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Background of the Study
The retail supermarket industry in the United Kingdom is very competitive, with large players like Tesco, Sainsbury's, Asda and Morrisons vying with each other for customer attention and loyalty. In such an environment, supermarkets need to have a strong brand position identification strategy in order to maintain trust as well as a long-term relationship with their customers. Brand image plays a very important role in influencing customer perception, purchasing decisions, and their behavioural attitude in terms of loyalty. A positive brand image can also help organisations to make better emotional connections with customers and increase repeat purchases.
Sainsbury's is one of the largest supermarket chains in the United Kingdom and has developed a good reputation for products, innovation and customer service. The company has hundreds of stores around the nation and continues to invest in improving its brand image and customer experience. According to the annual reports of the company, Sainsbury's takes a focus on providing value to customers through quality products, digital services and sustainability initiatives (Sainsbury's, 2025). These strategies are aimed at enhancing the brand reputation and customer loyalty in a competitive retail environment. However, retaining customer loyalty continues to be among the problems faced by many retailers due to growing competition and evolving consumer expectations. Customers have become available with a wide range of alternative brands and shopping channels. As such, knowledge about how people view a brand and how these views affect their loyalty is critical for companies like Sainsbury's. Research suggests that brand image has a lot to do with customer satisfaction as well as loyalty behaviour (Tahir, Adnan and Saeed, 2024).
This research will investigate the customer's perception of Sainsbury's brand image and how these perceptions affect customers' loyalty towards the brand. The research will use qualitative research methods to obtain more information about the customer experience and attitude.
Problem Statement
The retail supermarket industry within the United Kingdom is characterised by heavy competition between major retail companies such as Tesco, Sainsbury's, Asda and Morrisons. In this highly competitive environment, customer retention has become a significant challenge for retailers. Customers now have access to a wide range of alternative supermarkets, discount stores and online grocery platforms, which makes it easier for customers to switch brands. As a result, supermarkets need to have strong brand identities to attract customer loyalty and long-term relationships.
Brand image is very important for the way customers view and assess a brand. A positive brand image can help to build up customer trust, satisfaction, and repeat purchasing behaviour. Research indicates that there is a significant amount of influence caused by brand image on customer loyalty and the long-term commitment to a brand (Tahir, Adnan and Saeed, 2024). If customers perceive a brand positively, they are more likely to continue buying from the same company and recommend them to others. Although Sainsbury's is one of the leading supermarket chains in the UK, and has built up a good reputation for the quality of the products they offer and the customer service provided, there is still a large amount of competition from other retailers. According to the annual reports of the company, Sainsbury's keeps on investing in customer experience, digital services, and improving its brand reputation to stay where it is in the market (Sainsbury's, 2025). Despite these efforts, the theme of the relationship between brand image and customer loyalty in the context of Sainsbury's superstores has not been commonly explored. Most of the current research projects on brand image and brand loyalty are based on the predominant reliance on quantitative research methods (focus on statistical relationships between variables). While these studies are valuable in their own way, they often do not provide a good cross-section of deeper customer perceptions and experiences. Therefore, there is a need for qualitative research with an interest in exploring and understanding how customers interpret the brand image of Sainsbury's and how these perceptions relate to their behaviour of being loyal. This research seeks to fill this gap by exploring the role played by brand image in customer loyalty towards Sainsbury's supermarkets.
Research Aim
This study aims to examine the role of brand image in customer loyalty to Sainsbury's supermarkets in the United Kingdom.
Research Objectives
1. To examine customer views of the Sainsbury's brand image
2. To determine brand image factors that affect the retail sector.
3. To investigate the impact of brand image on customer loyalty to Sainsbury's.
4. To make recommendations for customer loyalty enhancement with brand management strategies.
Research Questions
1. How do the customers view Sainsbury's brand image?
2. What are the influencing factors of the brand image of Sainsbury's?
3. How does brand image affect customer loyalty
Rationale of the Study
The significance of brand image and its role in consumer behaviour is considerably greater today than it was in the past. Customers are more likely to develop a sense of loyalty towards brands that they see as trustworthy, reliable and consistent. In the Retail sector, the brand image builds not only the purchase decision but also long-term customer relationships with the brand. Previous research points out that if a brand has a strong brand image, customers are more satisfied and loyal in a variety of industries (Açikgöz et al., 2024). In spite of the significance of this topic, many studies emphasise the quantitative approach and aren't inclined to dig deeper into the perceptions and experiences of the customers. Therefore, qualitative research can give valuable insights into the interpretations of brand image by the customers and how this can affect their loyalty behaviour. This study will add to the current literature by analysing these relationships in the context of Sainsbury's specifically. The findings may also offer practical insights for managers who are trying to better their brands and engage customers.
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The chapter undertakes a literature review concerning the research on brand image and customer loyalty. The primary application of the literature review is to describe the most important concepts that justify this research, and to demonstrate how existing studies have talked about the correlation between brand image and brand loyalty. This chapter is targeted at three aspects. They are the concept of brand image, the concept of customer loyalty and the relationships between the brand image and customer loyalty on the retailing situation.
The issue is significant as there is high competition within supermarkets market. The customers have the option of selecting among various retailers and they may include Sainsbury, Tesco, Asda, Morrisons, Aldi and Lidl. Consequently, supermarkets must develop a favorable brand image so as to win and maintain customers in the long run. Strong brand image may affect the level of thinking that customers develop regarding a supermarket, their levels of trust and purchasing determination. The importance of customer loyalty also lies in the fact that, loyal customers will make repeat purchase and even suggest the brand to other customers.
This review of literature assists in developing a theoretical basis for the study. It also determines the gap that this research has. Whilst there have been numerous studies on brand image and loyalty, the actual studies on how customers perceive the Sainsbury brand image personally and how it affects customer loyalty are scarce. Consequently, this research adopts a qualitative method in order to delve into the perception of customers.
[bookmark: _Toc230285743]2.2 Brand Image Asian Concept
Brand image is the image, perception or beliefs and association that customers have towards a given brand. It involves how customers cognitively interpret and perceive a brand in terms of the experience they have, marketing communication, reputation and interaction with the company. To put it simply, brand image is not merely what the company claims it to be. It also has what its customers think and feel about the brand.
Positive brand image can enable an organisation to gain trust and credibility in the market. The brand image is mostly used by customers when making a decision between different competing products or services. Customers in the supermarket industry can perform price and product quality, customer service, convenience, store ambience, ethical image and online shopping as comparison between brands. Thus, brand image is a critical element of forming customer decisions.
According to Gudlaugsson and Theodorsson (2025), brand image is directly related to the image of a customer, and it may affect the attitudes of customers towards a company. This applies to the case of Sainsbury's since having a repeated shopping experience can lead to a customer developing an opinion about the supermarket. Considering the above-mentioned example, when customers are provided with good quality products and good treatment regularly, they might develop a positive image of Sainsbury. But when customers perceive high prices, less attractive stock or worse service, they can come to have a less positive perception.
Emotional and symbolic meanings are also used to form brand image. Products are not the only way that customers can judge a supermarket. They can also evaluate it according to the feeling of trustworthiness, familiarity and responsibility of the brand. By doing this, brand image involves both the functional and emotional aspects. The functional aspects are price, convenience and quality of products. Emotional factors comprise trust, contentedness, cosiness, and belonging.
Brand image is also critical in the case of retail supermarkets, since most products are homogenous among competitors. Many types of supermarkets give sellers an opportunity to purchase bread, milk, vegetables and household products. Consequently, the image of the supermarket may be a crucial factor in making customers use one retailer instead of another. With a stronger image, a supermarket can have the capacity to retain customers in an event where similar products are being delivered by rival supermarkets.
Corporate reputation is also a factor in brand image. The clients can judge Sainsbury upon its social reputation, Sustainability, how it treats its customers and engages with the community. According to Khan and Fatma (2023), brand trust has the potential to change brand image and consumer word of mouth as a result of corporate social responsibility. This is an indication that a well-conducted business will be able to reinforce customer perceptions and prompt loyalty.
Digital experience has been coming under the brand image in recent years. Supermarkets have prompted interaction with customers via websites, apps and online delivery. Allam et al. (2024) claim that the relationships between shoppers and retailers can impact customer results. This implies that the Sainsbury brand image cannot only be created within the physical shops. It is also created by digital convenience, usability of the apps and reliability of online services.
Thus, brand image is a concept that is general and significant. It encompasses the quality of the product, the quality of the service, the perception of the price, the experience in the store, and the digital experience, as well as trust and reputation. In the case of Sainsbury, a combination of these factors can affect customer perceptions regarding the supermarket and whether they will be satisfied with shopping at the supermarket.
[bookmark: _Toc230285744]2.3 Customer Loyalty concept
Customer loyalty is the inclination of customers to purchase the same brand in the future. It comprises repeat purchasing behaviour, positive attitude towards the brand and willingness to recommend the brand to others. The importance of loyal customers lies in the fact that they will be stable sources of revenue and they will be required to seek new customers a lot less often.
According to Ariani (2025), customer loyalty can be used in business to achieve long-term success since loyal customers contribute to the generation of stable sales and the minimisation of marketing expenses. This applies to supermarkets as shopping for groceries is a repetitive process. Customers who turn out to be treatable by Sainsbury will come back weekly or monthly, which will generate a continuous revenue to the business.
There are two ways of understanding customer loyalty. The former one is behavioural loyalty. This implies that consumers make purchases again and again of the same brand. As an illustration, a customer can go out to shop at Sainsbury's every week, due to its proximity to the house. The second is attitudinal loyalty. This implies that the customers feel positively towards the brand. Suppose one of the customers depends on Sainsbury and tells his/her friends or relatives.
The two kinds of loyalty are essential. One could be shopping routinely at Sainsbury’s based on the fact that it is convenient, but might well switch to another supermarket that is more price-competitive. It is a low emotional attachment of behavioural loyalty. Nevertheless, an attitudinal-loyal customer can still put Sainsbury on their list as they believe in the brand and they are happy with the experience.
Studies have revealed that some factors determine customer loyalty. These are customer satisfaction, trust, perceived value, quality of service and brand reputation. According to Desveaud, Mandler and Eisend (2024), there are a number of antecedents to customer brand loyalty. This implies that there is no single factor to bring about loyalty. Rather, various experiences and perceptions are integrated and form temporary loyalty.
One of the most powerful fields of influence on loyalty is customer satisfaction. When customers are happy with the quality of the products, prices, service and convenience, they tend to revisit. Another aspect identified by Chi and Phan (2025) in shaping customer loyalty is the extent of service quality and perceived value by the customers. This is significant to Sainsbury since when customers feel that the supermarket offers good value and reliable services, they could stay with it.
Another key determinant is trust. When customers believe in a brand, they are likely to remain loyal. Trust will lessen uncertainty and enable customers to have confidence in their purchases. According to Muchammad Chusnul Akrom (2025), brand loyalty and purchase intention may be enhanced with the help of brand trust. Trust can be established in the area of supermarket shopping in the form of food safety, freshness, reasonable prices and regularity of service.
Loyalty is also influenced by perceived value. Customers will evaluate what they get against their payment. They can be loyal if they feel they have received the quality and service worth the price. Nonetheless, when they sense that the price is excessive, they might be tempted to change to competitors. This is particularly applicable in the UK supermarket market sector, as discount stores like Aldi and Lidl are competing closely on price.
The environment in which customers are loyal has also changed in the digital environment. Customers are using mobile apps, online delivery systems, and online loyalty programs. As described by Pereira et al. (250), satisfaction, experience and relationship quality are some of the factors that determine customer retention in the digital vision. In the case of Sainsbury, online shopping of groceries and offers like loyalty cards are examples of digital services that might affect contemporary customer loyalty.
Hence, the issue of customer loyalty is very sophisticated. It has repeat purchase, trust, satisfaction, recommendation, emotional attachment and digital engagement. This paper discusses how the loyalty elements are determined by the brand image of Sainsbury.
[bookmark: _Toc230285745]2.4 Brand Image in Retail Supermarket World
The image of brands is especially critical in the supermarket sector due to the high choice of customers. The products of the supermarkets are usually similar, and hence the customers might prefer to buy based on image, trust, value and convenience. The UK has Sainsbury's, Tesco, Asda, Morrisons, Aldi, Lidl and online grocery services. This renders brand image a significant competitive advantage.
The image of the retail brands is created in daily communication with customers. The criteria of judgement may include store cleanliness, product selection, food freshness, employee conduct, checkout and price fairness by which the customers judge a supermarket. These are experiences that develop cerebral connections to the brand. In case of any positive association, there may be a higher chance of the customer returning.
Product quality is one of the most apparent aspects of brand image in supermarkets. The customers usually gauge the supermarkets on the basis of the freshness of the fruit, vegetables, meat, bakery and dairy items. In case customers are convinced that Sainsbury has fresh and reliable products, they are likely to build a better trust in the brand. As Garcia-Salirrosas et al. (2024) clarify, it is possible to impact brand image and loyalty through perceived value. This implies that customers relate the perceived value of products to brand perceptions.
It is also important that the price is perceived. Sainsbury's might not necessarily be considered the least expensive supermarket. Nevertheless, even customers can retain a good opinion about it should they feel that prices are justified with a higher level of quality and services. This implies that brand image does not just rely on price but also on value for money. Increased prices can be tolerated by consumers when the consumers perceive that they have better overall advantages.
Retail brand image is also enhanced by service quality. Positive impressions could be made by helpful staff, clean stores and easy shopping experiences. According to Yum and Yoo (2023), customer loyalty based on service quality occurs via customer satisfaction. This would imply that, in the case of the supermarket, excellent service will be able to influence a favourable customer attitude and prompt repeat visits.
Supermarket brand image has also realised a digital experience. Consumers adopt applications, Internet-based delivery and online loyalty programs. Kurt and Kircova (2023) state that the online grocery experience can have an impact on satisfaction and loyalty. Thus, online customer service quality can affect consumer perceptions of the brand in general at Sainsbury.
Another significant area is ethical image. Customers are becoming increasingly conscious of sustainability, food waste, sourcing and corporate responsibility. According to Saracevic and Schlegelmilch (2024), the perception of the activist brand is gaining more and more importance. This implies that the supermarkets can enhance brand image by expressing responsible and ethical activities.
[bookmark: _Toc230285746]2.5 Correlation between Brand Image/ Customer Loyalty
Several studies have also been conducted to understand the correlation between brand image and customer loyalty. The overall opinion held by the literature is that customers will be more likely to stay attached to the brands that they have a positive impression of. Trust and satisfaction, as well as repeat purchase behaviour, can both be enhanced by a positive brand image.
Brand image is a factor that affects loyalty due to its influence on customer expectations. In case customers feel that Sainsbury is trustworthy and quality, then they can anticipate positive shopping experiences. The satisfaction is increased when these expectations are met. Satisfaction may then lead to trust and loyalty overtime.
According to Affifatusholihah and Sari (2024), customer loyalty can be affected by brandimage, customer experience and promotional offers. This is applicable since the customers of the supermarket can react to the emotional and practical influences. They can adore the brand image; however, they can also think about discounts, loyalty and shopping convenience.
According to Aceikgnez et al. (2024), customer satisfaction and loyalty may be reinforced with the help of brand reputation and trust. This justifies the notion that brand image is not an isolated working concept. It commonly passes via trust and satisfaction. Visa customers of Sainsbury can be loyal to the company, as they are used to good quality products and effective service.
According to the research by Damaschi et al. (2025), loyalty can also be affected by how good prices and the readiness to pay them are evaluated. This is critical since customers in supermarkets are usually price sensitive. Although they have a good perception of Sainsbury's, they can change once prices are prohibitive. As such, customer loyalty may be conditional.
Brand loyalty also changed over time. No longer is it just regarded as repeat buying. It also involves emotional engagement, recommendation and customer advocacy. As set out in the International Journal of Research and Innovation in Social Science, research on loyalty has stopped focusing on the repetition of buying to wider concepts, including emotional attachment and advocacy (2025). This is significant in the fact that the customers of Sainsbury can not only be loyal towards buying the products, but also be loyal by believing in and recommending the brand.
Loyalty is also influenced by digital communication. According to Lim and Rasul (2022), customer engagement and social media will be relevant to future customer relationships. Sohaib and Han (2023) also demonstrate that value co-creation can be backed by social media marketing, brand trust and brand loyalty. This is to say that from engaging the brand online and being contacted, customers can be more loyal.
In general, the literature indicates that brand image influences loyalty under a variety of interrelated factors. They are satisfaction, trust, perceived value, service quality, emotional attachment and digital experience. This paper uses these concepts in the supermarkets of Sainsbury.
[bookmark: _Toc230285747]2.6 Literature Gap
Though there is effective literature on the brand image and customer loyalty, there is still a vacuum relative to that of Sainsbury. A lot of past research deals with general brand loyalty or employs quantitative procedures to establish the relationships between the variables. Such studies are helpful, yet they might fail to be complete when it comes to how the customers personally experience and perceive brand image. There is also limited qualitative research focusing specifically on Sainsbury’s supermarkets. Using a qualitative approach would be appropriate since a customer can give a comprehensive explanation of his or her perceptions. It can demonstrate the reasons as to why customers have faith in Sainsbury, what crowds make them loyal and what problems can motivate them to change to the competitors.
This research paper fills this gap by examining the perceptions of customers using semi-structured interviews. It is concerned with how the customers perceive the image of the Sainsbury brand and its influence on their loyalty behaviour. Hence, the study provides a more customer-based understanding of the existing literature.
[bookmark: _Toc230285748]2.7 Summary
The chapter has reviewed the key literature on the topic of brand image and customer loyalty. Brand image was defined as the cluster of customer perceptions, beliefs and associations they have of a brand. The concepts of customer loyalty were explained as emotional attachment, repeat purchase behaviour, trust and recommendation. Literature demonstrates that brand image has the capacity to help in determining customer loyalty by product quality, value perception, service quality, trust, customer satisfaction, as well as the digital experience. These are particularly crucial in the supermarket industry since there are numerous substitute retailers among customers. Another gap in qualitative research that was created in the chapter was the specific brand image and customer loyalty developed by Sainsbury. This paper fills that gap by answering the questions of what Sainsbury customers think and feel.
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This chapter justifies the methodology of the research in this study. The study aims to look at how brand image affects customer loyalty in the Sainsbury supermarkets within the United Kingdom. The methodology chapter is significant as it entails the way in which the research was designed, the data collection procedure and the analysis of data that was collected. It also describes the appropriateness of the methods selected to fit the research aim and objectives.

