which is often ignored and not taken into consideration at any point. When all of the facts are taken into consideration, they give proof of the relative effect that merchants, social influences, and third-party endorsement have in addition to the impact that brand advertising has. Touchpoint positivity gives a better level of explanatory power for the prediction of the change that is being investigated when compared with touchpoint frequency on its own. This demonstrates that traditional methods of analysis, such as media mix model modeling is based only on media expenditure or exposure, need to be augmented by approaches that evaluate touchpoint perceptual response in addition to frequency. to enhance the in-store experience as well as the many in-store contact points that influence the purchasing experience, which in turn influences the value of the organization's brand. There is constant progress being made in the direction of lowering the number of touchpoints in-store in order to enhance the shopping experience of customers and ensure that businesses are providing the highest level of customer service possible. These new features, like as self-scanning, smart shops, and cashless transactions, together with the elimination of any need for human interaction in order to complete the transaction, are being introduced in order to enhance customer satisfaction and the overall value of the company's brand.
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[bookmark: _Toc118005579]1.Introduction
In point of fact, the construction of covered markets, specialty shops, and department stores in the 18th and 19th centuries marked the beginning of the retail industry as an organized sector. Brick-and-mortar companies may now more effectively contact customers both online and in their physical locations by capitalizing on the growing popularity of internet purchasing. In the beginning, signage and packaging were the most important aspects of retail marketing. The manner that retailers interact with their clientele is undergoing significant transformations as a direct result of big data. Consumers have more power than ever before thanks to their access to information about products, prices, and other retailers, and they want merchants to have the same level of expertise.  (Diaz, 2019)
Interactions between a brand and its target audience are known as touchpoints. From the moment a customer enters the shop to the moment they pay for their items, there are several touchpoints. Every interaction has an effect on the customer's final purchasing decision. You will not improve the experience of your customers until you first understand their touchpoints. Retail interactions There are not many available selections for brands at large retail outlets.
At the moment of purchase, you may fascinate customers with a robotic point-of-purchase display (POP). Deals shouldn't be your primary concern. It is possible that this will affect people's perceptions of your brand, leading them to believe that it is "cheap." Tokinomo is able to treble its sales without offering any discounts. You could find that using these approaches helps you draw customer touchpoints. The point of contact is the most important.  (Nicoleta, 2022)
The authors Hartman and Spiro (Spiro, 2005) are the ones who came up with the concept of "store equity," which may be defined as "the uneven effect of store knowledge on customer response to the marketing of the shop." Additionally, Jinfeng and Zhilong (Zhilong, 2009) describe retailer equity as "the additional usefulness or value supplied to a store by its brand name." This is another definition of retailer equity. This concept places a strong emphasis on the need of constructing the aforementioned brand and generating a distinctive response from consumers.
This document serves as the proposal for the dissertation that will investigate in further depth the impact that customer contact points have on the whole purchase experience and on the equity of brands in the retail sector.
[bookmark: _Toc118005580]2.The rationale of the study and use of this research
Touchpoints during the customer journey are crucial due to the fact that they influence the client's choice to make a purchase as well as any suggestions the consumer may provide for the firm (such as via satisfied customers) (such as through positive word of mouth). Therefore, customer touchpoints have the potential to be a powerful weapon that is capable of engaging current customers, reaching new consumers, and influencing purchase decisions when they are modified effectively. It is simpler to say than to really accomplish the goal of creating pleasurable customer experiences with personalized touchpoints along the user journey.  (zeotap, 2021) In this current climate, each and every business operating in the sector is adopting omnichannel commerce. Each channel has certain points of contact that are very significant. The purpose of this study is to get an understanding of the significance of touchpoints as well as the influence they have on the customer experience and brand equity.

[bookmark: _Toc118005581]3.Aim
The aim of this project is to know, Will customer touchpoints affect the shopping experience in retail stores?
[bookmark: _Toc118005582]4.Objectives
· To analyze if customer touchpoints affect buying experience in retail stores
· To analyze whether customer touchpoints affect the brand equity of companies in the retail sector.
· To understand customer satisfaction overall in the retail industry and the impact of customer touchpoints on customer satisfaction.
[bookmark: _Toc118005583]5.Questions
· Do customer touchpoints affect the buying experience in retail stores?
· Do customer touchpoints affect the brand equity of companies in the retail sector?
· What is the impact of customer touchpoints on customer satisfaction?
[bookmark: _Toc118005584]6.Dissertation Overview
[bookmark: _Toc118005585]6.1 Introduction
The first chapter provides a general overview of the subject matter that is being considered, in addition to providing a history of the study that is now being carried out. In addition to this, it offers a comprehensive description of the difficulties that are encountered by scholars who decide to concentrate their efforts in this particular field of research. In addition, the reasons for doing the study are articulated in a way that is not only clear but also condensed and to the point. In the latter part of the chapter, the researcher will provide the study's objectives, the research question, and the discussion that they developed.
[bookmark: _Toc118005586]6.2 Literature Review
The notions of customer satisfaction, brand image, and brand loyalty will each be operationalized and addressed in the next chapter, which is dedicated to the study of the relevant literature and takes place within the framework of touchpoints. In addition, the ideas, along with any other pertinent literary material, will be included into this chapter. [Citation needed] A conceptual framework will be constructed with the support of theoretical models in order to verify that the results of the research are correct and to ensure that the dots are connected. In this chapter, we will talk about the beneficial aspects of the models as well as the negative aspects that come along with them. After finishing the literature review, the researcher will be able to bring together all of the different parts of the chosen subject in the context of the secondary data.
[bookmark: _Toc118005587]6.3 Research Methodology
This chapter of the dissertation is considered to be one of the most essential chapters in its whole due to the fact that it delves into the methodology that was used throughout the research project. In this chapter, we will go even further into the methodology behind the research study. In addition, the kind of research that the researcher decides to do will be investigated. Furthermore, the technique of data collection, the method of sampling, and the technique of data analysis will all be taken into account. In this chapter, every methodology that was used in order to carry out the research and conduct the analysis in a scientific way will be dissected in great detail and completely explored.
[bookmark: _Toc118005588]6.4 Data and Discussion of findings
The chapter of the project that is immediately before the very last one will have a section that will contain the data from the dissertation. This data will be displayed in the chapter as tables and charts. Microsoft Excel and SPSS will be used in order to carry out these steps successfully. The data that was acquired from the respondents to this research will, without a doubt, include a representation of the replies given by the individuals who took part in this survey. This chapter will only concentrate on presenting the data that are deemed to be the most significant; in addition to analysing the outcomes, we will also cover how the data should be evaluated after they have been obtained.

