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[bookmark: _Toc213409516]1. Introduction
[bookmark: _Toc213409517]1.1 Background
Customer satisfaction plays a vital role in fostering brand loyalty. Satisfied customers are more likely to engage with the brand and maintain long-term relationships, which boost organisational growth and profitability (Atieno et al., 2023). Marks & Spencer (M&S) is a major UK-based retail business organisation providing apparel, food, homeware and beauty products and serves more than 30 million customers (Marks and Spencer, 2025). More recently, M&S faced competitive pressure and changing customer preferences, which created difficulties in maintaining a high level of customer satisfaction and loyalty (Britannica, 2025). Thus, considering the recent challenges faced by M&S, it is important to improve customer satisfaction and loyalty to ensure higher business growth. Thus, the selection of this research topic is justified and relevant to the current business aspects of M&S.
[bookmark: _Toc213409518]1.2 Problem Statement
Despite achieving a good customer satisfaction score, 86.7 out of 100 in the UK, M&S continues to face major competition and changing consumer expectations (Grocery Gazette, 2025). In the current situation, more than 64% consumers say affordability is the key to brand loyalty (Isatou Ndure, 2024). On the other hand, organisational loyalty schemes do not guarantee repeat purchase of customers or long-term loyalty in the retail industry. Thus, the key research problem is to find how and to what extent customer satisfaction can influence brand loyalty and promote repeat purchase and maintain long-term engagement with the brand. 
[bookmark: _Toc213409519]1.3 Rationale
M&S operates in the highly competitive retail market, where maintaining strong customer satisfaction and loyalty is important to hold a strong market position. However, the changing consumer preferences are also creating challenges for business organisations to identify and fulfil customer needs, which leads to loyalty. Hartini et al. (2021) argued that, specifically after the COVID-19pandemicv retail customers prefer more affordable products, which became a key factor for loyalty. This research topic has been selected as it addresses the gap between customer satisfaction and loyalty. Understanding relationships will directly influence M&S’s decision-making in managing product quality, service, and pricing, which influence customers to make repeat purchases. 
[bookmark: _Toc213409520]1.4 Significance
This study is significant as it explores the ways customer satisfaction influences brand loyalty within M&S. Understanding the factors influencing customer satisfaction will help M&S to make changes in the product, pricing and service quality offerings to engage more customers and promote high business growth performance. The study’s ultimate outcome can help M&S to strengthen customer relationships, boost retention, and maintain a strong competitive position in the UK retail market.
[bookmark: _Toc213409521]1.5 Methodology Insights
To conduct this research, a mixed-method data collection strategy will be adopted. Mixed data collection method helps to collect and analyse both primary and secondary data and strengthen the research outcomes (Creswell and Inoue, 2025). This research will conduct a survey among 100 Marks & Spencer customers selected based on convenience sampling to collect primary quantitative data. Convenience sampling is a non-probability-based sampling method, which selects participants based on their availability and proximity, but it can provide biased results as this sample does not represent the whole population (Golzar et al., 2022). On the other hand, the secondary qualitative data will be collected from the journal article, Company reports. The collected primary data will be analysed based on descriptive statistics, regression, and correlation analysis using SPSS. The secondary qualitative data will be analysed using Braun and Clark’s six-stage thematic data analysis technique.