The research design in this study is a qualitative research design since the research will concentrate on customer perceptions, experiences, views and feelings. The study is not out to test numerical relationships between variables. Rather, it seeks to comprehend how the customers perceive the brand image of Sainsbury and how these perceptions impact their loyalty behaviour. Thus, research philosophy and research approach, research strategy, type of data, sampling method, data collection method, data analysis method and ethical considerations are all discussed in the chapter.
[bookmark: _Toc230285751]3.2 Research Philosophy
This study uses the interpretivist research philosophy. The interpretivism approach is adopted when the research subject is the human experience, senses and subjective perceptions. Customer loyalty is not considered in this paper as a Behaviour that can be measured. It is also considered a personal experience based on trust, satisfaction, habit, emotional connection and brand perception.
The interpretivist philosophy enables the researcher to look into in what ways the customers perceive and describe their relationship with Sainsbury. Various customers can be loyal to the supermarket for various reasons. Some customers will stick to it due to the quality of the product. Others might not be disloyal due to convenience. Trust, the customer service, price, and store layout or the online shopping experience may influence others. Thus, interpretivism is suitable since it acknowledges the fact that the perception of customers is informative and constructed socially.
This philosophy is applicable as well, since brand image is founded on customer interpretation. The brand image of a supermarket exists not solely with advertising or communications of the company. It is also developed based on customer experiences and personal meanings. To illustrate, one customer might consider Sainsbury as a quality-conscious supermarket, whilst the other customer might regard Sainsbury as costly. These varied perceptions matter in the determination of relationships between the brand image and loyalty.
The interpretivist philosophy assists the researcher in gathering large and detailed information on participants. It specialises in the application of interviews, as the use of interviews enables the participants to elaborate their ideas using their own words. This is significant to this study since the study endeavours to comprehend the underlying implications of customer loyalty as opposed to merely quantifying the frequency with which a customer visits Sainsbury.
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The type of research in this study is an inductive research approach. An inductive approach occurs when the researcher desires to come up with an understanding based on the collected information. The researcher does not start with a set hypothesis in this research work. Rather, the researcher gathers qualitative data from customers and categorises the themes which have emerged as a result of their answers.
The inductive methodology would be suitable since there can be several factors affecting customer loyalty to Sainsbury. These reasons might be quality of products, prices, trust, quality of services, convenience, ethical image and online shopping experience. The researcher cannot presuppose what factor will be the most important to customers. Thus, the inductive method enables the findings to emerge naturally because of the responses by the participants.
It is also appropriate in qualitative research since the method gives room for flexibility. Participants will be able to talk about the problems, as they had not anticipated them during pre-interviews. To illustrate, a few clients might talk about the Sainsbury app, online delivery, Nectar loyalty card or image of sustainability. All these issues may also be covered by the analysis, provided that they are related to brand image and customer loyalty.
The thematic analysis is also supported by the inductive approach. Having gathered data in the form of interviews, the researcher finds recurring concepts and themes. These themes are established out of these patterns. Thus, the inductive method can be applied to develop a comprehensive picture of customer perception of Sainsbury and its impact on loyalty behaviour.
[bookmark: _Toc230285753]3.4 Research Strategy
This study is qualitative research. Qualitative research is suitable since the research is aimed at studying perceptions, attitudes and experiences of customers. It is not aimed at generating statistical generalisations. Rather, it is intended to better understand customer thinking and behaviour.
This topic can be approached by a qualitative approach since brand image and loyalty are complex concepts. Loyalty among customers might not be defined explicitly by the use of numbers. There is a customer who can frequent and deal on a regular basis at Sainsbury, yet offer competition to Aldi or Tesco. The other customer can buy even less often, but in any case have a good emotional attachment to the brand. The qualitative research enables the researcher to learn these deeper meanings.