[bookmark: _Toc118005589]6.5 Conclusion, Limitation and Recommendations 
In this chapter, we will draw findings from the study, based on which suggestions will be made, and we will also highlight any limits that we encountered.
[bookmark: _Toc118005590]7.Literature Review
The store is the essential component of Retail. Value-added services are the focal point of customer experiences created by retailers. The sensory experience provided by a shop is a significant component of the interaction. The in-store experience is something that both Disney and Starbucks have mastered. A critical touchpoint has the potential to either generate or destroy a brand engagement. The tone of voice, appearance, demeanor, and level of support provided by a shop assistant all represent the brand. Customers get the most value from a brand when it is offered by store staff. The value of the retail worker is not determined by their ability to organize shelves or operate the cash register.  (Stephane, 2021) The corporate and customer touchpoint clusters were found by Robert Zimmermann, Wolfgang Weitzel, and Andreas Auinger via the use of a workshop, a consumer survey, and cluster factor analysis (CFA). Different perspectives on touchpoints are held by retailers (12 groupings) and customers (7 groups). In order to have the closest possible connection with the client, the business has to focus on customer perceptions of clusters. For the purpose of locating brand-owned touchpoints, we made use of sales data and Bay S-MR. Touchpoints with a client that was either positive, likely positive, neutral, likely negative, or negative had an effect on the customer's sales value. These touchpoint insights may be used by retailers in the decision-making process regarding channel choice and integration since they provide a legitimate factual basis for discussion, which can lead to thought-provoking impulses. Because of the growth of e-commerce and the desire of omnichannel businesses to provide a better experience for their customers, these companies need accurate monitoring systems to determine the sales value of the various customer journeys and touchpoints. This study may serve as motivation for those who build tools. The concept presented in this research ought to be improved by tracking technologies in the future.  (Robert Zimmermann, 2021)
[bookmark: _Toc118005591]7.1 Omnichannel Retailing: Omnichannel retailing is a sales approach that allows consumers to connect with numerous sales and media channels, such as desktop computers, mobile devices, and physical locations. This style of retailing is also known as cross-channel retailing or multichannel retailing. One example of how unified commerce takes multichannel selling one step further is the use of cloud technology to merge the many phases of the purchasing trip into a single platform. This is just one example of how unified commerce takes multichannel selling to the next level. Customers will reap several benefits as a result of having a unified experience, such as the consistency of the service they get, the opportunity to have their preferences catered to, and the simplicity with which they can transition between various channels. Taking a customer-centric strategy allows for equal possibilities for customers and merchants to reap the advantages of incentives by integrating the positive aspects of unified commerce and purchasing across many channels. (salesforce.com, 2020)
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Source: (Marfice, 2020)
According to Forbes, 96 percent of consumers say that the quality of customer service is a significant factor in determining which businesses they would stay loyal to. In order for retail teams to be able to deliver a tailored experience for customers, it is essentially important for such teams to do consumer data analysis in a prompt and precise way. The single most essential thing you can do is make sure that your workforce has the appropriate training to provide exceptional customer service across all of the critical touchpoints where customers interact with your company. Apprenticeship programs in warehouses educate operators on how to process orders in a way that is both safe and efficient. Apprenticeship programs are common in warehouses. The modern consumer has far higher expectations for their shopping experiences than merely being able to find and purchase a product that satisfies their requirements and preferences. It is very necessary to obtain training on the significance of preserving a favorable public perception of a brand and giving outstanding service to one's clients.  (Hall, 2021)


[bookmark: _Toc118005592]7.2 Customer Touchpoints:
Touchpoints with Customers Touchpoints with customers include more than simply providing customer service, and each company has its unique set of touchpoints. For instance, if you own a retail business, the buyer's journey may begin with an advertisement, continue with a visit to your website, during which they are guided through a sales funnel, and then conclude with a visit to your store, where they engage in conversation with a real person. If you provide software as a service (SaaS) item, the touchpoints your customers have with your company can include an advertisement, your marketing team, a sales representative, an onboarding team, and your technical support staff. In any event, the provision of customer service and solicitation of feedback from clients need to be included on your touchpoint map.
It is important to be creative and know what you want to do with your consumer touchpoints so that you are building a specific relationship with the customer and not just contacting them at random. If you do not know what you want to do with your consumer touchpoints, it is important to be creative and know what you want to do. Using dating as an example once again, it is essential to maintain contact on some level, but not to the extent that it makes you seem too dependent. Here are some other approaches to communicating with your clients:  (Lahey, 2022)
[bookmark: _Toc118005593]7.2.1 The pre-purchase touchpoints:
It is common practice to characterize the pre-purchase contact points as being associated with delivering unpredictable effects. They are all of the interactions that a prospective customer has with a company before they actually connect with the company itself and are collectively known as touchpoints. Despite the fact that the unique impacts that they have on consumers cannot always be converted into statistics, they are nevertheless an important component of the trip that the client takes.
There is a wide variety of guises that a pre-purchase touchpoint might adopt, such as the following examples:
· Social Media Adverts
· Social Media Posts
· Advertisements that are displayed on Websites
· Mouth to Mouth (n.)
· Reviews
· Content Produced by Staff Members
· Media
· The Sponsorship of Content
· Marketing
The key to successfully constructing a positive experience for your customers is to first identify which of these contact points are the most important to you and then to make the most of the effect they have. Search engines are often an important component of the trip that a buyer takes. If your website is optimized for search engine optimization (SEO), you will be able to respond to particular questions that prospective consumers may have, offering value to them even before they are aware of who you are. There is a plethora of search engine optimization software available nowadays that may assist you in concentrating your content on pre-purchase client questions. (Goodey, 2021)

[bookmark: _Toc118005594]7.2.2 The purchase touch points:
The encounters that a consumer has with a company when they are in the process of acquiring a product or service that has been promoted constitute the purchase touch points.
When this was first introduced many years ago, the primary interaction with this probably consisted of actually walking into the store to make the purchase. Nevertheless, in terms of buying contact points, there is a great deal more to think about today than there was in the past. For instance:
· Team of Website Salespeople
· Team of Website Customers Serving You
· Store Activities Available in Person
· Through wholesalers and/or retail establishments
Making sure that the experience consumers receive at this moment is a critical part of the process is a smart approach to boost the possibility that this customer will become a lifelong client.
Because it may cost a company up to five times as much to bring in a new client as it does to keep an existing one, it is in the best interest of a company to make sure that this stage of the customer journey is as easy and uncomplicated as is humanly feasible.  (Goodey, 2021)

[bookmark: _Toc118005595]7.2.3 The post-purchase touchpoint:
A mistake that may cost organizations both time and money is making the assumption that the customer journey is over after the consumer has completed their transaction. When compared to the success percentage of selling to a new client, which is anywhere from 5 to 20 percent, the success rate of selling to an existing customer is anywhere from 60 to 70 percent.
The following are some instances of contact points that occur after a transaction has been made:
· Forms
· The Importance of Remembering Your Current Clientele on social media (If you want to build a community around your company, it is essential that you do not forget about your current clientele while posting on social media)
· Email \newsletters
· Assistance to Customers
· Programs That Reward Loyalty
As a result of an increase in the number of contact points, billing customer journeys are getting more diverse and difficult to navigate. If a company wants to increase the level of happiness they provide its customers, they need to be more aware than ever before of the many contact points they have with its customers and evaluate whether or not these touch points are beneficial to the company.  (Goodey, 2021)
[bookmark: _Toc118005596]7.3 Customer Journey:
There are many more interactions that make up the consumer journey than simply touchpoints. Customers continued to leave a firm despite the fact that all of the company's many touchpoints had positive ratings for customer satisfaction totaling at least 90 percent of the time. The primary problem was not brought to light since there was not enough consumer touchpoint mapping done. After mapping its touchpoints, the firm reached the conclusion that it was not fully onboarding users to its technology, which meant that customers had a tough time utilising it. As a result, the company made the decision to change its approach. In contrast to sales, which were more concerned with closing deals, the efforts of technical support were focused on resolving issues that were being experienced by clients. Nobody paid any attention to the client's requirements in terms of the most favourable features, costs, integration, etc., and as a result, they were not satisfied. The organisation did not give a road map of the journey that was taken by the consumer. Brands are required to plan out the consumer involvement process as a journey, and they must identify each touchpoint along the way. This tells if the touchpoints added up to a spectacular experience or whether they were just nice exchanges that wasted the time of a consumer or drove them away from the firm. This information might help businesses map the customer journey from the perspective of the consumer, therefore directing consumers toward goods and services that they would find interesting. A map of the customer journey may start with the following:
Inviting a customer to sign up for one of your publications, such as a brochure or a newsletter
To retain previous customers, you may offer them a discount on a subscription or when they have made a certain number of transactions.
A customer is offered a discount in exchange for providing feedback or completing a survey on further products and services that they may be interested in purchasing. This may be providing a summer vacation itinerary to a subscriber of your mobile service or presenting recipes to go with the cooking equipment you've just sold.  (Lahey, 2022)
[bookmark: _Toc118005597]7.4 Brand Equity:
Brand equity refers to the intrinsic value of a brand, taking into account the knowledge and connection of customers. It is the end product of a brand's efforts to maintain its identity and image. According to cognitive psychology, consumer awareness of brand characteristics and connections impacts attribute perceptions. [Cognitive psychology] The level of consumer awareness is the most important factor for producers and advertisers to consider when trying to sell a brand, which is why brand equity is so important to marketers. According to the theory of information economics, a powerful brand name sends a signal of product quality to purchasers who are only partially informed and results in price premiums. In the process of marketing a brand, marketers assess the value of the brand. Brands that are strong and healthy have a positive image, identity, and equity for their brand. The image of a retailer can benefit from having strong manufacturer brands. Retailers benefit from increased sales of trusted brands due to increased customer familiarity and loyalty to those brands. During the Christmas season, when retailers generate up to 80 percent of their annual revenue in only six to eight weeks, almost all of the branded suppliers provide special deals to their customers. There is a transfer of equity, brand image, and customer loyalty to the retailer's brand. The manufacturers participate in these events by offering retail discounts, alternative payment methods, and other types of incentives. It's possible that retailers have a significant influence on brand promotion. (Gérard Cliquet, 2012)

