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[bookmark: _Toc231468969]Abstract
The purpose of this study was to explore the influence of brand image and customer satisfaction on brand loyalty among Lidl customers in the United Kingdom. The retail supermarket industry is highly competitive, with customer loyalty being a key factor to business success in the long term. Even though earlier research has tested the relationship between brand image, customer satisfaction and brand loyalty, most of them have been quantitative research and has given minimal information on customer perceptions and experiences.
This paper has embraced the interpretivist research philosophy and inductive approach. The qualitative research strategy was adopted with the use of semi-structured interviews with the customers of Lidl. The data gathered were analysed using thematic analysis in order to discern the major patterns and themes in regard to customer perceptions, satisfaction and loyalty behaviour.
The results indicated that Lidl is mainly viewed as a supermarket of value as a chain store that deals with low prices and satisfactory quality of products. Pricing, product quality and convenience had a strong influence on customer satisfaction. Repeated positive experiences of shopping resulted in trust, which helped to create customer loyalty. But it was also discovered that loyalty was predominantly conditional and behavioural and not emotional. According to the customers, they would be able to move to competitors when the same price would be offered with an added advantage of improved service or a variety of products.
The research concludes that though Lidl has effectively created a resounding brand image on value-based and has gained customer loyalty, it should invest more in customer service, product availability and shopping experience as long-term customer loyalty will only be enhanced. The study can be used to add to the scarce qualitative data on customer behaviour in a discount retail environment and give Lidl (as well as other retailers) some practical advice.
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[bookmark: _Toc231468972]1.1 Background of the Study
The competition in the global retail supermarket sector has been very intense over the last couple of years owing to the fast growth of the discount retailers, the rise of e-commerce and also the evolving consumer demands. The current-day customers are more judicious, sensitive to price and value-oriented, and these factors have enhanced competition among the chains of supermarket stores. This means that organisations will have to keep on changing their strategies in order to persuade customers and have relationships with them in the long term. Consumer behaviour in this kind of competitive background has become a necessary element in attaining sustainable business success. The most well-known variables of consumer behaviour and brand loyalty in the retail markets are brand image and customer satisfaction. Brand image can be defined as the perceptions, beliefs and associations that the customers have towards a certain brand out of the experiences they encounter, the marketing communication and the general reputation of that brand. A good and strong brand image can create a change in the attitude of the customers productive, create trust, and foster long-term relationships. Gudlaugsson and Theodorsson (2025) argued that brand image, to a great extent, influences consumer perceptions and behavioural intentions of a brand.
Another crucial aspect influencing consumer behaviour is customer satisfaction. Achievement is attained when customers experience that a product or service is able to match or even surpass their expectations. Organisations that are concerned with delivering value and satisfying the requirements of their customers stand the best chance at keeping customers and stimulating repeat purchase behaviour. According to Kotler, Keller and Chernev (2022), customer satisfaction is a key to sustaining long-term relationships and drawing customer loyalty. Lidl is also one of the fastest-growing retailers in the United Kingdom and far and wide in Europe as a discounter supermarket retailer. The low-price strategy, effective supply, and emphasis on delivering quality products at competitive prices have helped the firm to establish a great market presence. Lidl has become popular with customers who want to get their money back and, at the same time, do not want to use the item that will spoil the quality of the product. Nevertheless, when it comes to a very competitive retail market, price might not be enough to guarantee long-term customer loyalty. What the customers think about their brand and the level of satisfaction with their products and services should also be known by retailers. The customer relationship management approaches point out the significance of good customer relationships to attain the long-term profitability of a business. As Kumar and Reinartz (2022) note, companies need to look at customer experience, customer satisfaction, and customer value creation as a way of retaining customers. Hence, the question that ought to be investigated is how customer perceptions of brand image and customer satisfaction affect loyalty behaviour, especially among discount retailers like Lidl.
[bookmark: _Toc231468973]1.2 Problem Statement
The supermarket retail industry in the United Kingdom is typified by fierce competition between the established brands and new discount retailers. Customers are now presented with numerous possibilities, making it easier to switch brands. With this heightened selection, retailers have found customer retention to be a challenging task. Consequently, organisations are compelled to comprehend the determinants that affect customer loyalty to be competitive. The image of a brand is a vital factor in influencing the perception and behaviour of customers. A favourable brand image enables customers to develop trust and be willing to stick with a brand. According to Aacikgoz et al. (2024), a high level of brand reputation and trust makes a significant contribution towards customer satisfaction and loyalty. Meanwhile, customer satisfaction affects repeat purchasing behaviour and enhances customer-brand relationships.
Past studies have shown that brand image and customer experience play significant roles in determining customer loyalty and commonly mediate through customer satisfaction (Robbani et al., 2025). Nevertheless, there is a multifaceted nature to this association between the two variables, which can change depending on the industry environment and consumer attributes. This relationship is especially important to understand in the case of discount retailers such as Lidl, since these retailers focus on price as the most important competitive factor, but also aim to provide perceived value and quality. The current literature on brand image, customer satisfaction and brand loyalty largely relies on quantitative methods, which deal with statistical associations between variables. These studies offer valuable insights, but in most cases, they do not reflect in-depth customer perceptions and experiences. Qualitative research may provide more insight into how customers will interpret the brand image and satisfaction, and the effects of perceptions on their loyalty behaviour.
Moreover, qualitative research dedicated to Lidl customers and their attitude towards the brand, in particular, is scarce. The proposed research will, therefore, attempt to fill this gap by discussing the perceptions of the customers towards the Lidl brand image and customer satisfaction and how the two variables impact brand loyalty.
[bookmark: _Toc231468974]1.3 Rationale of the Study
Customer loyalty is key to the success of businesses in the long run, especially in competitive retail markets. Stable revenues and lower marketing expenses are achieved through loyal customers whose word of mouth increases brand recognition. Thus, it is valuable to learn what affects customer loyalty in order to retain a competitive edge among organisations that aim to have an upper hand. It has been demonstrated previously that customer satisfaction, brand experience, and brand image have an important impact on customer loyalty behaviour (Sang and Cuong, 2024). The perception of these factors by customers, however, can be different based on the context of the particular organisation and the state of affairs in the market. Customers can be motivated in the case of discount retailers like Lidl; price, value and convenience may play a significant role in the perception of brand image and satisfaction as opposed to other retail sectors. Brand loyalty studies have resulted over the years because of the shifts in consumer behaviour, expansion in technology and the spread of rivalry in the market. The digital platform, online reviews, and social media have an impact on the opinion of a modern consumer about a brand because they influence consumer perception. Yazdi et al. (2024) emphasise that brand loyalty is a dynamic process that will be affected by fluctuating consumer expectations and marketing strategies. Although literature has been done on the subject, there is a paucity of qualitative examination on the perception of brand image and the level of satisfaction by the customers within the Lidl setting. The relevance of this study is identified in the fact that it is aimed at learning the customer perception at a deeper level as opposed to basing it only on the numerical information. The results of the study can be useful guidelines to retailers to improve their approaches to customer relationships and brand loyalty.
[bookmark: _Toc231468975]1.4 Research Aim
This research aims to explore the impact of customer satisfaction and brand image on brand loyalty among Lidl customers.