The qualitative approach is also useful in investigating the description given by the customers of the brand image of Sainsbury. Words that the customers can use include reliable, expensive, convenient, trustworthy, organised or high quality. Such descriptions would aid the researcher in knowing the meaning of the brand to customers. Such kind of insight would be hard to find out by a sheer quantitative survey.
The type of organisational setting on which the study is founded is the supermarkets of Sainsbury's in the United Kingdom as well. This will enable the study to go down to the depth of studying a specific company and a category of retail. The qualitative approach is thus appropriate as it will give comprehensive information on how customers have their experiences with Sainsbury as opposed to comparing the experiences of numerous supermarkets.
[bookmark: _Toc230285754]3.5 Data Type
This study uses primary qualitative data. Primary data is the use of information gathered by the researcher to undertake the study. The primary data, in this study, is gathered among customers who have previously shopped at Sainsbury supermarkets.
Primary data will be appropriate since the research will focus on perceiving the existing customer opinions. The secondary sources available at the moment can give information on branding, loyalty and retail marketing, yet the degree to which the chosen customers experience the brand image of Sainsbury personally is beyond description. Thus, primary customer opinion will have to be gathered through interviews. Data gathered by this study is qualitative as it contains words, descriptions and personal experiences. The participants are also encouraged to elaborate on their opinions. This assists the researcher in knowing the reasons why the customers are loyal, what they are fond of about Sainsbury and what can lessen their loyalty.
Primary qualitative data use is also suitable, as the study is founded on the interpretation of customers. Customer experience creates brand image. As such, customers prove to be the most appropriate source of data.
[bookmark: _Toc230285755]3.6 Sample size and sampling technique
The participants involved in the study number approximately a dozen who shop frequently in the Sainsbury supermarkets. Such a sample size is appropriate in qualitative research since the aim is to investigate in-depth perceptions as opposed to gathering quantitative data. A smaller sample enables the researcher to study the responses of the participants in a more detailed manner.
The research employed purposive sampling. Every one of these purposive samples implies that people will be chosen due to the fact that they have the appropriate knowledge and experience on the topic of research. The respondents will be chosen in this research, since they are the customers of Sainsbury and will be capable of giving viable opinions regarding its brand image and loyalty to this supermarket.
The respondents will be required to have experience of shopping at Sainsbury's either in-store or online. This is a critical state of affairs as individuals who do not shop in Sainsbury may not be in a position to give helpful answers. Consistently, shopping customers tend to know the quality and service of products and prices, store setting and online shopping experience at the supermarket.
The purposive sampling is appropriate since the research requires research-rich participants. It is not specifically meant to reflect all the customers Sainsbury's has in the UK. Rather, it seeks to know the experience of the customers who can talk about the brand in-depth. The sample can vary in terms of age, sex, the number of times they shop and years of shopping with Sainsbury. This assists in offering a wide variety of perspectives.
[bookmark: _Toc230285756]3.7 Data Collection Method
The research took semi-structured interviews as the primary source of data. Semi-structured interviews are appropriate as they offer a balance between form and freedom. The researcher comes up with a list of questions before the interview, although participants are free to elaborate on their opinions as well.
The approach is suitable since the research is centred on customer perceptions and experiences. Different participants can hold various views regarding the brand image of Sainsbury, and through semi-structured interviews, participants are allowed to elaborate on their views. Follow-up questions can also be posed by the researcher in cases where the participants have interesting or unclear answers.
The interview questions are based on various aspects. These are customer shopping behaviour, perceptions regarding Sainsbury brand image, quality of the products, prices, customer service, online shopping experience, trust and loyalty behaviour. The respondents are also questioned on what might motivate them to either remain loyal to shop at Sainsbury's or move to a different supermarket.
The interviews can either be done online or face-to-face as long as participants are available. Online interviews are applicable since they are also convenient and flexible. Face-to-face interviews can provide more in-depth conversations, provided that interviewees feel free to do so. In both situations, the researcher will make sure that the participants are aware of the goal of the research before their participation.
Semi-structured interviews are appropriate since they will enable the participants to give out their genuine views. As an example, a participant can say he/she likes the quality of Sainsbury but hate its prices. The other contestant can talk about the influence of the Nectar loyalty programme on shopping behaviour. These descriptive answers assist the researcher in discovering the subjects of the research during the analysis.
[bookmark: _Toc230285757]3.8 Data Analysis
Thematic analysis is used to analyse the data collected. Thematic analysis is appropriate in qualitative studies since it assists in determining common themes and meanings in the responses given in interviews. This technique enables the researcher to stratify masses of interview data into understandable themes. Transcription is used to start an analysis. The researcher then transcribes the interview responses into a written version. Once it is transcribed, the researcher reads the data a couple of times, getting familiar with the information. This step is significant in that it enables the researcher to know the general meaning of the responses of the participants.
Coding is next. Coding entails the recognition of significant words, phrases or ideas within the data. Examples might be responses in terms of codes like product freshness, high prices, trust, convenience, helpful staff, online delivery, loyalty card and switching behaviour. These codes are then facilitated into bigger themes. Analysis leads to developing the themes in terms of patterns of the repeated data. Themes that can be considered are the perception of the quality of the product, the perception of value-money, the experience of customer service, trust in a brand, emotional attachment, and aspects that have a negative impact on loyalty. The research objectives and research questions are then connected with these themes.
Thematic analysis is suitable as it enables the researcher to analyze customer perceptions in a detailed manner. It also aids in understanding the impact of brand image on brand loyalty. As an illustration, when numerous participants talk about product quality as a factor of shop advertising, this can be considered a major loyalty factor. It is also a good way of enabling the researcher to incorporate the positive and negative opinions. Customers can write about Sainsbury as being trustworthy and of high quality; however, they can also mention high prices or a shortage of stocks. Thematic analysis would serve to bring out these divergent views into focus.
[bookmark: _Toc230285758]3.9 Research Ethics
Ethics play a significant role in this research since there will be human subjects in this research. The researcher also makes sure that he/she respects and treat all the participants fairly during the research process. Ahead of the interviews, the participants will be aware of the aim of the research. They are informed that the study is due to a scholarly need and that their answers will be utilised in this dissertation only. The participants are also made aware that they are being invited to participate on a voluntary basis. All interviews are preceded by informed consent. This implies that the participants will be willing to participate after learning about the reason behind the action of the research, the type of interview and their rights. The participants are also made aware that they have the right to leave the study at any time, without providing a reason.
During the research, confidentiality and anonymity are ensured. In the dissertation, the names of the participants are not used. Alternatively, the participants will be labelled with codes like P1, P2 and P3. This safeguards their identity and personal information. The investigator also makes certain that the data retrieved is kept in a safe place. Academic analysis is done with the help of interview notes and transcripts. The information is not disclosed to unauthorised persons. This is significant with regard to safeguarding the privacy of participants.
The interview questions are structured such that they do not harm or hurt. Only about their shopping experiences, their perceptions and loyalty behaviour in relation to brands were the participants asked. This study does not need any personal questions that are sensitive. The study adheres to university ethical standards and data protection. This makes the study be done responsibly and professionally.
[bookmark: _Toc230285759]3.10 Methodological Justification
The selected methodology is appropriate in this study due to the fact that it fits with the research aim and objectives. The objective is to look into the brand image contribution to customer loyalty to Sainsbury supermarkets. This involves cognising customer thoughts, emotions and experiences. A qualitative approach is, hence, adequate as opposed to a quantitative approach. Interpretivist philosophy can be adopted since customer loyalty is subjective. Loyalty can have different interpretations for different customers. The inductive approach is appropriate as well since the study will enable themes to emerge from the data, as opposed to testing predetermined hypotheses. Semi-structured interviews are efficient, since they enable the participants to elaborate on their points. Thematic analysis is appropriate since it assists in the organisation of the responses in the interviews into meaningful themes. Collectively, the methods give a good picture of the way customers view Sainsbury's brand image and the effect that these perceptions have on loyalty.
[bookmark: _Toc230285760]3.11 Chapter Summary
The approach employed in the study was described in this chapter. Research is guided by the philosophical postulation of interpretivism, an inductive approach and a qualitative approach to research design. Primary qualitative data were collected in the study, as semi-structured interviews were used with approximately twelve customers of Sainsbury. The participants are selected by purposive sampling, and they must have a relevant shopping experience. The thematic analysis is used to analyse the data. This will enable the researcher to discern the central themes of the brand image and loyalty to the customers. Additional ethical issues are also adhered to, such as informed consent, anonymity, confidentiality and voluntariness. In general, the methodology is appropriate since it enables the researcher to delve into customer perceptions. It is conducive to the objective of determining the effect of brand image on customer loyalty in the UK supermarket industry at Sainsbury's.
[bookmark: _Toc230285761]Chapter 4: Findings and Analysis
[bookmark: _Toc230285762]4.1 Introduction to Findings Chapter
In this chapter, the authors represent the findings of the semi-structured interviews with the customers of Sainsbury supermarkets in the United Kingdom. The aim of the interviews was to get a feel for how customers view Sainsbury's brand image and how it affects customer loyalty behaviour. The research used thematic analysis to perform an analysis of the responses in the interviews. The responses of the participants were analysed using thematic analysis to identify common patterns, opinions and experiences.
The interviews covered the experiences of the customers in terms of product quality, transaction price, shopping experience, service quality, trust, emotional attachment and repeat purchasing behaviour. The results suggest that both a practical and emotional act make customers loyal to Sainsbury. Some of the themes that were considered in the analysis process were the perception of the product quality, value for money, customer experience, brand trust, emotional bond and others that caused a negative impact on customer loyalty.
The sample in this study tends to visit the Sainsbury supermarkets frequently, and thus they have a pertinent experience about products and services in the supermarket. The identities of all the participants are anonymised to maintain ethical confidentiality in the research process. The results described in this chapter have a direct connection with the research objectives and research questions of the research.
[bookmark: _Toc230285763]4.2 Participant Profile / Demographic Overview
The research used 12 participants whose shopping experiences and backgrounds are varied with regard to shopping with Sainsbury supermarkets. The purposive sampling was done using the participants since they have been frequent shoppers at Sainsbury's, and could give enough information about the products and services offered by this supermarket.
	Participant
	Age Range
	Gender
	Shopping Frequency
	Years Using Sainsbury’s