[bookmark: _Toc118005598]7.4.1 The Brand Equity Model Developed by Keller
Keller's Brand Equity model, also known as the Customer-Based Brand Equity (CBBE) Model, was initially conceived of and published by marketing professor Kevin Lane Keller in his widely read textbook titled "Strategic Brand Management." Other names for this model include the Customer-Based Brand Equity (CBBE) Model and the Customer-Based Brand Equity (CBBE) Model.
The idea is shown as a pyramid, and it may be further segmented into four different tiered levels that companies can work their way through in order to develop a strong brand. In addition, each of the four tiers includes six basic components that need to be in place before a company can establish a successful brand. These components must be in place before a company can build a successful brand.
The following are the six building blocks that may be found on each of the four different levels of the pyramid:
Various Traits That Can Be Used to Recognize a Brand: Salience (bottom of the pyramid).
The Importance of the Brand in Relation to Its Activities and Images (second level of the pyramid).
The views and sentiments of consumers on the brand are referred to as its responses (third level of the pyramid).
An Examination of Relationships with Brands Using Resonance (top of the pyramid). (Grassl, 2000)
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Source: (KELLER, 2013)
Step 1: Brand Identity – Who Are You?
First, you need to create "brand salience," or awareness, so customers recognize your brand. You’re not only building brand identification and awareness; you're also striving to assure "proper" brand impressions throughout the purchase process. Know your consumers. Explore your market to see if different market segments have different needs and brand relationships. Identify how customers choose between your brand and competitors'. Think:
· How do customers choose your product?
· How is your product or brand categorized?
· How does your brand compare to others?
Your USP is that your product meets certain client demands. It's crucial to convey to consumers how your business meets these demands. Do they understand USPs when buying?
By the end of this step, you should know if your clients perceive your brand as you want or if there are perceptual problems to address. Do you need to change your product, service, or brand messaging? (Mind Tool Team, 2019)

Step 2: Brand Meaning – What Are You?
Identify and explain your brand's meaning to consumers. Consider "performance" and "imagery" while branding.
Product performance is how well it matches client requirements. Keller's model divides performance into five categories: key qualities and features, product dependability, durability, and serviceability, service effectiveness, efficiency, and empathy, style, and pricing.
Imagery is how successfully your brand fits social and psychological demands. Your brand may address these demands directly via customer experiences or indirectly through targeted marketing or word of mouth.
Your product's performance determines your clients' brand experiences. If you desire customer loyalty, your product must meet and surpass expectations.
Explore how to transform your consumers' wants into a high-quality product using the Critical to Quality Tree and Kano Model Analysis frameworks.
Next, consider how you want people to use your product. Create a "brand personality" through performance and images. Again, discover any gaps between where you are and where you want to go.
Patagonia®, which creates high-quality items from recyclable materials, exemplifies "brand purpose."
Patagonia's brand performance shows resilience. People trust their well-designed, fashionable items. Patagonia's brand image is boosted by its devotion to environmental projects and social concerns, and its strong "reduce, reuse, recycle" ideals.  (Mind Tool Team, 2019)
Step 3: Brand Response – What Do I Think, or Feel, About You?
Customers' reactions to your brand will be "judgments" and "feelings."
Actual and perceived quality is how buyers rate a product or brand. Consider how to enhance these two product or brand qualities.
· Customers assess credibility based on competence, trustworthiness, and likability. How can you boost your reputation in these areas? You might feature studies on your brand packaging or in a marketing campaign to reinforce your main statements.
· Customers evaluate your product's relevance to their requirements. Use step 1's consumer research to discover your clients' demands. Clarify how you're meeting these requirements and communicating your support.
· Customers compare your brand to competitors to determine its superiority. Compare your brand to the competition. Do rivals provide something you don't or vice versa? What's next?
Your brand also affects how customers feel. Customers react emotionally to how a brand makes them feel about themselves. Warmth, joy, excitement, security, social approbation, and self-respect are six positive "brand sensations" buyers might acquire from a product or service.
Consider the aforementioned emotions. Which of these does your marketing approach emphasize? How can you improve your consumers' feelings?  (Mind Tool Team, 2019)
Step 4: Brand Resonance – How Much of a Connection Would I Like to Have with You?
"Resonance" is the most difficult – and most desired – degree of brand equity. When buyers experience a psychological connection to your brand, you've established brand resonance.
Your consumers adore your brand or product and consider it a unique buy.
Customers experience a feeling of camaraderie with other consumers and corporate reps. Active involvement shows brand loyalty best. Even when they're not buying or consuming your brand, customers are engaged. Join a brand-related group, participate in online discussions, marketing rallies, or events, or follow your brand on social media. In the last step of the pyramid, you'll increase brand resonance in all four categories.  (Mind Tool Team, 2019)
7.4.1.1 The following are some of the benefits and drawbacks of using Keller's Brand Equity Model:
While you are learning about the advantages and disadvantages of brand equity, it is important to bear in mind that this component is what distinguishes your brand from that of competitors. Having great brand equity comes with a number of benefits, including the following: When establishing strategies for mass marketing, one of the key emphases that should be placed on finding methods to retain clients at reduced cost should be a primary focus. Quite often, Apple will undertake marketing campaigns with the intention of providing its premium customers with once-in-a-lifetime possibilities. Increases in profit margins are necessary for the continued existence of any company.
When analyzing the advantages and disadvantages of having great brand equity, one of the most important considerations is whether or not the business lives up to all of the promises made to customers with each and every transaction. My study on the advantages and disadvantages of brand equity came to the conclusion that your brand equity would be badly impacted if your strategies are not crystal clear and constructive from the very beginning. This was one of the main takeaways from my investigation. It is essential that your personnel have a high level of expertise if you want to protect the value of your brand. To presume that you can outsource the team before doing an extensive investigation is a grave mistake that should be avoided at all costs. A poor reputation in the market for the equity of the brand is of no benefit to anybody  (Aaker, 1992)

[bookmark: _Toc118005599]7.4.2 Aaker’s brand equity model
The Aaker Brand Equity Model is one of the many hypotheses that have been developed on the methods that marketers might use to recognize, evaluate, and bolster a company's brand. David Aaker, a former professor at the University of California, Berkeley, was the one who first presented the idea in the 1990s. He is honored with the naming of this concept. According to this concept, brand equity is comprised of a company's product awareness, customer loyalty, and the public's opinion of the product's quality. These assets may assist a firm in increasing the value of its goods or services, which may result in the consumer receiving a number of additional advantages. The model suggests that brand equity may include the following:
· Help retrieve information: In the approach, it is suggested that brand equity might assist consumers in learning, comprehending, and retrieving more information about a business.
· Influence purchasing decisions: The Aaker model postulates that brand equity may boost a customer's confidence in their purchase choices by virtue of the customer's familiarity with the brand, which in turn has the potential to influence those decisions.
· Increase customer satisfaction: According to the concept, increasing a brand's equity helps consumers feel more confident in the quality of a product or service, which in turn may lead to an improvement in the customer's overall level of happiness with the firm. (Tanveer & Lodhi, 2016)
[image: ]
Source: (Schmidt, 2020)