[bookmark: _Toc213409522]2. Aim, Objective and Research Questions
Aim:
The study aims to analyse how customer satisfaction influences brand loyalty at Marks & Spencer, focusing on key factors that drive repeat purchases and long-term customer relationships.
Objectives:
· To evaluate the level of customer satisfaction among Marks & Spencer customers.
· To identify key determinants of customer satisfaction, such as product quality, pricing, and service experience.
· To assess the degree of brand loyalty demonstrated by M&S customers.
· To examine the relationship between customer satisfaction and brand loyalty.
Research Questions/Hypothesis
Research Questions:
RQ1: How to evaluate the level of customer satisfaction among Marks & Spencer customers?
RQ2: What are the key determinants of customer satisfaction?
RQ3: What is the degree of brand loyalty demonstrated by M&S customers?
RQ4: What is the relationship between customer satisfaction and brand loyalty?
Hypothesis:
H0: Customer satisfaction has no significant positive effect on brand loyalty among Marks & Spencer customers.
H1: Customer satisfaction has a significant positive effect on brand loyalty among Marks & Spencer customers. 
[bookmark: _Toc213409523]3. Literature Review
[bookmark: _Toc213409524]3.1 Theoretical Underpinning
[bookmark: _Toc213409525]3.1.1 Expectation–Confirmation Theory (ECT)
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Figure 1: Expectation–Confirmation Theory
(Source: Majeed, 2018)
The ECT theory states that customer satisfaction is determined by comparison between the pre- and post-purchase expectations and actual product performance (Majeed, 2018). This theory is directly relevant to the research, as it helps to understand how customers' expectations about M&S’s products, service, and pricing meet the actual performance experience. This model will allow us to foster repeat purchase intention and drive brand loyalty among M&S customers. 
[bookmark: _Toc213409526]3.1.2 Theory of Planned Behaviour (TPB)
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Figure 2:Theory of Planned Behaviour
(Source: Ryan and Carr, 2023)
As per the TPB theory, people are influenced by three types of beliefs such as normative belief, behavioural belief, and control belief (Ryan and Carr, 2023). The TPB theory is relevant to the research topic, as TPB helps to explain why satisfied customers of M&S remain or not remain loyal to the organisation. It analyses attitudes of customers derived from the satisfaction factor in combination with social influence, ease of purchase, to generate a strong loyalty intention. Thus, TPB theory is more relevant to show the connection between customer loyalty and trust, which makes better decision-making to improve business growth and competitive advantages for MS in the UK market. 
[bookmark: _Toc213409527]3.2 Literature Insights
[bookmark: _Toc213409528]3.2.1 The concept and relationships between customer satisfaction and brand loyalty in the UK retail context M&S
Customer satisfaction and loyalty are two important terms used to represent an organisational strong market presence and profitability. Tahir et al. (2024) argued that brand image influences both customer satisfaction and loyalty. This indicates that customers’ perceptions about positive brand identity boost customer satisfaction and loyalty. On the other hand, Devi and Yasa (2021) stated that service quality and perceived value influence customer satisfaction in the retail market. 
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Figure 3: Revenue of M&S
(Source: Statista, 2024)
Accessing organisational revenue growth can also provide customer satisfaction and loyalty rate. Figure 3 shows that M&S’s revenue in 2018 was $10698.2 million, which decreased to $9166.9 million and again increased to $11931.3 million. This observation indicates a little increase in revenue, but a stable revenue across years shows moderate customer satisfaction and loyalty. Kurnianingsih and Riorini (2021) stated that consumer-based brand equity (CBBE) can directly influence customer loyalty, specifically for heritage-rich brands like Marks & Spencer. Thus, M7S sound focuses on these approaches to promote customer engagement and loyalty. 
[bookmark: _Toc213409529]3.2.2 Factors that influence customer satisfaction, engagement, and loyalty
Tijiang et al. (2023) and Carmo et al. (2022) argued that promoting emotional factors like brand love, commitment and trust play a significant role in fostering customer satisfaction and loyalty. Emotional expertise creates a memorable experience, which helps to engage customers with the brand for a long time. However, Okeke et al.(2024) challenged this perspective and argued that customer journey mapping and data-driven personalisation are more effective to promote brand image, awareness, and repeat purchase. M&S need to focus on product quality, service offerings, and prices as customers become more price-sensitive and attracted towards sustainability (Devi and Yasa, 2021).