	P1
	25–30
	Male
	Weekly
	5 years

	P2
	31–40
	Female
	Twice weekly
	8 years

	P3
	20–25
	Female
	Weekly
	3 years

	P4
	41–50
	Male
	Weekly
	10 years

	P5
	26–35
	Female
	Monthly
	4 years

	P6
	30–40
	Male
	Weekly
	7 years

	P7
	22–28
	Female
	Twice weekly
	5 years

	P8
	45–55
	Female
	Weekly
	12 years

	P9
	32–38
	Male
	Weekly
	6 years

	P10
	24–30
	Female
	Monthly
	2 years

	P11
	36–45
	Male
	Weekly
	9 years

	P12
	28–34
	Female
	Weekly
	5 years


The participants explained that they regularly shop at Sainsbury’s because of convenience, product quality, store environment and trust towards the brand. According to the vast majority of respondents, they go to Sainsbury’s at least once or twice per week to go shopping. The responses given in the interviews also indicated that the customers typically relate Sainsbury's with well-organised shops, trusted products and superior shopping experiences compared to certain competitors.
Thematic analysis was used to analyse the data. The key themes identified in the analysis process were the product quality perception, value of money, customer service and shopping experience, brand trust and loyalty behaviour. Other themes that emerged through the respondents of the participants were the emotional attachment, convenience, digital shopping experience and switching behaviour. These themes are directly related to the research objectives and research questions of this dissertation.
[bookmark: _Toc230285764]4.3 Perceptions of Product Quality
One of the most talked-about themes that affected customer loyalty to Sainsbury supermarkets was product quality. The majority of the respondents described why they relate Sainsbury with fresh quality of foods, trustworthy products and uniform shopping requirements. Regular links between the positive product-related experiences and trust, and long-term commitment to the supermarket existed among the participants.
The findings indicate that customers believe that Sainsbury has higher quality standards than some of its competitors that are lower priced, as a supermarket. As many respondents also mentioned that they trust, in particular, the fresh food area of Sainsbury's, such as vegetables, meat products, bakery and dairy products. Customers described the effect of the quality as being consistent, as it creates a sense of confidence when making buying choices, and that it dissolves their worries about the reliability of their food.
Interpretation of the responses in the interview also revealed that customers were emotionally attached to the quality of products as a world relating to comfort and satisfaction. Respondents also talked many times about how they are safer shopping in Sainsbury’s as they anticipate greater uniformity and quality of the food items, as well as their freshness. The respondents reported positive recurrent experiences as gradually building their trust in the supermarket and prompting them to repurchase.
One more significant problem, which was revealed during the interviews, was the attitude to Sainsbury's own-brand products. According to the explanations of many respondents, own-brand products produce a sense of premium and enhance customer satisfaction in general. Sainsbury customers considered numerous products to be of higher quality than supermarket products, which have lower prices. The respondents indicated that the reliability of quality helps a lot to sustain a favourable brand image.
Yet, not everything was so good. Some of the respondents have justified that they sometimes encountered problems with the stock availability and lack of freshness. Some customers felt there was a slight change in quality standards during the busy seasons or because of supply chain issues. Though these problems did not harm loyalty entirely, they motivated some participants to make more comparisons between Sainsbury and its rivals, like Tesco and Aldi.
The results show that quality perception has a significant impact on customer loyalty behaviour in the supermarket industry. When customers obtain satisfactory products repeatedly, then they will have more confidence in the supermarket, and hence they will have long-lasting relationships with the brand. These results are consistent with the arguments of Garcia-Salirrosas et al. (2024), according to whom perceived value and product quality have a strong impact on customer loyalty and brand image. Equally, because customers register a positive experience, Wang et al. (2024) described that it leads to increased brand loyalty and customer positive perceptions.
The results are also consistent with those of Desveaud, Mandler and Eisend (2024), who detected the importance of trust, perceived value and customer satisfaction as antecedents of customer loyalty. However, within the Sainsbury context, product quality emerges as reinforcing the emotional confidence and repetitive purchasing behaviour amongst the customers. Another significant finding of Chi and Phan (2025) is the positive impact of perceived quality and service standards on customer relationships under long-term customer loyalty. These arguments are robustly supported by the answers given by the participant in this study.
[bookmark: _Toc230285765]4.4 Pricing and Value Perception
The other significant theme that has an impact on customer loyalty to Sainsbury supermarkets is pricing and value perception. A majority of the respondents admitted that prices of Sainsbury tend to be higher than those of discount supermarkets like Aldi and Lidl. Nevertheless, numerous respondents justified that they have continued to shop at Sainsbury as they are convinced that the supermarket offers them good value in the form of quality, convenience and customer experience.
The responses in the interview specified that the customers do not necessarily perceive value as low price. In lieu, numerous participants involved were attached to the overall shopping satisfaction, product reliability and store experience. Clients justified that they would not mind spending a bit more money when they decide that the goods are fresher, more trusted, and they are backed with finer services.
Some of the respondents claimed that Sainsbury's offers a good blend of quality and price. Customers tended to compare Sainsbury with them and came to the conclusion that the supermarket has more favourable general shopping experiences, even with a little higher prices. Another point that the participants made was that consistency of quality makes them stay at the Sainsbury store despite the cheaper options offered by the competitors.
Simultaneously, the interviews also revealed that the increase in the costs of living and economic pressures have affected customer buying behaviour to a great extent. Some respondents said that high inflation has also made them more apt to compare the prices of supermarkets as well as the rise in prices of groceries. A few customers acknowledged that they are shopping less often at Sainsbury's due to the fact that they are now more conscious of being able to afford things.
The results indicate that there is an increasing conditional loyalty of customers in the supermarket business. Even though the respondents remained positive about Sainsbury's, most customers claimed that they frequently compare prices of various supermarkets when making a buying choice. This implies that emotional loyalty might not necessarily prevail during economic uncertainties when financial factors are put into consideration.
Some other notable discoveries were that the customers want Sainsbury to explain the higher prices based on quality and shopping experiences. Respondents articulated that they would only be loyal when the supermarket maintains offering the best products, convenient services and favourable customer experiences. When customers feel that there is a rise in the price without relative value addition, they will be dissatisfied.
The results comply with Garcicia-Salirrosas et al. (2024), who suggested that perceived value significantly contributes to the development of customer loyalty and brand image. To the extent that customers feel that the brand is still providing satisfactory experiences and value, they will have a higher propensity to stay loyal.
The results are also consistent with those of Damaschi et al. (2025), who described that the willingness to pay and the perception of prices play an important role in affecting customer loyalty behaviour. In this experiment, the study participants constantly had to make comparisons on the prices of Sainsbury and its competitors before deciding whether they were going to remain shopping there regularly in the future.
Moreover, one more significant antecedent of customer loyalty that Desveaud, Mandler and Eisend (2024) were able to detect was the perceived value. The way the participants represent the responses shows that the topic of loyalty is dependent on the emotional attachment and practical evaluation of the aspects of affordability and the value of money. Chi and Phan (2025) also highlighted that the perceived value, coupled with preserving the quality of the service, will enhance perceived loyalty among customers. The results of the present research lend very good arguments to these arguments in the background of the supermarkets of Sainsbury.
[bookmark: _Toc230285766]4.5 Customer Service and Shopping Experience
The importance of customer service and shopping experience to the general brand image of Sainsbury supermarkets was found to be a key contributor. The majority of respondents classified the stores of Sainsbury as tidy and comfortable, as well as convenient, places to shop for groceries. Planema incorporated customers who often related a positive shopping experience to satisfaction and repeat buying behaviour.
According to the participants, the quality of the store, the good behaviour of the staff and the effective checkout system were factors that made them have a good feeling about the supermarket. Most of the respondents explained that they feel more relaxed when shopping at Sainsbury stores because the store design seems to be organised and easy to navigate through, as opposed to some of the competitors. Customers should also have appreciated the use of self-checkout systems,, which enhanced their shopping convenience and saved time.
The results also showed that customer service quality is another factor leading to trust and emotional comfort. A few respondents shared that supportive staff behaviour makes their shopping experience good, and they come back to Sainsbury to shop on a regular basis. Customers linked friendly contacts to the professional and reliable attitude, and this contributed positively to the brand image of the supermarket.
The issue of convenience also came up significantly in the interviews. The issue of access to the location, as well as the organisation of the store and online shopping services, was often mentioned by the participants. Some of the respondents described that the online grocery services of Sainsbury gained particular importance during the COVID-19 pandemic. Customers enjoyed having convenient delivery systems, mobile applications, and online shopping as they alleviated the stress of shopping and added flexibility.
The interviews also indicated that digital experiences are becoming a focus in terms of customer loyalty behaviour. Customers who traditionally use online shopping platforms and mobile applications would be more likely to be more engaged with the supermarket brand. Various respondents justified that online shop ease enhances customer satisfaction and boosts the chances of a repeat buy.
Nevertheless, there were also negative experiences found in terms of customer service and operational consistency. Other respondents described that the quality of services sometimes is not the same across the branches of stores. The challenges of not having enough staff when work was busy, shortages of delivery slots, and different customer experiences were some of the issues that the participants raised. Such problems decreased the levels of satisfaction among some customers and promoted occasional switching behaviour.
Nevertheless, these issues did not stop most of the participants from continuing to perceive Sainsbury as a supermarket that offers a fairly positive shopping experience. The customers tended to equate the supermarket with convenience, orderliness and efficiency of service. The results show that pleasant shopping conditions lead to positive customer retention as well as long-term customer loyalty behaviour.
These data points are in line with Yum and Yoo (2023), who stated that customer satisfaction and loyalty behaviour are highly dependent on the quality of the services. Feeling good while shopping enhances emotional loyalty and customer retention over the long-term.
Digital convenience significance found in this study also compares with Allam et al. (2024), who elaborated that customer relations with retailer applications has a positive influence on customer loyalty outcomes. The usefulness of Sainsbury online services and mobile apps was often mentioned by the participants in enhance the experiences of shopping.
Likewise, Kurt and Kircova (2023) identified that in the online grocery shopping setting, customer satisfaction and service experiences have a considerable impact on online loyalty. The results of this study are corroborated by the responses of the participants, who reported positive links between convenience and online availability and brand perceptions in their replies.
The results also coincide with Alrawad and others (2023), who emphasised the significance of trust and reliability in the context of online sales. Customers, among whom there is a sense of comfort with digital use of services, have a higher chance of extending their relationship with retailers.
Moreover, Lim and Rasul (2022) summarised that customer relationship and loyalty behaviour are enhanced when customers engage with the brand through digital channels. The results of this study show that the physical and online shopping experiences are becoming the determinants of modern supermarket loyalty.