[bookmark: _Toc118005600]7.4.3 Aaker vs Keller: what’s the difference?
The two of these concepts are very comparable to one another in a variety of ways, and the overlap between them may provide you with a wealth of opportunities for your branding and marketing endeavours.
Both of them provide a thorough point of view on the procedure of building a brand, one that takes into consideration not just an internal understanding of what a brand is, but also the way that the brand is seen by the demographic that it is intended to serve.
Aaker's theory is based on recognition, specifically how well and in what manner the brand is recognised, in contrast to Keller's theory, which is more strongly predicated on an emotional reaction that is formed with the client. Keller's idea is more strongly predicated on an emotional reaction that is formed with the client.
It is conceivable to make the argument that Keller's model is more suited for B2B, given that this form of business model often requires a smaller number of customers and strong links that continue beyond the boundaries of a single transaction. In the setting of mass-produced commodities, when it is vital to identify oneself from a large pool of competitors, the technique that was outlined by Aaker is most effective when put into practise. When seen from this angle, the images associated with the brand are often more important than an overarching sense of purpose, as is the case with Keller. (LorraineSunde, 1993)

[bookmark: _Toc118005601]7.5 Customer Satisfaction:
The judgement a consumer makes in respect to his or her feeling of contentment relating to the decisions he or she has made about the acquisition and use of certain goods and services is essentially what is meant by the term "customer satisfaction.
Customer Satisfaction is especially important for a retail store to differentiate itself in countries like ours, where the competition in the retail industry is very fierce and people visit their favorite store weekly, every two weeks, or once a month and spend more money than they do at other times, for the reason that customer satisfaction has evolved into a key differentiator. However, the majority of dissatisfied clients in the retail business do not voice their complaints. They just shop elsewhere, which is far more convenient. The takeaway here for retailers is that consumers have increasingly high expectations and that only satisfied customers are likely to remain loyal to a business over the long term. (Disney, 1999)

[bookmark: _Toc118005602]76 Tebouls model of customer satisfaction:
As per James Teboul, Customer satisfaction refers to the efforts that a business does in order to gain and retain the customer along with the fulfillment of the needs of customers. It is possible for it to be delivered at any point before, during, or after the sale of the product, or it may exist independently. (TEBOUL, 1988)
[image: ]
Source:  (TEBOUL, 1988)

Here are some things an organization can do to handle complaints/Needs:
· Find out how customers feel by actively asking for feedback, both good and bad, and then acting on it quickly.
· Create procedures for dealing with complaints that include giving front-line staff more power.
· Look at complaints, but know that they don't always fit neatly into neat categories.
· Work to find process and material differences, and then get rid of the cause. "More inspection" is not a good way to fix a problem.
· When a survey response comes in, a senior manager should try to get in touch with the customer and solve the problem.
· Set up ways to measure customer satisfaction and keep an eye on them all the time.
· Tell everyone in the organization about the complaints, as well as the results of all investigations and how they were solved.
· Give a monthly report of complaints to the quality council so that they can review it and, if necessary, assign process improvement teams.
· Find out what customers want ahead of time instead of by looking at their complaints. (anonymous, 16)
Customer service is the set of things an organization does to make customers happy and keep them happy. It can be given before, during, or after a sale, or it can be a separate thing.
Things that make up good customer service are:
· Identify each market segment.
· Write down all of the requirements.
· Tell people what is expected of them.
· Organize processes.
· Clean and organize your physical spaces.
Helping Customers
· Live up to the expectations of the customer.
· Try to see things from the customer's perspective.
· Do what you say you're going to do.
· Make the customer feel like they are important.
· Take care of all the complaints.
· Give too much attention to the customer.
· Make sure the area where customers come in is clean and comfortable.
Communication
· Make the best use of the trade-off between time and individual attention.
· Keep the number of contact points as low as possible.
· Hire people who are friendly, knowledgeable, and excited about their jobs.
· Use language that is easy for the customer to understand.
Front-Line people
· Hire people who like other people.
· Ask them to come up with better ways to do things.
· Give them the power to figure out how to fix things.
· Serve them as if they were your own customers.
· Make sure they have the right training.
· Give praise and rewards for good work.
· Show people what to do.
· Listen to the people on the front lines.
· Try to make process improvements all the time.  (anonymous, 16)
[bookmark: _Toc118005603]7.7 Comparison:
Tesco – PERSONALISING YOUR SHOPPING EXPERIENCE THROUGH DATA. Tesco was the first company to market a reward card, doing so all the way back in 1994. The company recognised the need of doing all possible to keep the consumers they already had. Customers were immediately motivated to establish a feeling of brand loyalty when they were offered incentives not just via discounts but also through their regular shopping. Tesco was able to gather more information on its customers, such as where they lived and where they bought, thanks to the company's loyalty programme. This provided the Tesco team with useful information on the behaviour of shoppers, which was beneficial to the company's marketing staff. Tesco is aware that customers demand an uncomplicated shopping experience when it comes to purchasing food, particularly in light of the proliferation of online shopping.
The Tesco Grocery app, which provides a smooth connectivity between itself and the Clubcard, is another component of the omnichannel experience. Tesco has made an announcement that they would be introducing special Clubcard discounts. The purpose of these prices is to provide additional motivation for consumers to use their Clubcards while also pushing sales of essential items.
Tesco has established its first shop in the United Kingdom without checkout lanes in the heart of London. Customers have the ability to shop and pay without having to scan products or use a check out counter. Get Go provides its consumers with the same Tesco items in addition to an improved shopping experience. When consumers leave the shop, a combination of cameras and weight sensors will determine what items they have taken with them and will bill them for those items straight via the app on their mobile device. When consumers leave the shop, a combination of cameras and weight sensors will determine what items they have taken out of the store, and they will be invoiced for those items directly via the app.  (Shahkarami, 2019)
Asda Blue Yonder's order management (OMS) microservices will allow it to process orders more quickly, hence improving the overall quality of the client experience. More than 140,000 employees work for the firm, which serves more than 16 million clients annually across its retail locations and online. Asda's goal is to provide a satisfying shopping experience to its customers as well as an intuitive navigation structure. The retail industry is undergoing a revolution that is being led by Asda and is centred on the consumer. Asda will be able to optimise its last-mile operations to better fulfil the expectations of its customers if it uses Bringg.
Asda's home delivery service, click-and-collect concept, and new channels such as express commerce platforms will all benefit from this merger of businesses. According to Nikolai Avrutov, vice president of Alliances at Bringg, "the obstacles and complications of quicker, more convenient, and on-demand order orchestration, delivery, and fulfilment are enormous." . (Rigby, 2022)
Sainsbury’s -Sainsbury's marketing strategy has done an outstanding job of putting an emphasis on omnichannel marketing across all of the company's many marketing channels. This is a credit to the company. The company has done an excellent job of incorporating its different product lines into its overall shopping experience, as well as developing innovative ways to shop both in-store and online. Additionally, the firm has done an excellent job of developing additional in-store shopping options for customers to choose from. The company not only produces its own line of high-quality items, but it has also spent a large amount of time and resources into generating exceptional recipes for a wide variety of cuisines. These recipes may be used to prepare a variety of dishes. After that, these recipes are organised in a way that makes it easier to find them when shopping, whether physically or online.
A chain of grocery stores that implements an omnichannel marketing strategy will give customers with a shopping experience that is complete and consistent across all channels, including in-store, online, and catalogue sales. Sainsbury's marketing segmentation proved effective in this specific case when the company switched to an omnichannel strategy. Since it began using this method, it has been able to successfully divide its primary customer base into more manageable and fruitful subgroups, to whom it can now provide specific products and services in a way that is more personalised.
In addition, the digital marketing strategy that Sainsbury's employs has proven to be beneficial in the company's efforts to combine in-store and online shopping into a single omnichannel medium that is suitable for use with any of these approaches to retail commerce. Customers have the option of doing their grocery shopping on the company's website and picking up their orders in the location that is most convenient for them. In addition to that, they have started providing a grocery delivery service for customers who prefer not to go out of the cosiness of their homes in order to go shopping.. (ContactPegion, 2022)
[bookmark: _Toc118005604]7.8 Customer Journey Map:
The retail customer journey is the process through which clients become aware of your firm, do business with you, and engage with your brand in a variety of settings. Customers will be encouraged to make more purchases if your business takes advantage of the potential to form and sustain relationships with customers throughout the post-purchase phase of the customer journey. By examining the customer journey from the point of view of the retail customer, businesses may get a better understanding of what their customers want and how to make their processes more customer-friendly. (Indeed Editorial Team, 2021)
[image: ]
Source: (Garhwal, 2021)