[bookmark: _Toc231468976]1.5 Research Objectives
1. To discover customers’ perceptions of Lidl’s brand image 
2. To investigate customer satisfaction with Lidl’s products and services 
3. To analyse the effect of customer satisfaction and brand image on brand loyalty 
[bookmark: _Toc231468977]1.6 Research Questions
1. How do customers perceive the brand image of Lidl? 
2. How satisfied are customers with Lidl’s products and services? 
3. What is the role of customer satisfaction and brand image in brand loyalty? 
One of the main determinants of customer perceptions of the Lidl brand image is the low-price positioning and value-for-money strategy of this company. A lot of customers view Lidl as a low-cost shop that offers acceptable quality at a low cost. This understanding creates confidence among the value-conscious customers. Nevertheless, price can still be related to the quality by some customers, which may impact the overall brand image. Thus, to study loyalty behaviour, it would be valuable to understand the interpretation of the Lidl value proposition by the customers.
The satisfaction of Lidl customers lies in several aspects, which include the quality of the products, prices, store atmosphere and customer experience. When customers believe that Lidl meets or surpasses their expectations, they will be most likely to become repeat customers in terms of buying behaviour. The level of satisfaction might not, however, ensure loyalty, particularly where the competitors are of comparable prices. This suggests that satisfaction and brand image combined have a positive implication on long-run customer loyalty.
[bookmark: _Toc231468978]1.7 Scope of the Study
This paper deals with the Lidl consumers in a retail supermarket setting in the United Kingdom. The study explores the perception of the customer to brand image, satisfaction and loyalty based on a qualitative approach. The research is restricted to a set of customers who have a shopping experience with Lidl, and the research does not incorporate other supermarkets. Its results will give details of the customer behaviour in this particular setting, but it might not be applicable across all retail segments.
[bookmark: _Toc231468979]1.8 Structure of the Dissertation
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Figure 1: Dissertation Structure
Source: Self-created
In this dissertation, there are six chapters. Chapter 1 presents the paper introducing the study along with its background, problem statement, research aim and objective. In Chapter 2, the literature review is given, covering such important concepts as brand image, customer satisfaction, and brand loyalty. The third chapter describes the research methodology, which incorporates the research design, data gathering and analysis methodologies. The benefits of this study are in Chapter 4. Chapter 5 will explain the findings considering the existing literature. Lastly, Chapter 6 ends with conclusions, recommendations and suggestions on future research. 
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The chapter is a literature review in regard to brand image, customer satisfaction, and brand loyalty. It looks at some of the theories and concepts that describe the effects of these factors on consumer behaviour. The interrelations among these variables are also discussed, and gaps in existing research are indicated in the chapter. This gives a basis for the present study and the necessity of a qualitative study being conducted under Lidl.
[bookmark: _Toc231468982]2.2 Brand Image
Brand image is a set of perceptions, beliefs and associations that the consumers have concerning a brand. It is built on customer experiences, communications in marketing, and engagement with the brand. A good brand image can assist organisations to be different from other companies and create trust in the customers. According to Gudlaugsson and Theodorsson (2025), brand image plays a big role in determining consumer attitudes and intentions regarding behaviour.
As a marketing concept, brand image is a significant aspect of brand equity and value. According to Kotler, Keller and Chernev (2022), organisations need to sustain their branding strategies to develop a good perception among customers and make their brands strong in the market. The positive brand image may generate an emotional bond with the customers, and this enhances the chances of repeating the buying behaviour.
Brand reputation and trust are also key elements of brand image. Customers tend to have favourable attitudes towards a brand because they have the perception that the brand is safe and trustworthy. According to Açikgöz et al. (2024), good brand reputation leads to increased customer satisfaction and loyalty. Thus, building a good brand image is imperative to organisations that want to achieve future competitiveness.
In the literature, brand image has been defined in various ways. Kotler et al. (2022) define brand image as a collection of beliefs, ideas and impressions that consumers have towards a brand. According to Keller (2013), brand image is the associations held in the consumer memory that affect brand recognition and perceptions. On the same note, the definition of brand image by Gudlaugsson and Theodorsson (2025) is the generalised perception based on customer experiences, marketing communication and brand reputation.
Critical Review of Free Definitions of Brand Image
Such definitions point out that brand image is cognitive and experiential. Kotler is interested in general perceptions, whereas Keller is in memory and psychological associations, and Gudlaugsson is in experience and communication. These views, however, presuppose that brand image remains constant, a fact that in practice is not the case and that it evolves over time. Price perception and value of money in discount retailing environments, e.g. Lidl, have a major implication on brand image. Consequently, brand image is supposed to be taken as a dynamic concept, which is supported by the experience of customers, as well as by economic anticipation.
[bookmark: _Toc231468983]2.3 Customer Satisfaction
Customer satisfaction refers to the level of fulfilment or surpassing of the expectations of a particular customer towards a product or service. It can be regarded as one of the major payments to ensure long-term relationships with customers and stimulate repeat purchasing behaviour. Satisfied customers will purchase more and more products of the same brand and will also refer others. Research done on customer relationship management stresses the need to comprehend customer expectations and offer value. According to Kumar and Reinartz (2022), organisations need to concentrate on their communication, service quality, and personalised experiences to retain customer satisfaction. These are what assist in developing strong customer-brand relationships.
Another factor in establishing the level of satisfaction is the customer experience. When the purchasing experience is positive, customers will have better perceptions and have an emotional attachment to the brand. According to Pires et al. (2025), quantifying the customer experience assists organisations in gauging what the customers expect and how they enhance the quality of services. Also, customer satisfaction depends on perceived value and service quality. As Monfort et al. (25) emphasise, organisations that generate uniform and good service quality tend to develop trust and keep customers satisfied. As such, customer satisfaction is determined by various aspects such as the quality of products, quality of services and experience.
Customer satisfaction of the customers has been extensively conceptualised in marketing literature. According to Kotler et al. (2022), customer satisfaction can be defined as either a sense of pleasure or disappointment following the comparison between the performance of the product and expectations. According to Kumar and Reinartz (2022), it is the assessment by a customer of whether a service will satisfy him or her. The definition of customer satisfaction provided by Pires et al. (2025) is the response that deals with the overall customer experience based on various interactions/dealings.
[bookmark: _Toc231468984]2.4 Brand Loyalty
The concept of brand loyalty is used to describe how a customer prefers to select a specific brand over its competitors. It deals with behavioural and emotional aspects. Repeat purchasing gives behavioural loyalty, whereas attachment and commitment to a brand give emotional loyalty. It is also significant that brand loyalty plays a major role in organisations since the loyal clientele will help in long-term profitability, and the cost of marketing will also be minimised. The initial research had primarily concentrated on repeat purchasing behaviour; in contemporary times, it has been noted that emotional attachment holds relevance in studies. The history of the study of brand loyalty reflects the fact that the loyalty of consumers depends on the evolving economic situation and technological progress (International Journal of Research and Innovation in Social Science, 2025).
According to Yazdi et al. (2024), brand loyalty is a dynamic process that is dynamic and depends on consumer expectations and marketing approaches. Customer perceptions, brand experiences, and personal preferences are some of the things that determine loyalty behaviour. Damaschi et al. (2025) further highlight that factors such as price perception, consumer personality, and willingness to pay also influence brand loyalty. These parameters play an interaction game with the brand image and customer satisfaction in the establishment of customer loyalty to a brand.