[bookmark: _Toc230285767]4.6 Brand Trust and Reputation
During the interviews, the themes of brand trust and reputation proved to be very important. The majority of the participants said that they have trust in Sainsbury because of its long history in the supermarket industry in the United Kingdom. The supermarket was often synonymous with customers with reliability, consistency and professionalism. The results indicate that good brand image plays a key role in achieving customer confidence and long-term loyalty behaviour.
The respondents explained that Sainsbury's can be considered a reliable supermarket which typically has the same standards in terms of products, customer services, and shopping experiences. Some of the respondents elaborated that they are more confident shopping for groceries at Sainsbury's since they regard the store as reliable and an established company. Customers tended to associate trust with good prior experiences and knowledge gained in the course of time.
Ethical reputation and sustainability perception were other critical matters that were raised during the interviews. Some of the interviewees indicated they like the sustainability efforts made by Sainsbury, recycling operations and responsible sourcing communication. The customers felt that supermarkets must be socially and environmentally responsible. Participants opined that ethical practices have a positive impact on brand image and instil trust in the company.
According to the interviews, transparency and communication influence customer trust as well. The customers want supermarkets to tell the truth about the prices, quality of goods and customer policies. Certain respondents described how customers get discontented when they believe that corporations are not putting customer interests ahead of maximising profits. Hence, transparency was considered vital in terms of safeguarding customer relationships.
Another critical matter that was highlighted in the interviews was digital trust. Active users of online shopping services also talked about reliability and data security as the main factors affecting customer confidence. Customers would desire to know that online services are secure and run proficiently. Poor online experience can harm the level of trust and promote a change of behaviour to competitors.
Despite the majority of the participants giving positive reviews on the reputation of Sainsbury, a few respondents noted that it has become challenging to maintain trust as competition and customer expectations continue to rise. Customers justified that supermarkets need to constantly advance their products and services to maintain favourable brand images in the highly competitive retailing environment.
These results confirm Khan and Fatma (2023), who claimed that corporate social responsibility has a positive effect on brand image, brand trust and customer loyalty. Respondents of this research often linked ethical behaviour and sustainability communication to increased confidence in Sainsbury.
The same findings are also correlated with Muchhammad Chusnul Akrom (2025), who elaborated that brand trust is a significant factor that steers brand loyalty and customer commitment. Long-term buying relationships are more likely to be sustained on the basis of customers feeling the brands are trustworthy.
Also, Deniz Lefkeli, Karataş, and Gurhan-Canli (2023) pointed out that the pillars of customer trust may be adversely impacted when a customer feels exploited or uninformed. The responses of the participants involved in this study lend credence to this argument, as respondents insisted on being demanding in honest communication and customer-centred behaviour.
The results also confirm Saracevic and Schlegelmilch (2024), who described that ethical and activist corporate positioning is impacting the perception of the modern customer more and more. Consumers now demand that organisations be socially responsible and ethically keen in addition to the conventional business performance.
[bookmark: _Toc230285768]Chapter 5: Discussion
[bookmark: _Toc230285769]5.1 Introduction
This chapter describes the key results illustrated in Chapter 4. This chapter aims to interpret the results of the interview with respect to the research aim, the research objectives and available academic literature. The purpose of the research was to investigate the brand image in customer loyalty at the supermarkets of Sainsbury's in the United Kingdom. The results revealed that the brand image of Sainsbury is influenced by product quality, value-money, customer service, digital convenience, brand trust and emotional connection.
The outcomes of the interview showed that there is no single factor that builds customer loyalty. Alternatively, loyalty is developed based on recurrent positive experiences with the brand. The customers will stay because they are convinced that Sainsbury's gives them dependable products, service, fair prices and a secure shopping experience. This observation aligns with Desveaud, Mandler and Eisend (2024), who describe the creation of customer loyalty as being based on various related aspects, such as satisfaction, trust, perceived value and brand experience.
The overall research objectives are used to structure the discussion. The chapter starts by explaining the perceptions of the customers towards the Sainsbury brand image. Then it describes the key elements that impacted this image. Subsequently, it talks about the influence of brand image on customer loyalty. The negative factors of loyalty and their implications for the practical implications of Sainsbury are also discussed in the chapter.
[bookmark: _Toc230285770]5.2 Discussion of Objective One: Customer Vehicles of Sainsbury Brand Image
The initial aim of the research was to discuss the perceptions of the customers concerning the brand image of Sainsbury. The results indicated that the participants tended to perceive Sainsbury as a quality-oriented, trustworthy, and reliable supermarket brand. The majority of respondents linked the grocery store with staple items, systematised shops and congenial shopping. This indicates that Sainsbury’s brand image is strongly connected with practical customer experiences.
People did not refer to Sainsbury as a grocery store only. They spoke of it as a supermarket, which makes them sure of the quality of products and dependable services. This demonstrates the fact that advertising or promotion is not the only source to create brand image. It is also developed with the daily shopping experience. As a result of repeated experiences of quality products, friendly service and convenient shopping, customers gain a positive perception of the brand.
The results also provide some evidence that the image of Sainsbury is somehow premium in relation to discount supermarkets. There were some participants who thought that Sainsbury's cost more, yet they thought that it was of higher quality as well. This implies that customers tend to assess the brand based on a price-quality balance. This aspect is justified by Garcia-Salirrosas et al. (2024), who elaborate that brand image and brand loyalty can be affected by the perceived value. When customers consider that the price is rightful of the quality, then they are more likely to have a positive perception of the brand.
Figure 5.1: Main Elements of Sainsbury’s Brand Image
[image: ]
Source: Developed by the researcher from interview findings.
This figure would be placed below this section since it is a summary of how the participants perceived the Sainsbury brand image. It demonstrates that the brand image is created as a result of multiple intertwined customer experiences and not a simple factor.
[bookmark: _Toc230285771]5.3 Discussion of Objective Two: Factors Influencing Sainsbury’s Brand Image
The second goal was to identify brand image attributes which influence the retail industry. The results found that there are some crucial aspects that affect the brand image of Sainsbury. They were the quality of the product, the cost, the experience of the store, customer care, online shopping, the reputation of the company and sustainability.
One of the strongest was the quality of the products. Fresh food, own-brand products and trusted standards of grocery were stated many times by the participants. This implies that quality is at the centre of the perception used by the customers of Sainsbury's. When customers feel that the goods offer fresh and reliable products, then they tend to trust the supermarket. Wang et al. (2024) clarify that brand loyalty may be enhanced by user experience and perception towards the product. This applies to Sainsbury's since customer loyalty starts with repeated satisfaction with the products.
Another vital aspect was pricing. The results indicated that customers do not necessarily believe Sainsbury’s to be a low-price supermarket. But they want the quality to be equal to its price. This implies that cost effectiveness is valued more than low cost per se. When they believe that products and services are superior, customers are willing to pay higher prices. But in the event of an increase in prices without a tangible quality improvement, the customers might be dissatisfied.
Brand image was also affected by customer service and store experience. Respondents referred to the stores at Sainsbury as clean and tidy. Customer perception of the store layout, cleanliness, staff assistance, and speed at checkout were all positively rated by the customers. According to Yum and Yoo (2023), the quality of services has an effect on customer satisfaction and loyalty. This confirms the results since the respondents related good service to repeat shopping behaviour.
The shopping experience was also valued online. The convenience and reliability were discussed by participants that utilized Sainsbury app or online delivery services. This indicates that brand image at the supermarket now is dependent on physical and online experiences. Allam et al. (2024) state that customer outcomes can be enhanced by a high shopper-retailer app relationship. This is applicable since customers have become demanding that supermarkets have easy digital services as well as in-store shopping.
Figure 5.2: Factors Influencing Brand Image in Sainsbury’s
[image: ]
Source: Developed by the researcher from thematic analysis.
This figure should be placed after the discussion of brand image factors. It connects the interview findings with the wider retail branding discussion.
[bookmark: _Toc230285772]5.4 Discussion of Objective Three: Impact of Brand Image on Customer Loyalty
The third aim was to establish how the brand image influences customer loyalty to Sainsbury. These results demonstrated that brand image exerts a great impact on loyalty. Customers who perceived Sainsbury in a favourable light were the ones who were more inclined to keep shopping there, refer their friends and have the confidence to purchase common groceries at the store brand.
The results imply that loyalty is formed based on rational and emotional causes. Some of the rationales are the quality of a product, convenience and cost-effectiveness. Some emotional considerations are associated with trust, familiarity and comfort. Our participants did not just stay faithful to Sainsbury because it was convenient. They were also loyal since they had, over time, gained confidence in the brand.
This aligns with Desveaud, Mandler and Eisend (2024), who believe that various antecedents interacting positively shape the occurrence of customer brand loyalty. Repeat purchasing is not the only type of loyalty. It also incorporates trust, satisfaction, emotional attachment and good attitudes to the brand. This was evident when the interview yielded positive results since the respondents identified loyalty as something that was associated with comfort, habit and reliability.
It was also found that brand trust is a significant interrelationship between brand image and loyalty. When the customers are convinced of Sainsbury's, they are more assured to keep on shopping at Sainsbury's. This goes hand in hand with Muchammad Chusnul Akrom (2025), who states that brand trust significantly contributes to the promotion of brand loyalty and brand purchase intention. Trust in this study seemed to be formed through a series of positive experiences.
Brand image and loyalty were also correlated with customer satisfaction. Satisfied customers regarding product quality, service and value were more inclined to come back. It is also mentioned in Chi and Phan (2025) that perceived value and the quality of service contribute to customer loyalty. Thus, Sainsbury’s will need to ensure customer satisfaction if it aims to retain long-term loyalty.
Figure 5.3: Relationship Between Brand Image and Customer Loyalty
[image: ]
Source: Developed by the researcher from interview findings and literature.
This figure must be included at the end of this section since it graphically helps to explain the relationship in this research. It depicts that brand image does not create loyalty by itself. It operates by satisfaction, repeat and trust.
[bookmark: _Toc230285773]5.5 Customer modernity and Loyalty through DX
It was also found that digital experience is gaining prominence in customer loyalty. The participants talked about online grocery shopping, delivery service and the Sainsbury app. This signifies that the shopping mall loyalty nowadays is not entirely founded on the physical store experience.
Customers require convenience in both the offline and online shopping. Customers stand a better chance of sticking around the brand in case the app is user friendly, the delivery is secure and products availability is transparent. But when there are no delivery slots available or when online services prove to be unreliable, the satisfaction of customers may decrease.
As Allam et al. (2024) clarify, the relationship between shopper-retailer apps may impact customer results. This corroborates the results since digital convenience helped customers feel positively about Sainsbury. In the same spirit, as Kircova and Kurt (2023) say, customer satisfaction and experience play a role in online grocery shopping loyalty. This is notable since the majority of customers in the UK have started to utilise supermarket websites and apps as a regular shopping habit.