[bookmark: _Toc118005605]8.Research Methodology
The research technique of a researcher explains how the researcher intends to conduct their investigation. A methodical and well-organized approach to resolving a research issue is outlined in this strategy. The methodology of a researcher explains how they will conduct their investigation in order to get findings that are trustworthy and valid and which satisfy their aims and objectives. It explains what data they will gather, where they will get it, and how it will be collected and analyzed, as well as what data they will collect and where they will receive it. (PANNEERSELVAM, 2014)
[bookmark: _Toc118005606]8.1 Research Onion Model
The methodology provides an overall framework for doing research and spells out the tasks that need to be completed. The framework includes beliefs and philosophical assumptions, and these in turn impact how the research questions are framed as well as the procedures that are employed. The success of a dissertation or thesis is greatly dependent on having a well-thought-out research methodology that ensures coherence across the many methodologies and approaches that were used.
The conceptual "research onion" developed by Saunders offers one possible theoretical framework upon which to create research procedures. The research onion is a metaphor for the numerous intricate stages that need to be completed before arriving at a solution that can actually be implemented.
Before moving on from the research logic to the research design — the primary techniques and processes of data collecting and analysis — one must first sketch out the fundamental philosophy, select methodologies, methods, and strategies, and define time horizons. Only then can one move on to the next stage of the research process, which is the research design. (Melnikovas, 2018)
[image: ]
Source:  (Melnikovas, 2018)
[bookmark: _Toc118005607]8.1.1 Philosophy
In order to address the problem of the scientific basis of future research, it is first necessary to place an emphasis on the basic methodologies that will be used in the study. A philosophical theory is used as the basis for the conventional research methodology, which then extends the implications of the philosophical theory to include research procedures and methodologies. When considering the issue from a historical point of view, it is possible to differentiate between two traditional or mainstream viewpoints of scientific research philosophy, which are known as positivist and interpretivist, and two positions that are considered to be more modern. These positions are known as pragmatist and critical realist, respectively.
Positivism: mostly represents the philosophical perspective of someone who works in the scientific sciences. Due to the fact that ontology is founded on the objective assumptions that things are observable, atomistic processes, and exist external to social actors, observation and empirical facts are the only kind of information that can be referred to be "credible." Observation and the identification of event regularities, which are founded on causal, law-like, and functional linkages, are the means by which one acquires knowledge.  (Melnikovas, 2018)

[bookmark: _Toc118005608]8.1.2 Research Approach
The second layer of the research onion includes the terms "deductive" and "inductive." In this case, the last layer of the onion affects this one, so it's important to know what the goal of the research is and what its limits are.
The deductive method starts with an existing theory and then comes up with a hypothesis or hypotheses and a way to test them. The positivist approach, in which hypotheses can be made and expected results can be tested statistically to an accepted level of probability, seems to fit the deductive method the best. It can be thought of as a progression from the general to the specific. First, the general theory and knowledge base are set up, and then the specific knowledge gained through research is tested against it. But a deductive method can also be used with qualitative research methods. In this case, the expectations based on previous research would be made differently than when testing a hypothesis. With the deductive method, you use a questionnaire to get a better understanding of what you've seen. This lets you compare how different people see things through empirical data. The information gathered helps to prove or disprove the question, and the process can be done again and again.  (Melnikovas, 2018)
[bookmark: _Toc118005609]8.1.3 Research Strategies
The researcher's research strategy shows how they plan to do the work. The strategy can use a number of different methods, such as experimental research, action research, case study research, interviews, surveys, or a systematic review of the literature.
Survey Method: The deductive method is often linked to the survey method of the research onion. It is one of the best ways to do research that doesn't cost much. With this method, you can get a lot of good information. Surveys are often used in quantitative research projects. They involve taking a sample of the population that is representative of the whole. Most of the time, the Survey strategy is used to look at how different data variables affect each other. It makes it possible to get a lot of information that will help answer the research question.  (Melnikovas, 2018)
[bookmark: _Toc118005610]8.1.4 Methodological Choice
This is another layer of the research onion. It is also called research choice. This layer helps you decide if it's okay to use both quantitative and qualitative methods together or if you should just use one method. the research onion shows three choices: the mono, mixed, and multi-method research choices or approaches.
Mixed method: With this method, you can combine quantitative and qualitative research methods to get a more accurate set of data. (Flick, 2011) says that the mixed method combines different methods to make a single data set, while the multi method divides the research into parts that each produce a different data set.  (Melnikovas, 2018)
8.1.4.1 Advantages and disadvantages of mixed method:
It's possible that combining quantitative and qualitative research methods might assist compensate for the weaknesses of each approach used on its own. It is feasible that it will create proof that is more persuasive, so raising your trust in the outcomes that you have obtained. It is conceivable for it to give you with results that are more thorough than those that might be obtained by any one operation. It's conceivable that carrying it out may be more difficult than expected. It is probable that the process of gathering and analysing data, in addition to interpreting the results, would need more expertise than just using a single strategy would require. The integration of many strategies necessitates the investment of more resources, such as additional time and increased financial outlay. (Allison Shorten, 2017)
[bookmark: _Toc118005611]8.1.5 Time Horizons
The time horizon shows how long it will take to finish the project work. In the research onion, there are two different kinds of time frames: cross-sectional and longitudinal.
cross-sectional: The cross-sectional time horizon is already set, and this is when the data needs to be collected. This is used when the investigation is about learning about a certain thing at a certain time.  (Melnikovas, 2018)
[bookmark: _Toc118005612]8.1.6 Data Collection and Analysis
This is the sixth and final layer of Saunders' research onion. It is the layer closest to the center. The process used at this stage of the research makes a big difference in the reliability and validity of the study as a whole. How data are collected and analyzed depends on the method that is used. This layer describes how the research data are gathered and analyzed. It also talks about where the data came from, how the research was done, what the sample was, how big it was, how ethical it was, what its limits were, and how reliable and valid the research was. The information gathered could be either first-hand or already known. Primary data is data that comes straight from the source, so it is also called direct data. The opposite of primary data, secondary data is data that comes from other sources.
Primary data the term "primary data" refers to material that has been obtained directly from the source. This may be accomplished with the use of a variety of instruments, such as surveys, interviews (oral or written), and so on and so forth.
Secondary data: Secondary data are derived from the studies or the thoughts of other individuals.  (Melnikovas, 2018)
[bookmark: _Toc118005613]8.2 Sampling Method
Different ways to pick samples can be put into categories of probability and not a probability. Probability sampling, also called random sampling, starts with a frame that includes all of the people who are eligible. So, everyone who is eligible has a chance of being in the sample, and you can generalize the results of your study. Probability sampling takes a lot of time and money. In non-random sampling, there are some people who have no chance of being chosen. You can't measure how much sampling error matters, so you risk getting a sample that doesn't represent the whole and conclusions that can't be applied to the whole. Non-probability sampling methods are less expensive and easier to use for exploratory research and coming up with hypotheses. (McCombes, 2022)
[bookmark: _Toc118005614]8.2.1 Convenience sampling:  The method of choosing participants that is most likely to be the least difficult to carry out is the one in which participants are selected on the basis of whether or not they are available to take part in the research and whether or not they indicate an interest in doing so. The sample, on the other hand, could not be representative of other criteria, such age or gender, and the findings might be susceptible to bias owing to the fact that persons who willingly take part in the research might be different from those who choose not to engage in the study ("volunteer bias"). Any method of sampling that is not completely random has the potential for bias, and the engagement of volunteers is one way to add that risk. This is true for each and every method of sampling.  (McCombes, 2022)
[bookmark: _Toc118005615]8.2.2 Sample Size: Approximately fifty (50), using a questionnaire created in Google Sheets and distributed by a procedure known as convenience sampling.
[bookmark: _Toc118005616]8.2.3 Sample Type: The demographic information about the sample, such as the age, gender, and socioeconomic class of the sample, makes up the type of the sample.