The literature has defined brand loyalty in various ways Yazdi et al., 2024). Brand loyalty refers to a firm dedication to returning to purchase a favourite brand on a regular basis. According to Yazdi et al. (2024), brand loyalty is a dynamic process which depends on the customer expectations and experiences. Damaschi et al. (2025) conceptualise brand loyalty as behavioural (repeat purchase) and as emotional attachment towards a brand.
These definitions denote that the concept of brand loyalty also entails both emotional and behavioural elements. Oliver points out devotion, whereas Damaschi distinguishes between behavioural and emotional loyalty, and Yazdi brings out its dynamic aspect. Loyalty, however, in the context of discount retail, like Lidl, can be more behavioural than emotional. Customers can be retained because of low prices and not an intensive emotional connection. This demonstrates that the concept of loyalty in Lidl has to be more qualitatively understood.
[bookmark: _Toc231468985]2.5 Relationship between Brand Image, Customer Satisfaction and Brand Loyalty
An increasing number of studies indicate that brand image and customer satisfaction are important in determining brand loyalty. Customers who like an image of a brand and are happy with the products or services it provides will be more likely to be loyal and buy again in the future through the same brand. There is empirical evidence which indicates that brand image is positively linked to both customer satisfaction and loyalty. In their research, Tahir, Adnan and Saeed (2024) reported that a positive brand image is useful in customer satisfaction and loyalty behaviour. Customers are likely to believe in brands which have a positive image and are able to provide constant value.
Relationship: Customer satisfaction can be termed as a mediating variable between brand image and brand loyalty. According to Robbani et al. (2025), customer satisfaction is affected by brand image, and this consequently influences loyalty behaviour. This shows that a brand should be positively perceived, resulting in increased satisfaction and consequently loyalty.
This relationship is also supported by brand experience. According to Sang and Cuong (2024), positive brand experiences produce emotional bonds with customers, making them more likely to be loyal. These results point to the significance of providing positive experiences and having a good customer relationship. Despite the numerous studies done on these relationships, the majority of the studies adopt quantitative techniques. This means that they might be unable to capture the immersion of customer perceptions and experiences. To get insight into how customers perceive brand image and satisfaction in the real world, qualitative research is required.
[bookmark: _Toc231468986]2.6 Research Gap
Despite the large number of studies available on brand image, customer satisfaction and brand loyalty, there are some significant gaps that exist in this field of study. A major part of the available studies has concentrated on determining the relationship between the variables using quantitative research techniques like surveys or statistical modelling. Although these methods come in handy to gauge the relationships and test hypotheses, they may not be very thorough in achieving an in-depth analysis of the customer perceptions, experiences, and the underlying motivation. Consequently, they might not reflect the real-life perception of brand image and satisfaction by customers (Sahlani and Ruswanti, 2024). A major weakness in the literature is the use of an uncautious qualitative research method in investigating customer behaviour in the retail sector. Quantitative research can be very simplistic in that it attempts to reduce complex consumer experiences into numerical information that might not recognise the emotional, psychological and contextual aspects influencing customer choice. To understand the perception of customers about a brand, the ways they judge their satisfaction, and whether those perceptions drive their loyalty, they have to be approached more deeply, in an interpretive manner. Consequently, a qualitative research approach is needed to offer in-depth information on customer attitudes and behaviours.
The other significant gap is associated with the particular context of the discount retailers like Lidl. Although brand image, customer satisfaction and loyalty have been examined extensively in various industries, there is little research that focuses on the discount supermarket chains. Discount retailers have their own business models, which include low pricing, efficiency and value for money. When this is the case, there might be a significant difference in customer expectations and customer perceptions as compared to the premium or traditional supermarket brands. Thus, evidence from other industries might not necessarily apply to discount retail settings. Moreover, no research has been done specifically focusing on Lidl as a case study. Lidl has had a tremendous expansion in the United Kingdom and the European markets and thus, is a significant topic of scholarly research (Hakim, Nurhayati and Sukmawati, 2024). Nevertheless, the current literature lacks an in-depth investigation into the perceptions Lidl customers hold about the brand and how these perceptions affect their satisfaction and loyalty. Specifically, very little is known about whether Lidl clients are loyal because of the price benefits or whether brand image and customer satisfaction are also important factors.
Moreover, past literature tends to be simple and direct with a straight-line connection between brand image, customer satisfaction and brand loyalty. But these relationships might be more complicated and may depend on numerous factors, including individual preferences, shopping habits and perceptions. By defining the viewpoints and experiences of customers using their own language, a qualitative approach enables a better insight into these relations.
This paper seeks to fill these gaps by employing qualitative research methodology in an attempt to understand the perceptions of customers towards Lidl. Through the semi-structured interviews, the study is going to offer in-depth information about the process by which customers perceive the brand image, their level of satisfaction and commitment to the brand. Such a strategy will add to the current body of literature by providing a more in-depth insight into customer behaviour in the context of discount retail.
Keller Brand Equity Model
Keller's Customer-Based Brand Equity (CBBE) model describes the process of creating strong brands with customer perceptions. The model consists of four steps, namely: brand identity, brand meaning, brand response and brand resonance. In an example of Lidl, brand identity is connected with minimal costs and availability. Perceived quality and value form brand meanings. Brand response signifies customer satisfaction and trust, and brand resonance is a form of loyalty.
The merits of the Model
The model offers an organised method of comprehending how brand image results in customer loyalty. It emphasises customer perception as well as emotional attachment.
The downsides of the Model
But the model might not clarify discount retail behaviour, in which price becomes predominant. It is also presupposed that there is emotional attachment, which is not as strong in the case of Lidl.
The differences and similarities between Lidl and IKEA are that both of them have a value-based approach and concentrate on providing lower prices and quality products. The two companies apply effective brand positioning to appeal to the cost-conscious consumer market, as well. They are, however, different in terms of business models. IKEA concentrates on furniture and customer experience, whereas Lidl is in the grocery store with its centred ideas on efficiency and low prices. Moreover, IKEA establishes more emotional brand relationships, unlike Lidl, which is more dependent on price-based loyalty.
[bookmark: _Toc231468987]2.7 Chapter Summary
This chapter has covered the current literature on brand image, customer satisfaction, and brand loyalty, and the significance they hold in terms of modifying consumer behaviour in the retail sector. The discussion established that brand image is an important factor in determining customer perception, and developing trust and customer satisfaction indicates how much the customer expectations have been met. The closely related elements are also brand loyalty, which is key to long-term business success. The interrelatedness of these variables was also emphasised in the literature, meaning that a positive brand image has the potential to boost customer satisfaction, which again may lead to customer loyalty. Moreover, other issues like brand experience, perceived value, and trust were found to be influential in these relationships (Atmaja and Lestari, 2025). Nonetheless, the majority of studies which have been conducted up to now have utilised quantitative methods, which might not be sufficient to capture the nature of customer perceptions and experiences.
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Figure 2: Conceptual Framework of the Study
Source: Self-created
One of the identified gaps in the literature is that there is a scarcity of qualitative studies examining these relationships, particularly in the case of discount retailers like Lidl. Little is known about the reflection of Lidl's brand image by customers of the company and the effect of their satisfaction on their loyalty behaviour. This highlights the need for a more in-depth investigation using qualitative methods. Thus, this research aims to fill this gap by focusing on customer perceptions by seeking to understand them qualitatively (Devi and Wiyadi, 2024). Through Lidl as a case study, the study intends to present insights as a solution to the relationship between brand image and customer satisfaction, as well as brand loyalty in the discount retail business environment. These lessons will be added to the academic and practical knowledge of businesses interested in enhancing their customer loyalty strategies.