[bookmark: _Toc213409530]3.2.3 Strategies to increase customer satisfaction, engagement and loyalty for M&S
Carmo et al. (2022) stated that retail brands in the UK sound adopt experiential marketing strategies which create a sense of emotions among the customers to drive engagement and loyalty. For M&S this could be adopted by promoting ethical sourcing, focus on sustainability initiatives and integrating digital displays across stores. Tahir et al.(2024) stated to focus on promoting brand image, as it serves as a critical factor that triggers customer satisfaction and purchasing intention. At the same time, Devi and Yasa (2021) recommended that promoting existing service quality and perceived value can boost customer engagement and promote loyalty.
[bookmark: _Toc213409531]3.3 Literature Gap
The current existing literature provides valuable information to understand relationships, identify the factors and strategies to improve customer satisfaction and loyalty, but there are some gaps in the literature. For example, Tahir et al.(2024), Devi and Yasa (2021) started to focus on promoting brand image, and products or service quality but doesn't provide specific ways to increase the brand image for M&S. At the same time, Kurnianingsih and Riorini (2021) also provided the concept of CBBE, but failed to provide detailed strategic guidance to improve CBBE for M&S. Considering these gaps, this study will perform in-depth analysis and fill these gaps and offer more practical strategic solutions to implement within M&S to improve customer satisfaction, loyalty and foster repeat purchase. 
[bookmark: _Toc213409532]4. Methodology
[bookmark: _Toc213409533]4.1 Research philosophy
Among the realism, pragmatism, positivism and interpretivist philosophy this study will adopt the pragmatism research philosophy. Positivism philosophy only collects primary quantitative data, interpretivism collects qualitative data, and pragmatism helps to collect both primary quantitative and secondary qualitative data (Mwita, 2025). Thus, the selection of pragmatism philosophy will be accurate and justified to access the in-depth understanding about the current customer satisfaction among M&S customers and identify strategies to boost customer engagement, loyalty and repeat purchase. 
[bookmark: _Toc213409534]4.2 Research approach
From the available approaches like deductive, inductive and abductive this study will use the abductive approach. Abductive approaches foster in-depth data collection to understand recent trends and access suitable solutions aligns with the recent trends by conducting quantitative and qualitative research (Taherdoost, 2022). Thus, the selection of an abductive approach will be the best and helps to assess the relationships between customer satisfaction, loyalty for M&S. 
[bookmark: _Toc213409535]4.3 Research design
From the descriptive, exploratory and explanatory research/design, this study will employ the explanatory design. Descriptive design focuses on a single collection of primary quantitative data, and explanatory design focuses on collecting both primary quantitative and secondary qualitative information (Imbeau et al., 2021). Thus, explanatory design will promote better assessment of factors influencing M&S customer’s satisfaction, and loyalty and identify solutions to improve growth. 
[bookmark: _Toc213409536]4.4 Sampling technique 
Among the simple random sampling, snowball sampling, and convenience sampling this research will employ the convenience sampling. Simple random sampling collects data related to the research from random participants, whereas convenience sampling collects data from  selected populations (Stratton, 2021). As this study intends to identify the current customer satisfaction level and loyalty of M&S customers the selection of convenience sampling will be effective. 
[bookmark: _Toc213409537]4.5 Data collection method
Primary, secondary and mixed data collection methods are some common types of data collection. This research will adopt a mixed data collection method, which will help to collect both primary quantitative data and secondary qualitative data. To collect primary quantitative data a survey will be conducted among 100 selected M&S’s customers in the UK, and served by asking 3 demographic and 7 variable close ended questions using the Likert scale. The secondary quality data will be collected from the secondary sources like journal articles and company reports available in company websites, Google Scholar, and ProQuest. 
[bookmark: _Toc213409538]4.6 Data Analysis technique