[bookmark: _Toc118005617]8.2.4 Data Collection Method:
Questionnaire: A questionnaire is a list of questions that are meant to gather information for a certain purpose. Most questionnaires are standardized, which means that they ask the same questions to all of the people who fill them out, and they do so in the same order every time. In order to find out as much as possible, these questions are often very broad. There will be 10-15 questions included in the survey, and both open-ended and closed-ended questions will be included, the questionnaire will be administered on Google forms, and the respondents will have to answer the questions which take 5 minutes maximum to answer.
[bookmark: _Toc118005618]8.2.5 Analysis:
Once the data is collected through google forms, the data we receive from the respondents will be analyzed using graphs and tables. Since the type of data, we receive is through mixed method both quantitative and qualitative responses will be analyzed.
[bookmark: _Toc118005619]8.2.6 Research Ethics:
During the course of their work, researchers have the obligation to conduct their investigation in accordance with a code of conduct known as research ethics. These concepts are used in the process of formulating research legislation that have received widespread consensus from a variety of entities, including university administrations, local councils, and national legislators. Every researcher is personally responsible for complying with any restrictions that have a direct effect on their work. (Welcome Trust, 2014). any primary data will be kept private and confidential.

[bookmark: _Toc118005620]9. Discussions of Findings
1. Age?
[image: ]
	Age
	Count of Age

	18-25
	15

	26-35
	29

	36-45
	3

	46 and above
	4



The majority of the people who responded to the survey were between the ages of 26 and 35, as shown by the information that was supplied by those who participated.
2. Gender?
[image: ]
	Gender
	Count of Gender

	Female
	20

	Male
	29

	Prefer not to say
	2



Men make up the bulk of the group, which has a total of 51 participants that replied to the survey group.
3. Living with?
[image: ]

	Living with...
	Count of Living with...

	away from family
	21

	family
	30



According to the data shown below, thirty of the fifty-one respondents live with their families, and the typical composition of a family consists of between three and five members.
4. Family size?

[image: ]
	Family size
	Count of Family size

	0-2
	17

	3-5
	32

	6 and above
	2



5. How frequently do you shop?
[image: ]
	How frequently do you shop?
	Count of How frequently do you shop?

	fortnight
	5

	monthly
	27

	weekly
	19


It is becoming more difficult for every person to maintain their existing standard of life in light of the current state of inflation-driven increases in the cost of living. It seems from the comments that the bulk of them go shopping once a month.

6. What type of shopping do you prefer?

[image: ]
	what type of shopping do you prefer?
	Count of what type of shopping do you prefer?

	Offline
	22

	offline, online
	14

	Online
	15



The responses of 51 show that the overwhelming majority of people prefer to purchase in an actual store rather than online. It has also been shown that the other half of these contacts, or the proportion of offline and online interactions combined, are larger for online. This was a surprising finding.
7. What is important while shopping?[image: ]
	what is important while shopping?
	Count of what is important while shopping?

	Availability of products
	42

	ease of locating products
	25

	Merchandising
	13

	Staff
	10


According to the objectives of this project, we are putting the majority of our focus on the customer interaction points, as well as the overall satisfaction of our clients and the influence that this has on the value of our brand. The extent to which the things may be obtained will have a considerable effect not only on the degree of overall customer satisfaction but also on the value of the brand.
8. Does Frequent Merchandize change affect your buying experience?[image: ]
On a scale from 1 to 5, where 1 indicates agreement and 5 indicates disagreement, the majority of them have said that the frequent merchandizing change at the store will not have much of an influence on their overall experience at all.
9. How comfortable are you to take help of staff to locate the product?[image: ]
The majority of customers have reported that interacting with staff members or seeking their assistance does not cause them to feel any discomfort or have a significant impact on their shopping experience. This was measured on a scale from 1 to 5, with 1 representing comfort and 5 representing discomfort.

10. Does it bother you if it takes longer than expected to finish your shopping?[image: ]
On a scale from 1 to 5, with 1 denoting agreement and 5 indicating disagreement, the majority of them have said that there will be an influence on their experience as a result of a delay in their shopping as a result of a delay in discovering the items in the store. This is because the majority of them believe that there will be an influence on their experience as a result of a delay in discovering the items in the store.
11. What factors affect the buying experience?
[image: ]
According to the feedback that we have collected, the most essential component in boosting the overall quality of the shopping experience and contributing to the organization's total brand value is making it easier to locate items. If, on the other hand, there is an insufficient number of signs, it will be difficult to detect the location of the goods, which will make it take much longer to complete the shopping. In addition to this, the amount of time required will be lengthened. In addition, the delay in shopping will result in a decline in the value of both the brand and the experience, as was shown in the question that came before this one.
We need to make it simpler for the consumers to recognize the product by just looking at the signage, and we also need to make sure that they finish their shopping in a timely way in order to improve the whole experience and increase the value of the brand.
If there is sufficient information offered on the product placement and directions in the store, then the frequent change in merchandizing will not have a substantial influence on the value of the brand, nor will it affect the amount of enjoyment that consumers have with the brand. It has also been observed that the interaction with workers to identify the location of the product is not seen as being unpleasant or as having a substantial influence on the degree of satisfaction that is experienced by the consumers. This has been acknowledged as a positive development.

12. Providing a shop map will help identify the product location?[image: ]
It has come to our attention that one of the resources that clients may use to aid them in arranging the arrangement of items is the shop map. [Further citation is required] [Further citation is required] [Further citation is required] The overall amount of time spent shopping is reduced as a consequence of this, which in turn enhances both the customer's level of happiness and the value of the brand. It was found that the majority of respondents had a favourable opinion of the shop map tool, using a scale that spans from 1 to 5, where 1 indicates agreement and 5 represents disagreement. The revelation of this information was made possible by the examination of the readings on the scale. In our fast-moving world, where everyone wants things to happen as soon as they possibly can, we live in. It is recommended that you include both traditional shopping and internet shopping into your regimen. On the other hand, offline shopping is more reliable, and one of the most essential variables in boosting both brand value and customer delight is speeding up the process. Offline purchases are made in person.
13. Frequent merchandize change will not affect the buying experience if the changes are updated on the shop Map?[image: ]
If a score of one shows agreement and a score of five indicates disagreement on a scale that ranges from one to five, then a score of one indicates agreement and a score of five indicates disagreement. In response to the debate on the map of the businesses, we have received replies spanning a broad variety of topics and perspectives. On the other hand, the answer to the question that came before this one indicated that the store map was the most crucial component in boosting the quality of the experience as well as the value of the brand. In response to the inquiry that was presented, we have arrived at the verdict that there will be a change, but one that will not be quite as significant as one would expect. It is more vital to focus on those individuals who agree with you in order to achieve progress since this is what differentiates the two groups. Even if the vast majority of them are in agreement, and an equal number of them have no opinion on the impact, changing the focus to a response that is more favorable will result in a different strategy being taken. Despite the fact that an equal percentage of them do not have any view on the effect, this is the case nevertheless.
14. The value of the brand increases by providing the following..
[image: ]

According to the responses we received, we discovered that the most effective combination for achieving one's goals is to search for the product oneself while simultaneously seeking help from staff members. The great majority of people who took the survey were in agreement with the statement that improving the accessibility of the items and giving help from staff members both lead to an increase in the value of the brand. As was explained and identified in the previous responses as well, we have seen that improving the shopping experience for customers by making it easy and quick, as well as providing assistance to customers in determining the location of the product, will improve the image of the brand as well as the value of the brand. This was something that was explained and identified in the previous responses as well. Improving the image of the brand by itself, whether with the support of the personnel or by drawing attention to the site, will not be adequate. In this fast-paced world, receiving prompt assistance in the form of rapid support either from the staff or either from the store map or signs to decrease the amount of time spent shopping would increase both the experience of shopping as well as the value of the brand. This would be accomplished by decreasing the amount of time spent shopping.