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The research philosophy embraced in this study is interpretivist. Interpretivism is appropriate since the research is not aimed at quantifying the inherent, unchangeable numerical associations, but rather interpreting customer perceptions, meanings and experiences. The study examines the consumer perception of brand image among Lidl consumers, their satisfaction evaluation and its effects on their loyalty behaviour. The problems are subjective, as various customers can experience the same experience at the supermarket differently.
Interpretivism presupposes that social reality is constructed by human meanings, experiences and interactions. Quality customer loyalty does not, in this study, receive the treatment of a mere action that can be measured. Rather, it is interpreted as a behaviour that is influenced by personal experience, trust, perception of price, satisfaction and emotional reaction. Individually, a customer is only likely to be loyal to Lidl due to low prices, whereas others might find convenience, familiarity or product quality more valuable. As such, the researcher must be knowledgeable of what customers attribute to their shopping experiences.
This is in contrast to positivism. Positivism is usually linked with objective measurement, hypothesis testing and statistical analysis. Usefulness: It comes in handy when measurement of relationships between variables is required by researchers. Nevertheless, the study is not intended to test a statistical model. Rather, it seeks to examine the ways in which customers explain their brand image at Lidl and the role that satisfaction plays in affecting loyalty. Hence, interpretivism offers a more suitable basis.
Attitudes of customers can also be studied in detail by the researcher using the interpretivist approach. Retail shopping is not strictly an economic activity. It also involves expectation, habits, trust, convenience, emotional reaction and response. Customers can still shop in Lidl due to their belief that they are getting pocket-friendly rates. They can also be worried about the availability of stock, products or checkout pressure, though. Through extensive qualitative research, such experiences can be interpreted appropriately.
Thus, interpretivism can be applied to the aim of this study. It enables the researcher to gather rich experience-based and meaningful data on Lidl customers. It also assists the researcher to see the connection of brand image, customer satisfaction and customer loyalty through the eyes of the customer.
[bookmark: _Toc231468990]3.2 Research Approach
The kind of research in use is an inductive research approach. An inductive methodology starts with the collection of data and then formulates patterns, themes and interpretations of the data gathered. It is appropriate in cases where the researcher intends to investigate a subject as opposed to testing a predetermined hypothesis. In this research, the researcher will not start with the already decided theory concerning Lidl customer loyalty. Rather, the researcher gathers data from interviews and extracts the themes as they are responded to by the customers.
An inductive approach is suitable since customer perceptions are complicated and might be different depending on individuals. The shopping reasons of customers at Lidl could vary. Some might prioritise the cost, others might place emphasis on the quality of a product, the location or the convenience of the store to shop. The inductive analysis allows the researcher to note repetitive thoughts during responses of the participants. These concepts can then be summed up into themes like value-for-money image, content with price, credibility, store experience and conditional loyalty.
This is a method that offers flexibility to the research process as well. As the research is a semi-structured interview type, participants can use their own words to formulate their experiences. It is the meaning of these responses that can be interpreted by the researcher. In the case, e.g. where participants mention low prices several times, it can indicate that the brand image of Lidl is closely associated with affordable pricing. When they also say that there is not a lot of choice or that the checkout was hurried, it may indicate that there are other factors to satisfy the customers, rather than price.
An inductive approach is also appropriate since the research is a qualitative one. Qualitative studies tend to emphasise the construction of knowledge based on experience in life. It does not analyse customer behaviour in terms of mere numbers. Rather, it enables the researcher to investigate the reasons behind the customers' thinking and acting in ways they do. This is significant to the current study as brand loyalty is affected by both practical and emotional aspects.
Thus, the inductive method assists the researcher to develop conclusions based on customer experiences. It serves the purpose of studying the relationship between brand image and satisfaction as borne by Lidl customers and their impact on loyalty.
[bookmark: _Toc231468991]3.3 Research Strategy
This study's research strategy is qualitative research. A qualitative approach will be used since the study will be grounded in opinions, experiences and meanings of customers. The research questions are to know the perception that customers have of Lidl, their satisfaction level with its products and services, and the influence such perceptions have on their loyalty. These problems cannot be completely controlled by means of just numerical data.
Qualitative research enables the researcher to investigate customer behaviour in depth. It will have room to allow the participants to share their shopping session, expectations and concerns. As an example, a customer might mention that Lidl is cheap and convenient, but he might also believe that the product is irregularly available. This kind of detailed response will assist the researcher in getting a better insight into customer loyalty.
The study does not aim at quantifying the number of customers who are loyal to Lidl. Rather, it tries to unravel the mystery of the possible loyalty of the customers and what can undermine that loyalty. This renders a qualitative strategy more applicable compared to a quantitative survey. A quantitative approach might present trends based on percentages, but that might not provide full detail of the cause of the trend.
The qualitative approach is also appropriate to the research questions. The questions will focus on asking the customers about their image of the Lidl brand, their level of satisfaction and the importance of both satisfaction and brand image in customer loyalty. These questions must be explained, interpreted and discussed. Thus, thematic analysis and interviews are appropriate techniques.
When it comes to Lidl, customer loyalty can be founded with the help of value, habit, trust and convenience. Qualitative responses can be utilised in order to investigate these factors. The researcher is also able to discover unanticipated problems (like the pressure to check out or the lack of product options) through the strategy. One may not be able to readily see these issues in a structured questionnaire.
As a whole, the qualitative research strategy helps to support the aim and objectives of this dissertation. It assists in creating in-depth information about Lidl customer perceptions and gives a greater insight into brand loyalty in a discount supermarket.
[bookmark: _Toc231468992]3.4 Data Type
Data used in this study are primary qualitative data. Primary data is information that is gathered by the researcher himself towards the end of the study. In this study, primary data is gathered on Lidl customers by the use of semi-structured interviews. This will enable the researcher to use first-hand data on customer experiences, perceptions, and loyalty behaviour.
Primary data will be appropriate since the research is concerned with existing customer perceptions. There might be changes in customer perceptions of Lidl over time in response to economic conditions, competition, or product changes or service experiences. Thus, gathering new information from the customers can assist the researcher in coming up with pertinent results.
The primary qualitative data would not only enable the research to be tied down closely to the research aim as well. The focus will be to determine how satisfaction of customers and brand image influence brand loyalty among Lidl customers. Through direct talk with customers, the researcher will be able to find out how they define Lidl brand image, and how they explain their repetitive shopping behaviour.
This type of data is handy as well in that it records personal experiences. Theories of brand image, satisfaction and loyalty can be explicated using secondary sources, but in this particular research, the specifics of the voice of the Lidl customers cannot be fully reflected. Primary data bridges this gap as it refers to first-hand evidence based on individuals having personal and direct (shopping) experience with Lidl.
The information gathered is qualitative since it is made of words, opinions and explanations as opposed to numerical results. The respondents are invited to share their opinions. This assists the researcher to find out finer meanings and patterns in customer replies.
Thus, primary qualitative data would be the most appropriate type of data in this study. It offers pertinent, first-hand and more experience-based information concerning customer perceptions of Lidl.