The results are also related to Alrawad et al. (2023), who describe that customer behaviour is influenced by online shopping risk perception. The customers should be safe and confident as they will be using online grocery sites. When customers are concerned about the quality of delivery, product replacement or safety of payments, they can decrease their online loyalty.
This is to imply that digital shopping should be handled by Sainsbury as brand image management. The online presence of the supermarket must not be independent of the brand. It ought to bear the same ingredient which customers seek in physical stores, which is trust and reliability.
[bookmark: _Toc230285774]5.6 Brand Trust, Reputation and Ethical Image
This was found to be so because trust and reputation are the centre of the brand image of Sainsbury. The participants termed Sainsbury as trustworthy and reputable. This implies that the reputation in the long term makes the customers feel safe when shopping at the premises.
Repeated positive experiences led to the development of trust. The brand was trusted by the customers since they had, over time, been provided with acceptable quality and service. This demonstrates that trust is established over time. It is not one ad or a single visit to a shop. Khan and Fatma (2023) describe that brand trust may impact brand image and consumer word of mouth because of corporate social responsibility. This applies since there are those respondents who related the image of Sainsbury with sustainability and ethical responsibility.
Ethical image was also discussed in the findings. Other participants liked sustainability-related messages, responsible sourcing and recycling messages. This implies that customers are becoming more demanding in their demand that the supermarkets exercise social and environmental responsibility. Saracevic and Schlegelmilch (2024) confirm that activist brand perception is gaining relevance as customers now consider the brands in social and moral terms.
An ethical image, however, should be conveyed in a cautious manner. This is because customers might not go well with features that make them feel that the ethical claims have not been made clear or are made just to promote. This implies that sustainability communication needs to be made transparent and realistic by Sainsbury. Customers ought to be in a position to understand how these activities are beneficial to society, the ecology and general shopping.
Digital practices also have an influence on brand trust. Karataş and Gurhan-Canl, as well as Deniz Lefkeli (2023), elaborate that under the circumstances of being exploited in digital information exchange, customers might lose confidence. This matters to Sainsbury since loyalty schemes, apps, and online shopping services are reliant on customer data. Claiming that digital personalisation should not seem intrusive or unfair, Sainsbury’s will have to make sure to avoid this issue.
[bookmark: _Toc230285775]5.7 Emotional Attachment and Loyalty Behaviour
The results indicated that the emotional connection is significant in customer loyalty. Respondents did not necessarily define loyalty in a strictly rational way. A good number of customers associated Sainsbury with habit, familiarity, uncertainty and certainty. This shows that repeat purchase behaviour can be enhanced by emotional attachment.
Others described how they have done so as they find Sainsbury to be a familiar and reliable place to shop. This implies loyalty could be established as a habit of a customer. As customers continue to shop in the same supermarket and get satisfactory experiences, the supermarket becomes a way of life.
According to Pereira et al. (2025), loyalty and retention presented in digital environments rely on a variety of factors, namely satisfaction and relationship quality. The same can be used with Sainsbury, as loyalty is established based on a customer-brand relationship. Customers are likely to stay loyal when the supermarket is able to maintain the expectations of the customers.
The results also indicated that the loyal customers might refer others to Sainsbury's. Word of mouth is a key indicator of brand loyalty since it indicates that customers have confidence in the brand to the extent that they recommend it to their friends or family. Loyalty and value co-creation can be achieved with the help of brand trust and social media marketing, which is explained by Sohaib and Han (2023). This applies since out of loyal customers, there are positive recommendations that help to improve brand image.
Nevertheless, loyalty in terms of emotions did not necessarily withstand the pressure of prices. Other participants also liked Sainsbury, but still they compared the prices with Aldi, Lidl and Tesco. This implies that the practical value should support emotional attachment. The customers might like a brand; however, they can change once they believe that the prices are too high.
Figure 5.4: Emotional and Practical Drivers of Loyalty
[image: ]
Source: Developed by the researcher from interview findings.
This number must fall under this section since it demonstrates that loyalty is established based on both emotional and practical aspects.
[bookmark: _Toc230285776]5.8 Factors Negative to Loyalty
These are the positive results, but the negative factors were also revealed; although the majority of the participants had a favourable opinion of Sainsbury. These consisted of high costs, out-of-stock items, lack of uniformity in service and rivalry with lower-cost supermarket chains.
The most significant negative factor was the price. Several of the participants said that they make comparisons between Sainsbury, Aldi, Lidl, and Tesco. This demonstrates that loyalty is getting a conditional status. Customers can only be loyal when they perceive that the value is satisfactory. Damaschi et al. (2025) describe that Loyalty can depend on price range as well as willingness to pay. This substantiates the findings since customers were only ready to pay more when they thought that Sainsbury was adding greater value to them.
The other problem was the stock availability. Others characterised that the to-be-missed products or freshness may adversely influence their shopping experience. This is significant since consistency is a vital thing in supermarkets. In case customers do not get the products they need, they will resort to the competitors.
Loyalty was also influenced by inconsistent customer service. In their responses, some respondents felt that the shopping experience varied by branch. This implies that Sainsbury should be consistent in different locations. Even a single bad experience will tarnish the brand image.
Online issues can also decrease loyalty. Customers can be undermined by delivery problems, unavailability of slots, substitutions and application glitches. The reason behind this is due to the fact that online shopping for groceries is turning out to be a normal behaviour of the supermarket. In case of failure of digital services, customers can shift over to a competitor serving them with more convenience.
The results show that customer loyalty is not determined. It has to be preserved at all times. Price, quality or service expectations not being met can make even the most loyal customers defect. Thus, Sainsbury needs to safeguard its good brand image through enhanced consistency, communications on values, and customer experience.
[bookmark: _Toc230285777]5.9 Practical implications in the case of Sainsbury
The implications of the findings on Sainsbury have several practical implications. First, the company must still maintain its emphasis on the quality of the products since this is among the best assets of the brand image. When customers are made aware of the fact that the food quality offered by Sainsbury is fresh, reliable and consistent, the customers will trust Sainsbury.
Second, Sainsbury needs to reinforce its value-for-money message. The results indicated that the customers are aware that Sainsbury's may not necessarily be the cheapest. Nevertheless, they also desire explanations as to why it is necessary to pay more. Value of quality, loyalty reward, fresh food standards and personalised offers are the methods Sainsbury's uses to communicate value.
Third, Sainsbury’s ought to enhance congruence between stores. The participants appreciated well-planned shops and friendly employees. But then there were differences between branches, which were spotted by some customers. Consistency is significant since brand image is anchored on the overall experience.
Fourth, further improvement of the digital services should be the case. Customers are now loyal to online shopping, mobile applications and delivery systems. Sainsbury’s should ensure that digital platforms are easy to use, reliable and trustworthy.
Lastly, sustainability and ethical practices should be conveyed more effectively by Sainsbury’s. Ethical reputation is positively received by the customers, but they require practical and realistic information. This will be able to build trust and make Sainsbury stand out among the others.
[bookmark: _Toc230285778]5.10 Summary of Discussion
In this chapter, the findings were explained in terms of the research objectives and in the current literature. As discussed, the brand image of Sainsbury is predominantly determined by the quality of products, value perception, customer care value, digital convenience, trust and ethical reputation. These affect customer loyalty as they generate satisfaction, confidence and repeat purchasing behaviour.
The chapter also showed that loyalty towards Sainsbury’s is both emotional and practical. Customers will have a sense of trust and familiarity with the brand, but they still look at price, convenience and availability of products. This implies that loyalty is a conditional procedure and should be sustained by regular provision of values.
All in all, the discussion has substantiated the fact that brand image helps to create customer loyalty to Sainsbury supermarkets. Positive brand image promotes repeat buying, credibility and word of mouth behaviour. But loyalty can be undermined by such negative factors as high cost, unstable services and competition pressure. This means that Sainsbury has to keep enhancing quality, service, online shopping and communications value and devotion to increase customer loyalty in the long run.
[bookmark: _Toc230285779]Chapter 6: Conclusion and Recommendations
[bookmark: _Toc230285780]6.1 Introduction
This chapter shows the conclusion and recommendations of the study. The objective of this research was to investigate customer loyalty towards the supermarkets of Sainsbury in the United Kingdom, and the factor that played a significant role in such loyalty, was the brand image. This was a qualitative research study involving semi-structured interview to the regular customers in Sainsbury. The leading patterns of customer responses were determined through thematic analysis.
The results revealed that customer loyalty depends on brand image to a great extent. When the customers have a sense of quality products, trust, value, convenience, customer service, as well as positive shopping experiences with Sainsbury, they are likely to stick to the company. The study also found that customer loyalty is not as absolute. When prices are raised or service delivery is not uniform, customers can still make comparisons between Sainsbury and the other retailers (Tesco, Aldi, Lidl, and others).
This chapter concludes the key findings, answers the research questions, provides recommendations to Sainsbury, presents the contribution of the study, discusses limitations and future research.
[bookmark: _Toc230285781]6.2 Introduction to Key Findings
The results indicated that there is an overall positive image of the stores Sainsbury has with customers. The majority of the participants explained the supermarket as trustworthy, well-organised and quality-oriented. One of the factors which influenced customer perception the most was the quality of products. Respondents linked Sainsbury's with fresh, higher-quality own-brand products and traditional grocery quality. This assisted customers in gaining confidence with the brand.
Loyalty was also highly dependent on pricing and value perception. Though most of the customers thought Sainsbury's was more expensive than some of its rivals, they agreed to go shopping there when they were convinced that the prices were worth the quality. This conclusion is in line with the research by Garcacia-Salirrosas et al. (2024), which states that the perception of the value affects brand image and loyalty.
Customer service and shopping experience were also important. The respondents appreciated clean outlets, not to mention friendly employees, convenient designs and easy checkout. There were also some implications of online shopping, delivery service and the Sainsbury's app and other digital convenience, which influenced the levels of loyalty. This confirms Allam et al. (2024), who conclude that customer loyalty outcomes can depend on the relationship between the retailer and the apps.
The results also indicated that trust is key to customer loyalty. Customers placed trust in Sainsbury due to its historical reputation, product qualities and good experience. This substantiates the reason why Khan and Fatma (2023) state that brand trust contributes to enhancing brand image and customer loyalty. Comprehensively, the results indicate that quality, value, satisfaction, trust and emotional attachment under the Sainsbury brand image influence brand loyalty.
[bookmark: _Toc230285782]6.3 Response to Research Question One: What is the Perception of customers of the Sainsbury brand image?
The image of the Sainsbury brand was mostly seen positively by the customers. Based on the interviews, customers identified Sainsbury with the quality of products offered, dependability of the offered services and convenient shopping atmosphere. The majority of participants explained that the brand is a solid one, which is a little bit higher than the discount supermarkets.