SPSS, thematic analysis are some common types of data collection method (Watkins, 2022).This study will employ both methods, SPSS will analyse the collected primary quantitative data from survey, and thematic analysts will analyse the secondary qualitative data. Specifically, descriptive regression-and-correlation analysis will be conducted through SPSS to assess the relationship between customer satisfaction and brand loyalty for M&S. On the other hand, Braun and Clark’s six stage thematic data analytics technique which comprises data familiarisation, coding, theme generation, review themes, defining themes, and report writing will be used to identify new strategies to promote M&S’s customer satisfaction and brand loyalty in the UK market. 
[bookmark: _Toc213409539]4.7 Ethical consideration
Proper ethics will be maintained during collecting the primary quantitative data using surveys. Strictly following the UK GDPR Act 2018 to protect respondents data and reduce use of collected data (GOV.UK, 2021). During secondary data-collection any kind of biased personal opinion will be used, and perform proper author’s citation to avoid plagiarism issue and maintain accountability. After collecting data it will be stored in University’s portal to safeguard data from data theft and unauthorised access.  
[bookmark: _Toc213409540]5. Expected Findings
This specific research intends to analyse the impact of customer satisfaction on brand loyalty of M&S. based on the relevant theoretical insights such as TPB and ECT theory anticipated that higher focusing on increasing customer satisfaction level enhances customer loyalty, engagement and repeat purchasing behaviour. Additionally, Devi and Yasa (2021) stated that promoting product/service quality, value based solutions and affordable pricing foster customer engagement, satisfaction and loyalty. It is also observed that satisfied customers are more willing to perform repeat purchases and show high advocacy to promote brand products. These findings significantly aligns with the alternative hypothesis that customer satisfaction has a positive effect on loyalty and will provide actionable insights to promote M&S’s business growth and profitability. 
[bookmark: _Toc213409541]6. Limitation
The dependency of the research on small sample size (100 participants)  may influence the scope and generalisability of the findings. Further, a limited time period to conduct this research also creates limitations to exploring long-term impact on identified strategy implications on M&S’s brand performance and future growth. The self-reported survey responses may have biased results which also limited generalisability of the results. However, future research needs to critically address these limitations and focus to achieve a more effective outcome by conducting long-term research and careful data triangulation. 
[bookmark: _Toc213409542]7. Timeframe
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Figure 4: Gantt Chart
(Source: Self-Created)
[bookmark: _Toc213409543]8. Conclusion
In conclusion, research aims to assess the connections between customer satisfaction and brand loyalty and help M&S to boost customer satisfaction and loyalty to promote organisational competition within the UK market. With proper help of existing theatres like ECT, TPB this research can get quality information to understand the impact of customer satisfaction on brand loyalty and repeat purchase intention. Further, by exploring factors like price, product, service quality this survey will analyse current M&S’s customer satisfaction and achieve desired outcome to provide acceptable recommendations to achieve business growth-and-competitive position in the UK market. 
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[bookmark: _Toc213409545]Appendix 1: Survey Questions
1.What is your age group?
· 18–25
· 26–35
· 36–45
· 46–55
· 56 and above
2. What is your gender?
· Male
· Female
· Prefer not to say
3. How often do you shop at Marks & Spencer?
· Weekly
· Monthly
· Occasionally
· Rarely
	Variable Questions
	Very Dissatisfied
	Dissatisfied
	Neutral
	Satisfied
	Very Satisfied

	4. What is your general customer experience in Marks and Spencer in terms of shopping?
	
	
	
	
	

	5. What is your opinion of the quality of products provided by Marks and Spencer?
	
	
	
	
	

	6. To what extent are you satisfied with the price of Marks and Spencer products as compared to the competition?
	
	
	
	
	

	7. What do you rate as the customer service of Marks and Spencer employees?
	
	
	
	
	

	8. What are the chances of making repeat purchases of Marks and Spencer again?
	
	
	
	
	

	9. How much do you agree with the statement: My satisfaction with Marks and Spencer makes me remain loyal to the brand?
	
	
	
	
	

	10. To what extent are you likely to recommend Marks and Spencer to your friends or family members with regards to satisfaction??
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