[bookmark: _Toc231468993]3.5 Sample Size
This paper includes a sample of 30 occasional Lidl shoppers. The following sample size can be classified as appropriate in conducting qualitative research since it will enable the researcher to get detailed responses whilst ensuring that the data that was collected is amenable to thematic analysis. Stakeholders: The objective of qualitative research is not the purpose of reaching statistical representativeness. Rather, the focus is on gathering high-quality and insightful information from the participants with pertinent experience.
A group of 30 interviewees is sufficient to find out the general themes and trends. It enables the researcher to contrast the varying customer perceptions whilst still providing depth in their analysis. To illustrate this, whilst some players can concentrate on the low prices of Lidl, others can be talking about the quality of the products and how the shop is stocked or how to be attended to. These varying perceptions can assist in developing more wholesome customer satisfaction and loyalty.
The sample consists of ordinary Lidl shoppers since they would be more likely to be useful with information. Shoppers at Lidl can easily observe the store, products, service and the shopping atmosphere. They will be able to provide the reasons why they want to visit Lidl again and what might affect their loyalty.
There are limitations to the sample size though. As it is qualitative, the results can not be generalised to all Lidl customers in the United Kingdom. The example gives understanding as opposed to statistical evidence. However, it is appropriate to the exploratory exercise of this dissertation.
The thematic saturation is also supported by the use of 50 participants. Thematic saturation is observed when patterns which occur repeatedly start appearing in the data. In case numerous respondents speak about similar things, like low prices or low product variety, these concepts can be taken into account as significant themes.
Thus, the sample size is suitable to use in this study. It offers sufficient information to investigate the perception of customers but at the same time makes the study realistic and manageable.
[bookmark: _Toc231468994]3.6 Sampling Method
This study uses purposive sampling. Purposive sampling: The participants of the study are chosen on the basis of their particular knowledge or experience directly related to the subject of study, and therefore this is a non-probability sampling technique. The participants in this work are chosen because they are regular Lidl clients.
Purposive sampling is ideal as in this case the researcher requires respondents who would shed light as to the brand image of Lidl, satisfaction and loyalty of Lidl. Individuals who have not shopped in Lidl would not answer the research questions appropriately. Thus, the researcher narrows down to customers having a direct shopping experience.
The primary selection criterion will be that the participants have to have shopped at Lidl previously and have to possess sufficient experience to comment on its products, prices, service and the overall brand image. Regular shoppers come in particularly handy as they are able to comment on repeat purchase behaviour and loyalty. This assists the researcher in knowing whether the loyalty is on price, satisfaction, trust, convenience or other reasons.
Purposive sampling is also suitable in the qualitative research strategy. In qualitative research, depth and relevance are typically considered important as compared to random selection. The researcher does not aim to give a statistical representation of the entire population. Rather, the researcher is attempting to draw rich information out of information-rich participants.
Nevertheless, there are limitations with purposive sampling. The sample might not be representative of all customer groups, as participants are chosen on the basis of relevance. As an illustration, it might not cover, fully that of occasional shoppers or those customers who ceased to shop at Lidl. Nevertheless, in spite of this shortcoming, purposive sampling is the right sampling method since it provides the researcher with the confidence that the participants will respond appropriately to the research questions.
In general, purposive sampling aids the researcher in gathering pertinent and valuable information about Lidl customers. It conforms to the discovery nature of the research paper and enhances the quality of the qualitative results.
[bookmark: _Toc231468995]3.7 Data Collection Method
Semi-structured interviews are the type of data collection method that shall be applied in the study. The use of semi-structured interviews is appropriate as it incorporates the prepared questions with flexibility. The researcher will ask follow-up questions to participants, depending on their answers, but prepares the key questions in advance.
This approach suits since the research examines the customer perceptions and experiences. The participants should have room to elaborate their ideas. An unstructured interview might not provide enough focus, whereas a completely structured questionnaire would restrict their answers. The semi-structured interviews are balanced in that they ensure that the conversation is related to the research goals but at the same time allow the respondents to give personal opinions.
The interview questions are based on three areas. The initial one is brand image. The participants are also asked about their attitude towards Lidl and the words or thoughts associated with the brand. The second is customer satisfaction. Respondents are requested to provide their feedback on the quality of products, price, experience in the store, customer service and checkout. Brand loyalty is the third area. The respondents will be questioned on whether they frequent Lidl, whether they will recommend Lidl to others and whether they would change supermarkets.
The semi-structured interviews are also effective as they enable the investigator to unveil the surprises. As an illustration, when a respondent mentions that the checkout is in a hurry at the checkout, the researcher may ask more questions. In case another interviewee mentions that he/she trusts Lidl due to the positive experience acquired after multiple visits, the researcher would be interested in how trust was built.
The interviews are a rich source of qualitative data. They enable the customers to elaborate not just on their perception but why they consider it that way. This helps in the objective of finding out the relationship between the brand image, satisfaction, and loyalty.
Thus, semi-structured interviews will fit well within this dissertation. They offer in-depth, adaptable and pertinent information regarding Lidl customer experiences.
[bookmark: _Toc231468996]3.8 Data Analysis
Thematic analysis is used to analyse the data collected during interviews. Thematic analysis is a qualitative method of data analysis that is applied to find, classify and define patterns in data. It fits this study since the study seeks to learn repetitive themes of customer perception of Lidl.
Several stages are used to perform the analysis process. The interview responses are first transcribed and read through. This assists the researcher to get acquainted with the data. Second, preliminary coding is done. Coding entails marking out some crucial words, phrases and ideas in the responses of participants. An illustration is the codes such as low price, good quality, limited variety, rushed checkout, trust, repeat shopping and recommendation.
Third, similar codes are combined into wider themes. As an example, the theme of value-for-money brand image may consist of codes like low price, affordability and budget shopping. The theme of satisfaction with product quality may include such codes as good quality, acceptable products and fresh food. The theme of brand loyalty could be based on such codes as repeat visits, recommendation and regular shopping.
Fourth, themes are addressed to make them well related to the research objectives and research questions. The researcher verifies whether or not each theme is reflective of the data. Lastly, the themes are analysed and explained in relation to the literature review.
The thematic analysis would be appropriate in that it offers a systematic approach to working with qualitative data. It assists the researcher in taking raw responses to the interviews to something significant. It also enables flexibility since themes may arise out of the data as opposed to being imposed on the data beforehand.
The thematic analysis in the present study assists in elucidating the ways Lidl customers perceive brand image, satisfaction and loyalty. It also assists in finding out whether loyalty is emotional, practical or conditional. This is why such an approach can be suggested to respond to the research questions.
[bookmark: _Toc231468997]3.9 Research Ethics
Ethics plays a crucial role in this research paper since the proposed study entails human subjects. The researcher should make sure that they treat the people in a manner that is respectful, fair and a promise with secrecy in the course of conducting the research.
Before participating, customers are informed about the purpose of the study. They are advised that the research is based on customer perception with regard to Lidl brand image, satisfaction and loyalty. Participants are also informed about what they are required to participate in. This will contribute to informed consent.
Participation is voluntary. The participants are not coerced to participate in the research. They are also entitled to cancel and leave at any point without any explanation. This guarantees the freedom of participants, and ethically, it enables the research to be conducted.
Audio confidentiality and anonymity are also upheld. No personal information or the names of the participants are revealed in the dissertation. Their answers are utilised merely academically. This will safeguard confidentiality and induce truthfulness.
The data obtained is kept after some security measures. Data is not shared with unauthorised people, and only the researcher has access to the data. This will minimise the chances of misuse or information leakage of participants.