Sainsbury was not only considered by the customers to be a grocery shopping place. They considered it to be a supermarket that offers trust and dependability. The development of this image was mainly brought about by the experience of shopping repeatedly. Those customers who were satisfied with fresh food, staff support and store organisation developed more trust in the brand.
Nonetheless, it was also revealed that customers were actually conscious of the Sainsbury price increment. Some customers thought that the brand image of the supermarket relies on the quality, on which the price is justified. This implies that ensuring that Sainsbury maintains a positive brand image has to be sustained by actual customer value.
Thus, the first research question can be answered because the customers regard Sainsbury as a quality-oriented, reliable and trusted brand, in terms of the supermarket. Still, this perception can falter in case prices become too high or services are erratic.
[bookmark: _Toc230285783]6.4 Response to Research Question Two: Which are the Determining variables of Sainsbury's brand image?
The results determined that there are several variables that affect Sainsbury's brand image. The first key factor is the quality of the product. The brand image that Sainsbury had with customers had a close association with fresh food, quality of own-brand products and product reliability. This confirms Wang et al. (2024), who state that good experiences with products can maximise brand loyalty.
The second thing is the value of money. When customers had a feeling that quality and service were better, then he was willing to pay a higher price. But the value image was eroded when customers compared Sainsbury's with other, less expensive supermarkets. This reveals that price is a significant factor that determines supermarket brand image.
The third factor is customer service and store experience. Sanitary outlets, friendly employees and systematic designs made a good impression on customers. Yum and Yoo (2023) further elaborate that customer satisfaction and loyalty are affected by the quality of the service.
The fourth parameter is digital experience. The convenience of online shopping, delivery systems and mobile applications was part of customer convenience. The customers now want supermarkets to offer good physical stores as well as digital services. This is in line with the content of Kurt and Kircova (2023), who believe that online grocery experience can influence customer satisfaction and loyalty.
Brand trust and reputation are the fifth factor. Respondents had confidence in Sainsbury due to its past, dependability and moral image. There are also customers whose perception towards the brand improved as a result of sustainability and responsible sourcing.
[bookmark: _Toc230285784]6.5 Answer to Research Question Three: How Does Brand Image Affect Customer Loyalty?
Customer loyalty is also influenced by brand image about customer trust, satisfaction and repeat purchasing behaviour. The satisfaction of customers who had a positive experience with Sainsbury was more likely to make them stay with Sainsbury. They were also more willing to refer people to the supermarket.
The results depicted that the loyalty was practical and emotional. Practical loyalty was based on the quality of products, convenience, price-value relationship and service quality. The trust, habit, familiarity and comfort were sources of emotional loyalty. According to Desveaud, Mandler and Eisend (2024), the establishment of customer loyalty is a process that is formed by several interconnected elements, such as satisfaction, trust and perceived value.
Of particular importance was brand trust. Clients who were used to trusting Sainsbury had more chances to remain devoted to the company in the case of the rivalry of lower prices. But this allegiance was not unrestricted. Some respondents said that they would turn over in the event of high prices or a low level of service quality.
Hence, the impact of brand image on customer loyalty is that it generates confidence and an emotional bond. Nevertheless, Sainsbury should go on providing value as loyalty may stop when consumers believe that there are superior prices or convenience in other competitors.
[bookmark: _Toc230285785]6.6 Conclusion Based on Research Objectives
The initial aim was to explore the customer perceptions about the Sainsbury brand image. This goal was met by the fact that the interviews revealed that the customers usually consider Sainsbury to be reliable, trustworthy and quality-concentrated.
The second objective was to determine brand image factors that affect the retail sector. It was able to do this by focusing on the following themes: product quality, pricing, service quality, digital convenience, trust and sustainability.
The third purpose was to explore how the brand image influences customer loyalty towards Sainsbury. This goal was realised considering the fact that the results indicated that positive brand image leads to repeat purchase behaviour, trust and recommendation of the customers.
The fourth aim was to give recommendations on the brand management strategies that would improve customer loyalty. This goal is met in the further recommendation part.
[bookmark: _Toc230285786]6.7 Recommendations for Sainsbury’s
[bookmark: _Toc230285787]6.7.1. Keep Good Product Standards
Sainsbury’s needs to stay on the quality of product since this was the greatest contributor to brand image in the results. Vendors do not lose their customers as they are assured of the freshness and reliability of the products. The company must uphold stringent quality inspections on fresh food, bakery, meat, dairy and own-brand products.
Sainsbury should be watchful of product consistency, branch-wise as well. It might lose the customers' trust when there is a store-to-store variation in the past or the freshness of the product. Thus, standardised quality of all stores is a key requirement to safeguard the brand image.
[bookmark: _Toc230285788]6.7.2 Improve Value-for-Money Communication
Sainsbury should make better communication of value. A good number of customers are ready to pay more when they are aware of the difference in quality. Customers would however, become price-sensitive as the other competitors are supplying alternatives at lower cost.
The company ought to demonstrate to the customers why its products are a good value. This may consist of more concise marketing of product quality, loyalty card discounts, meal offers, in-house value lines and customised discounts. This is noteworthy since perceived value is a significant factor in loyalty (García-Salirrosas et al., 2024).
[bookmark: _Toc230285789]6.7.3 Enhance Customer Service Consistency
This was found to affect brand image due to customer service. Sainsbury should enhance the availability of staff services, training and customer services during peak times. Customers appreciate kind, helpful and efficient services.
The company ought also to make sure that there is consistency in the quality of service provision in the various branches. When a single branch offers bad service, customers can negatively affect the broader brand. Hence, the level of customer service needs to be checked on a regular basis.
[bookmark: _Toc230285790]6.7.4 Enhance Online Shopping and App
Electronic services have now become a significant component of supermarket loyalty. Sainsbury should keep on developing the app, delivery service and online shopping. The customers demand ease of shopping, reliability and security through online means.
The company must enhance the availability of delivery slots, communication and usage of the products provided and the use of apps. Allam et al. (2024) confirm this recommendation by saying that customer loyalty may be facilitated by the relations between the retailer apps.
[bookmark: _Toc230285791]6.7.5 Build on Trust with Transparency
Sainsbury can boost trust through effective communication with customers. The customers desire to be told the truth regarding the prices, quality of goods, sourcing and sustainability. The significance of trust is that it can provide customer loyalty in the long term (Khan and Fatma, 2023).
The company must not have ambiguous promotional statements. It must give hands-on demonstrations of quality, practices in sourcing and sustainability. This can help the customers develop trust in the brand.
[bookmark: _Toc230285792]6.7.6 Develop Emotional Loyalty
Price and products are not the only aspects Sainsbury's needs to concern itself with. Personalised offers, community engagement and customer-focused communication should also enable the company to engage its customers emotionally.
When the customers are comfortable and familiar with the brand, they are likely to remain loyal. Sainsbury can also reinforce emotional loyalty with its Nectar loyalty programme, personalised online communications and local community programs. This will assist the customers in connecting more with the brand.
[bookmark: _Toc230285793]6.8 Study contribution
This research adds to the existing knowledge on the topic as it investigates brand image and customer loyalty amid the qualitative experience of customers. Most of the past research utilises quantitative research to determine statistical associations between brand image and loyalty. Nevertheless, the study gives more in-depth information on the manner in which customers personally perceive the brand image of Sainsbury.
According to the research, emotional and practical aspects determine the level of loyalty towards the supermarket. The quality, value, convenience, trust and familiarity make the customers remain loyal. This is in line with Desveaud, Mandler and Eisend (2024), who describe that there are several antecedents of loyalty.
The research also contributes to the practice of retail marketing. It demonstrates that Sainsbury should not make use of reputation alone. The brand is required to keep on providing quality products, consistency and digital convenience in the service. This is significant in that customers in the UK supermarket market can easily move to their competitors.
[bookmark: _Toc230285794]6.9 Study Limitations
This study has some limitations. The first limitation is the small sample size. This study involved 12 participants, which can also be considered appropriate for a qualitative research study. But the results are not representative of all Sainsbury's customers in the United Kingdom.
The second weakness is that the research on Sainsbury alone was carried out. This implies that the results might not be generalised to other similar supermarkets like Tesco, Aldi, Lidl or Morrisons.
The third weakness is that the responses were based on the participants on personal experience. There was a possibility that some customers had experienced certain positive or negative experiences that made them have a specific opinion. As such, the results are biased.
The fourth limitation is time. It could have been better to conduct more interviews and compare the results based on the different groups of customers over a longer research period.
6.10 Future Research Suggestions
A bigger sample in the future to study customer loyalty in the various regions in the United Kingdom would be an option. The relationship between brand image, customer satisfaction and loyalty could also be tested with the help of the survey data in a quantitative study.
Future research would be able to compare Sainsbury with other supermarkets like Tesco, Aldi or Lidl. This would aid in determining the difference in brand image between premium, mainstream and discount brands of supermarkets.
The other study that can be conducted in future can be specifically on digital grocery shopping. The online supermarket services are gaining significance, and in the future, a study may be carried out to determine the impact of app experience, reliability of delivery and trustworthiness online on customer loyalty.
Generational differences might also be a subject of future research. Digital convenience and sustainability factors might be important to younger customers, while older customers would want to have more trust, service and familiarity.
[bookmark: _Toc230285795]6.11 Final Conclusion
This dissertation discussed how the brand image has an effect on customer loyalty in the United Kingdom Sainsbury supermarkets. The research concluded that brand image is a significant factor that determines customer loyalty. When customers feel that Sainsbury is a reliable, trustworthy, convenient and quality-oriented business, they will stay loyal. The study revealed that one of the best aspects of the brand image of Sainsbury is product quality. The customers have confidence in the brand when they feel fresh and dependable products. Value perception and pricing also have a role to play in loyalty since customers will make a comparison with the cheaper retailers of Sainsbury. The quality of service, store impression and online convenience also influence customer satisfaction. The research additionally established that the key to loyalty lies in trust and emotional attachment. When customers are at ease with the company, which makes them know Sainsbury better, chances of them returning to the company are high. Loyalty, however, may quickly dissolve when there is an increase in price, product problems or a digital service breakdown. Overall, the research concludes that Sainsbury’s brand image has a positive impact on customer loyalty. But loyalty has to be sustained on a continuous basis via quality, value, repetitiveness in the service, trust and comfort. Sainsbury has an opportunity to enhance its brand management tactics by enhancing the communication of value, customer experience, digital and ethical transparency. This will help the company protect customer loyalty in the highly competitive UK supermarket industry.
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[bookmark: _Toc230285798]Appendix A: Semi-Structured Interview Questionnaire
	Section
	Interview Questions
	Purpose of the Question