15. Recommendations you think will improve the buying experience and Brand Value of the company.
[image: ]
We have not observed anything that would significantly change the experience or the value of the brand; however, the vast majority of them have said that the availability of the product will boost their level of pleasure. According to the suggestions provided by the respondents, we have not observed anything that would significantly change the experience or the value of the brand. Nevertheless, the quality of the products, the value for the money, and the customer service are extra essential components that raise both the worth of the brand and the experience that the consumer has.

[bookmark: _Toc118005621]10. Recommendations
The following is a list of some suggestions that, according to the extensive research that was based on both primary and secondary sources, will assist in helping to enhance both the value of the brand as well as the experience that consumers have.
• An increase in the overall quality of the service that is offered to customers, especially in regard to the accessibility of information on goods and other available choices Rather than only pointing them in the direction of the aisle number, you should personally lead them to the spot and assist them in finding the goods.
• In order to minimise displeased customers, the amount of product that is changed should be kept to a minimal. This will ensure that the quality of the product is not compromised. Because of this, it is more likely that your clients will continue to be satisfied with your company.
• The likelihood of receiving the products in question. Providing the finest selection possible in accordance with the season and advertising it by exhibiting it in the aisle where it was merchandised or ranged on the days it was available.
• The provision of a store map or guide in addition to proper signage in order to make shopping less difficult and more productive with regard to time spent.
One of the areas that has the potential to be improved upon and is one of the areas that has the potential to be improved upon is the creation of a shop map that is capable of being automatically updated whenever there is a change in the merchandising as a result of the passage of time or the introduction of new product lines. This is one of the areas that has the potential to be improved upon.
[bookmark: _Toc118005622]11. Conclusion
As a result of the research, I have come to the conclusion that customer touchpoints are major factors for customer satisfaction and brand image of the company. It is observed that customer touchpoints affect buying experience in retail store and customer touchpoints affect the brand equity of companies in the retail sector. one area that has the potential to be improved is the creation of a shop map that is capable of being automatically updated whenever there is a change in the merchandising as a result of the passing of time or the introduction of new product lines. There are several touchpoints that occur from the time a consumer enters the store and the time they pay for the things they have purchased. Every encounter has some kind of bearing on the ultimate purchase decision that a consumer makes. The most vital component is the first point of contact. This idea focuses a significant amount of stress on the need of establishing the brand and eliciting a unique reaction from the target audience, which is the customer. It's possible that using these strategies can help you bring in more consumer touchpoints.
The customer touchpoints that occur throughout the customer journey are extremely important due to the fact that they have a significant impact on the customer's decision to make a purchase as well as any recommendations the customer may provide for the company (such as through positive word of mouth). Because of the way things are now, every single company that is involved in this industry is moving toward omnichannel commerce. This project's goal is to find out whether or not customer touchpoints have an effect on the overall shopping experience in retail businesses. Do interactions with customers have an effect on the value of a company's brand in the retail industry? A crucial touchpoint carries with it the capability of either generating or destroying a brand engagement.
When presented by a member of the store's staff, a product or brand provides customers with the most value. There was a correlation between the customer's sales value and the number of touchpoints with the customer that were either positive, likely positive, neutral, likely negative, or negative. In the future, tracking technologies need to be used to make the notion that was provided in this study even more effective. The customer experiences that are crafted by merchants revolve mostly on the provision of value-added services.
The practice of selling products using a method known as omnichannel retailing enables customers to engage with a variety of sales and media platforms. A survey conducted among customers found that 96% of respondents said the quality of customer service had a major role in determining which companies they would remain loyal to. Adopting a strategy that is focused on the needs of consumers makes it possible for both customers and business owners to have an equal opportunity to profit from incentive programs. Apprenticeship programs in warehouses teach operators on how to safely and effectively handle orders in a manner that is compliant with relevant regulations. The modern consumer has much higher expectations for their shopping experiences than simply being able to find and purchase a product that satisfies their requirements and preferences. These expectations include being able to find and purchase products that offer a variety of unique features and benefits.
It is of the utmost importance to get training on the necessity of sustaining a positive public impression of a brand and providing exceptional service to one's customers. Customer touchpoints are the most important touchpoints since they are the places where customers connect with your business. The buyer's journey may start with an advertising, then continue with a visit to your website, and finally end with an interaction with a real person if you operate a retail shop. Your clients' interactions with your business may take the form of an advertising or a sales person if you provide software that is delivered on a subscription basis (also known as software as a service, or SaaS). The journey that a customer takes often includes the use of search engines very frequently as a key step.
You will be able to react to specific inquiries that may be posed by potential customers if your website is designed for search engine optimization (SEO). Making the assumption that the trip that the customer has been on is over after the consumer has successfully completed their purchase is a mistake that may cost businesses both time and money. Because there are now more points of contact than ever before, the invoicing process for customers is becoming more complex and difficult to understand. The following is an example of how a map of the customer journey may begin: Customers should be encouraged to sign up for one of your publications, such as a newsletter or a brochure, while doing business with them.
In order to keep past customers as clients, it is a good idea to provide them with special pricing on subscriptions or when they have completed a particular number of purchases. The significance of keeping in mind your existing customer base while using social media. Brands are required to plan out the consumer involvement process as a journey, and they must identify each touchpoint along the way. The term "brand equity" refers to the value that a brand has in and of itself, taking into consideration the experience and familiarity of consumers. Strong and healthy brands project a favorable image and identity for their company, which contributes to the equity of the brand.
The increasing familiarity and loyalty of customers to a brand is beneficial to retailers since it leads to higher sales of trusted products. Before a corporation can develop a strong brand, each level requires the establishment of six fundamental components, which must be in place first. Step 1: The Identity of Your Brand: Who Are You? The Patagonia brand is strengthened by its commitment to the principles of "reduce, reuse, and recycle." Develop a "brand personality" via your actions and the visuals you provide.
Your product's performance influences your customers' brand experiences. The level of brand equity that is hardest to achieve but also the most coveted is brand resonance. Having a strong amount of brand equity is associated with a variety of advantages, some of which are listed below: Customers feel a sense of kinship with both other customers and the company representatives that serve them. Apple is going to run marketing efforts with the goal of giving its premium consumers opportunities that only come along once in a lifetime. Any firm that wishes to continue operating successfully must priorities the expansion of its profit margins.
One of the various ideas that have been established on the strategies that marketers could use to identify, assess, and enhance a company's brand is the Aaker Brand Equity Model. This particular model was produced by Aaker. David Aaker, who had previously had a position as a professor at the University of California, Berkeley, was the one who first proposed the concept in the 1990s. According to this theory, a company's brand equity is made up of its product awareness, the loyalty of its customers, and the opinion of the general public on the quality of the product. When seen from this angle, the images associated with the brand are often more important than an overarching sense of purpose; this is the case with Keller. In the setting of mass-produced commodities, when it is vital to identify oneself from a large pool of competitors, the technique that was outlined by Aaker is most effective when put into practice.
Customer service refers to the activities that a company does to both satiate and maintain the satisfaction of its clientele. It is possible to hand it out before, during, or after a sale, or it might be its own independent item. The following are components of excellent customer service: Identifying each market segment. Determine what it is that consumers desire in advance rather than looking at the problems they have already reported.
A pleasant and well-kept waiting room for clients is a must for every successful business. Tesco is aware that customers demand an uncomplicated shopping experience when it comes to purchasing food, particularly in light of the proliferation of online shopping. The Tesco Grocery app, which provides a smooth connectivity between itself and the Clubcard, is another component of the omnichannel experience. Asda is at the forefront of a retail industry-altering change that is centered on the consumer experience. Because with Bring, Asda will be able to improve its last-mile operations and better satisfy the requirements of its customers.
Customers were immediately motivated to establish a feeling of brand loyalty when they were offered incentives not just via discounts but also through their regular shopping. Sainsbury's has done an excellent job at incorporating its numerous product lines into its shopping experience, as well as coming up with new ways to buy both in-store and online. This includes coming up with new ways to shop in-store. In addition, the firm has devoted a large amount of both time and resources into developing high-quality recipes for a wide variety of different kinds of meals. A chain of grocery stores that implements an omnichannel marketing strategy will provide its customers a full and uniform shopping experience across all channels in order to attract and retain customers. The customer journey is a representation of the different methods in which customers become aware of your organization, make purchases from you, and engage with your brand.
Customers have the option of doing their grocery shopping on the company's website and picking up their orders in the location that is most convenient for them. The researcher's methodology provides an explanation of how the researcher plans to carry out their inquiry in order to get results that are reliable and legitimate. It details the types of information that will be gathered, as well as the sources from which it will come, as well as the procedures that will be used to compile and examine the data. Beliefs and philosophical assumptions are both included in the framework, and because of this, they have an impact on how the research questions are framed as well as the procedures that are used.
[bookmark: _Toc118005623]11.1 Limitations of Research
During the course of the research, the most significant limits, in terms of both time and number of words. Within the specified amount of time, the researcher must complete the task that has been assigned to them. Because of the time limits, only a select few members of the population were selected to serve as a representative sample. This was done in order to ensure that the results were accurate. The study was carried out at our leisure, and the results of the research may vary somewhat based on the geographic place at which they are analyzed. However, the study was carried out at our leisure. In addition, the researcher can't generalize the findings of the inquiry as much as they'd want to because of the limitations of the investigation.
[bookmark: _Toc118005624]12. Recommendations for future research.
Future academics will be able to identify all of the variables that contribute to the enjoyment of consumers and the image of businesses via the lens of consumer touchpoints. When the subsequent researchers have completed their work, they will be able to make a comparison between the degree of customer satisfaction and the image of the brand. One other thing that might be done is a comprehensive analysis to define the brand image plan. The severe competition that exists in the grocery market may also be analyzed with the use of comparative studies, which are another important tool. When it comes to technology that reduces the amount of time spent interacting with customers, similar factors that impact customer happiness and the image of the brand on customer loyalty may be identified and further investigated. These elements do have an impact on consumers' loyalty to brands. My conclusion from the study and the potential area for improvement is to create a shop map that can be automatically updated whenever there is a change in merchandising due to the passage of time or the introduction of new product lines. This is yet another area that has room for improvement in terms of the image of the company and the level of happiness it provides to customers.
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The goal of this study is to investigate the relationship between the level of customer satisfaction and the image of the brand in relation to the many touchpoints that customers have with a company, as well as to determine which variable has the greater influence on brand image.
The researcher is now pursuing a Master of Business Administration degree at the University of Wales Trinity Saint David, London Campus. The data are going to be included into an MBA dissertation that will be written later. Your responses will be kept confidential and will only be used for the purpose of conducting research and analysis. This questionnaire is divided up into a few different areas. Kindly respond to each and every one of the questions. There is no correct or incorrect response to this question. Your reaction, whether it be spontaneous or honest, will be very helpful to the overall outcome of this study.
1. Age
18-25
26-35
36-45
46 and above
2. Gender
Male
Female
Prefer not to say
3. Living with..