The researcher also does not cause harm. Interview questions are only connected with the shopping experience and customer opinion. They do not entail sexually personal issues. The participants are respected in the interview process.
Lastly, the researcher upholds academic integrity. Data is reported in a straightforward manner, and participants' reactions are not intentionally distorted. The results are provided on the basis of the real themes observed in the data from interviews.
On the whole, the ethical practice enhances the reliability and credibility of the research. It guarantees that the participants are safeguarded and the research is carried out in a responsible manner.
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Figure 3: Research Methodology Framework
Source: Self-created


[bookmark: _Toc231468998]Chapter 4: Findings and Thematic Analysis 
4.1 Introduction
This chapter will show the results of the interview that was carried out with a customer of Lidl. The goal of the interview was to learn customer perception regarding Lidl's brand image, customer satisfaction and how the two impact brand loyalty. The interview was a semi-structured one, and because of their nature, the interviewer was obliged to provide the respondent with the opportunity to describe his or her personal experiences and views in more detail.
Thematic analysis was used to analyse the data. Key themes identified in the transcript included: value for money, brand image, product and price satisfaction, store experience, repeat purchase behaviour, conditional loyalty and areas of improvement. All these themes are directly correlated with the research objectives and research questions of this paper.
4.2 Overview of the Interview Response
The respondents claimed that they tend to shop in Lidl one or twice a week. This indicates that Lidl makes it a habitual affair in their shopping life. The primary factor that led to selecting Lidl was its low price and value-for-money location. The participant explained that Lidl is a low-priced, practical, useful, general grocery store.
Nevertheless, the respondent also stated certain constraints. These were low variety in products, problems with availability of stock, overcrowded shops and a hurried checkout experience. Thus, despite the fact that the participant was satisfied with Lidl, the loyalty was not that emotional. It was mainly based on price, familiarity and convenience.
[bookmark: _Toc231468999]4.3 Thematic Analysis Table
	Theme
	Key Codes 
	Meaning

	Value-for-money brand image
	Low price, affordable, budget-friendly, practical
	Lidl is mainly perceived as a discount supermarket that helps customers save money.

	Product and price satisfaction
	Good quality for price, cheap groceries, bakery, vegetables, frozen foods
	Customers are satisfied when Lidl provides acceptable quality at low prices.

	Trust in Lidl
	Regular experience, products usually fine, familiar brand
	Repeated positive experience helps build trust.

	Store experience
	Clean store, simple layout, rushed checkout, crowded store
	Store experience is acceptable but not premium.

	Brand loyalty
	Repeat shopping, routine, recommendation, saving money
	Loyalty is shown through regular shopping and recommendation.

	Conditional loyalty
	May switch if another supermarket offers the same price and better service
	Loyalty is strong but not fully secure.

	Improvement areas
	Product variety, stock availability, and customer service
	Lidl can improve loyalty by improving service and availability.
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Figure 4: Theme Development Framework
Source: Self-created
[bookmark: _Toc231469000]4.4 Theme 1: Brand Image of Lidl as a Value-for-Money Supermarket
The initial key theme obtained during the interview was the brand image of Lidl as a value supermarket. The participant identified with Lidl the idea of low cost, ease of use and low-cost shopping. This hints that the brand image of Lidl is largely influenced by low-price positioning and its capacity to provide everyday groceries at low prices. The interviewee did not mention Lidl as a premium or a luxury supermarket. Rather, Lidl was perceived as a straightforward, convenient and helpful grocery store for those who prefer to regulate their household budget.
This observation indicates that Lidl has a very close association between brand image, price, and perceived value. The brand image in the supermarket industry is not only achieved through advertising but also by recurring customer experience. Customers would start associating the brand with economic value as they keep encountering low-cost items on a frequent occasion. This is especially needed by the hard discounters, in which low price and practical shopping are the core of customer expectations. As Hunneman, Verhoff and Sloot (2021) describe, the availability of hard discounters may lead to increased store satisfaction and loyalty since customers make comparisons between discount retailers and other types of supermarkets. This confirms the result that the image of Lidl is actively characterised by a comparison to competitors.
There was also a comparison by the participant between Lidl and Tesco, Sainsbury, Asda and Aldi. Lidl was considered to be like Aldi since they both are discount supermarkets. Nevertheless, Lidl was viewed as less expensive than Tesco and Sainsbury, but had a smaller product range. This implies that Lidl has a definite position in the customer's mind as a budget supermarket. But it is also the same positioning that poses a limitation. Low prices may be valued by the customers, whereas a broad range of choice, high-quality presentation or service cannot be expected. Thus, the brand image of Lidl is strong in terms of simplicity, yet less powerful in terms of the assortment and experience.
This theme is significant as brand image influences customer expectations prior to and throughout shopping. In case customers assume that Lidl is cheap, they might evaluate the shopping experience in terms of whether or not the store offers good value. The comments made by the participant indicate that Lidl is able to deliver on this expectation. Nevertheless, it also implies that Lidl might be greatly relying on the fact that it is competitive in terms of price.
[bookmark: _Toc231469001]4.5 Theme 2: Customer satisfaction around price and quality of the products
The second theme was customer satisfaction with the prices and the product quality of Lidl. The respondent was very pleased with the low prices of Lidl. Price was seen as one of the most important factors to shop in Lidl regularly. It means that price satisfaction is a key element of customer experience in Lidl. The customers can be satisfied whenever they are of the opinion that the money they are paying is worth purchasing their products.
The respondent was also pleased with the quality of many Lidl products, in particular the bakery, vegetables and frozen foods. They were termed as cheap products that could be used on a day-to-day basis. This implies that customer satisfaction at Lidl is grounded on a balance between lower price and decent quality. Premium quality might not be the expectation of the customers to Lidl, yet they expect their products to be reliable, fresh, and suitable, to be used on everyday occasions.
Hohenberg and Taylor (2021) state that customer satisfaction and customer loyalty are to be measured with certainty since satisfaction is related to future behaviour. The satisfaction with price and product quality seems to be in favour of repeat shopping in this research. The respondent kept buying from Lidl as the items were of low quality, yet affordable. This indicates that price alone does not make people satisfied. The customers should also be convinced that the quality is satisfactory.
This was not, however, totally satisfying. The respondent cited the lack of product diversity and occasional shortages in stocks. This implies that Lidl's value proposition is both strong and weak. Customers are attracted by low prices, but this is limited by the availability, which can give diminished satisfaction. In case customers are unable to locate the products they require, they might go to another supermarket. It is, therefore, not just the price but the entire shopping experience that brings about satisfaction.
This result also proves the argument that Wijaya and Putra (2023) provide that brand image, customer satisfaction and customer loyalty are related to service quality. In the case of Lidl, brand image develops an expectation of a low cost, and satisfaction relies on the ability of the store to provide value, quality and convenience. With such areas being strong, loyalty will tend to increase. Customers might lose commitment if they are not strong.
[bookmark: _Toc231469002]4.6 Theme 3: Trust and Familiarity
The third theme was familiarity and trust. According to the participant, he or she had confidence in Lidl as he or she had visited the store numerous times, and the majority of the products were satisfactory. This implies that trust can be built by having repeated positive experiences. Lidl is not just a brand based on emotional advertising or luxury branding. Rather, it is constructed using trustworthiness, prices and recognition.