	Introduction
	Can you briefly describe your shopping habits at Sainsbury’s?
	To understand participant background and shopping frequency

	Introduction
	How long have you been shopping at Sainsbury’s?
	To identify customer experience with the brand

	Brand Image
	How would you describe Sainsbury’s brand image?
	To explore overall customer perception of the brand

	Brand Image
	What words or ideas come to mind when you think about Sainsbury’s?
	To identify customer associations with the brand

	Brand Image
	Do you think Sainsbury’s has a different image compared to Tesco, Aldi or Lidl? Why?
	To understand comparative brand perception

	Product Quality
	How do you feel about the quality of products offered by Sainsbury’s?
	To examine perceptions regarding product quality

	Product Quality
	Which product categories do you trust most at Sainsbury’s?
	To identify areas influencing trust and loyalty

	Product Quality
	Have you ever experienced dissatisfaction regarding product quality?
	To explore negative customer experiences

	Pricing and Value
	How do you view Sainsbury’s pricing compared to competitors?
	To understand price perception

	Pricing and Value
	Do you think Sainsbury’s provides good value for money? Why or why not?
	To examine perceived value

	Pricing and Value
	Does pricing influence your decision to continue shopping at Sainsbury’s?
	To explore the relationship between price and loyalty

	Customer Service
	How would you describe your experience with customer service at Sainsbury’s?
	To examine service quality perception

	Customer Service
	How important is staff behaviour in influencing your shopping experience?
	To understand the importance of customer interaction

	Shopping Experience
	How do you feel about the store environment and shopping convenience at Sainsbury’s?
	To examine physical shopping experience

	Shopping Experience
	Have you used Sainsbury’s online shopping or mobile app services? If yes, how was your experience?
	To explore digital shopping experience

	Brand Trust
	Do you trust Sainsbury’s as a supermarket brand? Why?
	To investigate customer trust

	Brand Trust
	Do sustainability or ethical practices influence your perception of Sainsbury’s?
	To examine the influence of corporate reputation

	Customer Loyalty
	What makes you continue shopping at Sainsbury’s?
	To identify drivers of customer loyalty

	Customer Loyalty
	Would you recommend Sainsbury’s to others? Why or why not?
	To explore loyalty and advocacy behaviour

	Customer Loyalty
	Have you ever considered switching to another supermarket? What factors influenced that decision?
	To identify factors negatively affecting loyalty

	Final Question
	In your opinion, what should Sainsbury’s improve to strengthen customer loyalty?
	To collect recommendations from participants
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Figure 5.1: Main Elements of Sainsbury’s Brand Image
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Figure 5.2: Factors Influencing Brand Image in Sainsbury’s
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Figure 5.3: Relationship Between Brand Image and Customer Loyalty
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Figure 5.4: Emotional and Practical Drivers of Loyalty

Emotional Drivers
Trust
' Confidence in Sainsbury's

products and services.

Practical Drivers

Product Quality
Fresh, reliable and consistent
products encourage loyalty.

Familiarity
Comfort with the brand
due to past experiences.

Price-Value Balance
Fair prices with good value
support continued loyalty.

Comfort Siionaey Store Convenience
Enjoyable shopping Loyalty Easy access, good layout
experience in-store When emotional and organised stores save
and online. adpractca) time and effort.

factors work

Habit
Regular shopping
becomes part of routine.

together, customers.
develop stronger,
ong-term loyalty,
towards Sainsbury’s.

Digital Services
User-friendly app, online
shopping and delivery
improve convenience.

Positive Reputation
Good image and word of
mouth create pride and

eemotional attachment.

Customer Service
Helpful and friendly service
builds satisfaction and trust,

ODo¢ 8

The combination of emotional connection
<o/ ’ and practical benefits leads to repeat

purchases, recommendations and
long-term customer loyalty.





image1.png
Prifysgol Cymru
35 Y Drindod Dewi Sant

< University of Wales
Trinity Saint David

%




image2.png
Prifysgol Cymru
% Y Drindod Dewi Sant

. University of Wales
Trinity Saint David

»