family
away from family
4. Family size
0-2
3-5
6 and above
5. How frequently do you shop?
weekly
fortnight
monthly
6. what type of shopping do you prefer?
offline
online
7. what is important while shopping?
Availability of products
ease of locating products
Merchandising
Staff
8. Does Frequent Merchandize change affect your buying experience?
agree
1
2
3
4
5
disagree
9. how comfortable are you to take the help of staff to locate the product?
comfortable
1
2
3
4
5
uncomfortable
10. does it bother you if it takes longer than expected to finish your shopping?
Yes
1
2
3
4
5
No
11. What factors affect the buying experience?

Improves Satisfaction	Reduce Satisfaction
Ease of locating product
Frequent staff interaction
Frequent Merchandize change
no signage
Ease of locating product
Frequent staff interaction
Frequent Merchandize change
no signage
12. Providing a Shop Map will help in identifying the product location.

agree
1
2
3
4
5
disagree
13. frequent merchandize change will not affect the buying experience if the changes are updated on the shop Map

agree
1
2
3
4
5
disagree
14. The value of the brand is increased by providing

Less Human intervention
Ease to locate the product
both
15. Recommendations you think will improve the buying experience and Brand Value of the company

*Thank you for your time*


image3.png
Omnichannel Retailing

b 2 S N

@, .
T &

_ N /=
B B0

Single Channel Muilt-Channel Omnichannel




image4.png
4. Relationships
What About You and Me?





image5.jpg
Aaker Model

® o ® ®
Brand | Perceived Brand | Brand
Awareness Quality Association Loyalty




image6.png
4

Custoner Needs

interaction
equipnent

_—

interaction
process,

interactio
custoner

interaction
employees

Service Offer

Quality = perceived customer satisfaction




image7.png
Steps in the Journey

— o p—
= = o e i =B
Touchpoints =y 1
e

Emotions /e\ 6/@

o . . . . . .
— . . . . . .





image8.png
Techniques and
procedres




image9.png
Age

51 responses

@ 1825
@ 26-35
® 3645
@ 46 and above





image10.png
Gender
51 responses

® Male
@ Female
@ Prefer not to say





image11.png
Living with..

51 responses

@ family
@ away from family





image12.png
Family size
51 responses

®o0-2
® 35
@ 6 and above





image13.png
How frequently do you shop?
51 responses

@ weekly
@ fortnight
@ monthly





image14.png
what type of shopping do you prefer?

51 responses

offline 36 (70.6%)

online 29 (56.9%)




image15.png
what is important while shopping?
51 responses

Availability of products

ease of locating products

Merchandising

Staff

10

20

25 (49%)

30

40

42 (82.4%)

50




image16.png
Does Frequent Merchandize change affect your buying experience?
51 responses

30

20 22 (43.1%)

10 11 (21.6%)

ITREGD)

5 (9.8%)

3 (5.9%)




image17.png
how comfortable are you to take the help of staff to locate the product?
51 responses

15

14 (27.5%) 14 (27.5%)

13 (25.5%)
10

6 (11.8%)




image18.png
does it bother you if it takes longer than expected to finish your shopping?
51 responses

20
19 (37.3%)

15

10 11 (21.6%)

7 (13.7%) 7 (13.7%) 7 (13.7%)




image19.png
What factors affect the buying experience?

I Improves Satisfaction [l Reduce Satisfaction

40

20

Ease of locating product Frequent staff interaction Frequent Merchandize no signage
change




image20.png
Providing a Shop Map will help in identifying the product location.

51 responses

30

20 21 (41.2%)

10 12 (23.5%)

6 (11.8%)

4 (7.8%)




image21.png
frequent merchandize change will not affect the buying experience if the changes are updated on
the shop Map

51 responses

15

14 (27.5%) 14 (27.5%)





image22.png
The value of the brand is increased by providing
51 responses

@ Less Human intervention
@ Ease to locate the product
@ both





image23.png
Recommendations you think will improve the buying experience and Brand Value
of the company Low cost of products

effective  SUStEnance fresh smf experience  solution ¢

y dvsp\aypad(agmg .

satisfaction variety
tandards

avanya vamamgb an tomer improve

; r nothlngupdmd thing

sizes better l t
ffered handi
2= nighQUALITYmore ===

“Svailabilities

o tima prod S .

buying need opbffer o tmnstly
::‘:‘:;é’%lééﬁ oodP 2%

e shoP availa bl l1ty





image1.emf

image2.png
PRIFYSGOL CYMRU ——
Y Drindod Dewi Sant

UNIVERSITY OF WALES

Trinity Saint David