Reliability is relevant since it relates brand image to loyalty. A customer can start visiting Lidl due to the low prices. Nevertheless, they can still shop in that store provided that they receive repeated visits from Lidl to demonstrate that it is trustworthy. This implies the building up of trust. The more acceptable quality is received by the customers and the good value, the more at ease the customers will be with the brand.
This observation is significant to the loyalty of Lidl. The loyalty of the participant was not very emotional. It relied on regularity, predictability and trustworthiness. This corroborates the view of Liu-Thompkins et al. (2022), who elaborate that the affective and social factors affect retailer loyalty. Regarding Lidl, the element of thinking seems to be high as the customers make practical decisions regarding the price, quality and convenience. Affective factor can be less powerful as the participant did not say that he or she was very much emotionally attached.
Loyalty is also determined by familiarity. Once customers are accustomed to the layout of Lidl, their merchandise and price, it becomes easy to shop. This will be able to prompt repeat visits. Familiarity minimises ambiguity as the customer is aware of what to get. Nevertheless, familiarity itself might not safeguard Lidl in case competitors have the same price and better service or a wider range.
As such, loyalty is supported by trust and familiarity, but does not always ensure a lasting loyalty. Lidl needs to ensure a steady quality level and upgrade weak sectors, including the level of stock availability and service experience. In case the trust has been destroyed with recurring disappointments, the customers can become competitors.
[bookmark: _Toc231469003]4.7 Theme 4: Customer Service and Store Environment
Store environment and customer service were the fourth theme. The interviewee indicated that the store setting of Lidl was not of high quality but decent. The shop was considered to be clean and convenient, but not very appealing or comfortable. This suits the Lidl discount supermarket image, where sound efficiency and low price overrule any luxurious design.
The participant also indicated that the level of customer service was satisfactory, albeit it could be enhanced. One issue mentioned was the checkout experience. The interviewee believed that at times, checkout would be hurried. This is significant since the last section of the shopping experience is usually the checkout. A hurried checkout can decrease the level of satisfaction even when customers are satisfied with prices and products.
In this theme, it is demonstrated that customer satisfaction is multidimensional. The product quality or price is not the sole basis of it. It is also reliant on the shopping experience, employee mannerisms, queue service and checkout ease. This is confirmed by Wijaya and Putra (2023), who demonstrate that there is a correlation between the service quality and customer satisfaction and loyalty. In the Lidl scenario, superior service would enhance the price loyalty.
Another issue that was identified was crowding. The respondent stated that Lidl stores have the ability to get congested during rush hours. This can influence the shopping experience as the customers can feel uncomfortable or hurry up. Though customers can be content with a very basic store setting at a discounter, they might be asking only for basic comfort and convenience.
This observation indicates that service experience should not be overlooked by Lidl. Even cost-cutting shoppers appreciate quality service, quick checkout and a well-organised shopping experience. In case service issues are common, customers might not favour Lidl in comparison with the competitors. This may undermine loyalty, particularly when there are other supermarkets which have the same price level.
According to Molinillo et al. (2021), there is an increasing significance of customer experience in retail stores as a source of loyalty. Even though they study retail app experience, the broader argument is applicable. The quality of interactions throughout the shopping experience may impact customer loyalty. In the case of Lidl, satisfaction and repeat behaviour could be influenced by physical and online experiences.
[bookmark: _Toc231469004]4.8 Theme 5: Brand Loyalty and Repeat Purchase Behaviour
The fifth theme was brand loyalty and repeat purchase behaviour. The participant was highly loyal to the behaviour since he visited Lidl once or twice a week. This shows that Lidl has made it a part of their shopping habit. Repeat purchase behaviour can be seen as a significant indicator of loyalty since it indicates that the customer is still willing to select the same retailer over time.
The respondent also said that he or she would refer friends and relatives to Lidl, particularly those who want to save. This indicates favourable word-of-mouth behaviour. Satisfied customers may recommend others to shop at Lidl due to its value. This matters as word-of-mouth will help in enhancing the brand image of Lidl among price-conscious consumers.
Nonetheless, the loyalty of the participant seemed to be a practical and not an emotional one. It was cheaper, and Lidl was familiar, which is why they went back to Lidl. This implies that Lidl is highly attached to routine, price and convenience. According to Liu-Thompkins et al. (2022), loyalty may be motivated by various elements, such as cognitive determinations and emotional bonding. In this case, cognitive evaluation seems more important than emotional attachment.
Wallström, Lidholm and Sundström (2023) suggest that customer loyalty can be seen as a social resource that is built when there is a relationship and are in contact with the customers repeatedly. This concept can be applied to Lidl since frequent purchasing of a product can create a bond between the product purchaser and the retailer. The relationship can, however be weak provided it is heavily reliant on price. Lidl must then build loyalty based on trust, service and customer experience.
This result indicates that recurring purchase is not necessarily a sign of high loyalty. A client might want to shop there often due to the affordability of Lidl, yet he or she might change his choice if some alternative seems to be better. Thus, the loyalty of Lidl is to be interpreted in terms of behavioural and conditional loyalty. We can find it useful, though we may not find it very secure.
[bookmark: _Toc231469005]4.9 Theme 6: Conditional Loyalty and Switching Risk
The sixth theme was contingent loyalty and switching risk. The participant proposed that they could change to a different supermarket which could offer the same pricing with improved service, product availability or variety. It is among the conclusions which are the most significant to be made since it demonstrates that Lidl is not loyal in bed.
This fact implies that price is not likely to ensure loyalty over the long term by itself. Price differentiation of Lidl is drawn to customers and encourages them to shop again. Nevertheless, when competitors equal the price of Lidl, they might weigh other things to a greater extent among clients. These can be product range, comfort in the store, behaviour of staff, experience at check-out and availability of stocks.
Hunneman, Verhoff and Sloot (2021) demonstrate that the presence of hard discounters affects store satisfaction and loyalty in competitive retail settings. This confirms the fact that customers make comparisons of Lidl against the other supermarket alternatives. Lidl is not a sole operation. Its loyalty rests partly on the judgement of the customers towards Lidl in relation to Aldi, Tesco, Asda and Sainsbury.
According to Nakamori, Newell and Han (2022), there are various factors that may affect consumer loyalty within a retail environment. This is applicable since the loyalty of the participant did not hinge on a single aspect. The price was significant; however, service and availability of products took on importance as well. It implies that to decrease the risk associated with switching, Lidl needs to enhance the overall customer experience.
Conditional loyalty poses a strategic dilemma. Value for money is the strength of Lidl currently, yet competitors can match it with new offers, reward programs or better quality own brand. In case Lidl merely counts on price, it will not be able to retain loyal customers. Thus, Lidl ought to create more compelling reasons to keep the customers. These can be a regular supply of stocks, better checkout comfort, non-adversarial staff and better knowledge of merchandise.
In this theme, we can see that Lidl has gained loyalty, although the loyalty is vulnerable. The behaviour of the participant depicts repeat purchasing, yet the participant's remarks of the participant indicate that the change can be done. Thus, Lidl needs to work on transforming practical devotion into greater brand loyalty.
[bookmark: _Toc231469006]4.10 Chapter Summary
In this chapter, the thematic results of the interview transcript are shown. They were able to find six significant themes: the value-for-money brand image of Lidl, satisfaction with its prices and product quality, trust and familiarity, store atmosphere and customer care, repeat purchasing behaviour, and contingent loyalty.
The results reveal that the brand image of Lidl is largely associated with low prices and convenient shopping. The participant considered Lidl a discount supermarket that would allow impoverished people to save money. This favours the positioning of Lidl as a value-based company. Nevertheless, Lidl was not regarded as a high-class store, and product selection was rated lower than that of other competitors.
The satisfied customers were largely related to price and decent product quality. The client was pleased, as Lidl possesses robust products which can be used in the everyday environment. But dissatisfaction existed due to a lack of variety, a shortage of stock and the hurry in the experience of checkout. This indicates that contentment is not only price-based.
Relationships based on trust formed by multiple positive interactions. The consumer was convinced by Lidl, as the latter had used the shop numerous times and the products had been rather good. This shows that consistency and familiarity result in building loyalty. It was not a passionately devoted fidelity, though. It was principally pragmatic and routine-oriented.
The results also indicate that Lidl has realised behavioural loyalty. The participant was a frequent shopper and will recommend Lidl to other people. This loyalty, however, was conditional. The participant had an option of moving to a different supermarket that charged the same prices with increased service, choice or supply.
On the whole, the results indicate that the customer loyalty of Lidl is mainly price-based, pragmatic and conditional. Repeat purchase behaviour is affected by brand image, satisfaction and trust. Nevertheless, Lidl needs to enhance the quality of the services, stock up on goods and improve the shopping experience to build a more robust and safer customer loyalty.
[bookmark: _Toc231469007]Chapter 5: Discussion of Findings
[bookmark: _Toc231469008]5.1 Summary of the Findings
The results point out that Lidl is mainly viewed as a value-for-money supermarket. That participant identified Lidl with low cost, practicality and low cost shopping. Customer satisfaction was generally associated with pricing strategy and the acceptable quality of products offered by Lidl. Lidl has built its trust by engaging in shopping over and over again. But there were some shortcomings, which were a lack of product variety, problems with stocking and drive-through check-out. The results also indicate that Lidl has attained repeat purchasing behaviour and recommendations leading to customer loyalty. But this loyalty is not very emotional, it is just something that is a matter of price, habit and convenience. This is in line with past literature, which suggests that loyalty in a discount retail environment is usually instrumental as opposed to emotional (Damaschi et al., 2025).
[bookmark: _Toc231469009]5.2 Theme 1: Brand Image and Customer Perception of Lidl
The results indicate that the brand image of Lidl could be greatly related to low price and value for money. The participant also wrote about Lidl as being cheap and convenient, as opposed to high-end. This allows inferring that the brand image is created based on the customer perceptions, experience and associations (Kotler, Keller and Chernev, 2022). In the context of Lidl, brand image will be developed mainly on its pricing strategy and value to be perceived. This is in line with Gudlaugsson and Theodorsson (2025), who argue that brand image plays a significant role in steering consumer attitudes, as well as behavioural intentions. The fact that Lidl is a discount-based retailer provides a definite positioning in the psyche of the customer.
The results show, however, that there is also a weakness in this brand image. The participant compared Lidl, Tesco, and Sainsbury supermarkets and found that the latter supermarkets are more diversified. This implies that although Lidl has a low-price positioning strategy that brings customers to the company, specific perceptions of non-choice might also be generated by this company. This indicates the dynamic character of brand image as the customer perceptions are enhanced depending on the customer expectations and experiences.
[bookmark: _Toc231469010]5.3 Theme 2: Customer Satisfaction with Price, Product Quality and Store Experience
The results indicate that price plays a very significant role in influencing customer satisfaction. The participant was very satisfied with the pricing policy of Lidl, which implies that the key to satisfaction is affordability. This helps to support the opinion that perceived value is closely related to customer satisfaction (Kumar and Reinartz, 2022). Also, besides price, the quality of the products added to satisfaction. The participant remarked that a lot of what is sold at Lidl would be good at the price. This is an expression of the belief that satisfaction is received by perceiving performance to fulfil expectations (Kotler, Keller and Chernev, 2022). Customers do not demand premium quality but demand an acceptable quality in relation to price. But not all were satisfied. The lack of variety, stocking out, and a frantic checkout process were pointed out. This substantiates the claim that customer satisfaction is multi-dimensional and depends on the service quality and customer experience (Monfort et al., 2025). Thus, Lidl is already performing well in price satisfaction, but needs to improve service and store experience in order to increase overall satisfaction.
[bookmark: _Toc231469011]5.4 Theme 3: Trust as a Link between Brand Image and Loyalty
Trust was found to be a significant aspect of the brand image and brand loyalty. The respondent has explained that the trust towards Lidl was formed as a result of the constant positive experience. This does not refute the fact that trust is established due to the stable functioning over a certain period of time (Açikgöz et al., 2024). The relationship between brand image and loyalty gets enhanced with the help of trust. Although the image of low prices at Lidl leads to customers, a degree of trust will make customers always come back. This is a reflection of the trust role in the customer relationship management, whereby a steady delivery of values builds long-term relationships (Kumar and Reinartz, 2022). Nevertheless, the trust that has manifested in this research study seems to be functional with a functional relationship instead of emotional. The respondent was loyal to Lidl since it constantly provided decent value, but not due to a strong emotional attachment. This indicates that, as far as discount retail is concerned, trust can be grounded more on the concept of reliability than on the aspect of emotional attachment.
[bookmark: _Toc231469012]5.5 Theme 4: Brand Loyalty and Repeat Purchase Behaviour
The results show that Lidl has attained behavioural loyalty. The participant is one of the customers of Lidl who recommends this place to others. This coincides with the definition of brand loyalty as repeat purchasing behaviour and commitment to a brand (Yazdi et al., 2024).
The findings also confirm that customer satisfaction is a mediator between brand image and loyalty (Robbani et al., 2025). Low-price image of Lidl makes customers buy it at first, and after satisfaction with prices and product quality, leads to buying it again.
The loyalty, as it has been seen, is more of a behavioural act than an emotional one. Price and convenience, rather than close emotional attachment, motivate the participant to be loyal. It coincides with the arguments by Damaschi et al. (2025), who claim that price perception is a significant factor in loyalty formation in particular situations.
[bookmark: _Toc231469013]5.6 Theme 5: Conditional Loyalty and Competitive Risk
A very significant discovery that we have is the fact that customer loyalty at Lidl is conditional. According to the participant, he/she could change to another supermarket that could offer the same price but with a better variety or service. This observation underlines the fact that when a consumer makes repeat purchases, this does not necessarily mean that the consumer is strongly loyal. In this case, loyalty is a factor that is affected by economic factors and perceived value. This correlates with the idea that brand loyalty is dynamic and depends on the evolving customer expectations (Yazdi et al., 2024). The result is also indicative of the significance of competitive positioning. Provided that the competitors are able to match the pricing strategy of Lidl, yet offer a better service/or variety, Lidl can of course encounter customer switching behaviour. This confirms the notion that loyalty is affected not only by in-store brand sources but also by out-of-the-market competition. As such, Lidl needs to enhance its value proposition that extends beyond price in order to minimise switching risk and develop stronger customer relationships.
[bookmark: _Toc231469014]5.7 Link with Research Questions
The customer perception of the Lidl brand image was the first research question. It is known that Lidl is seen as an affordable, practical and value-oriented company, which proves that price is an important determinant of brand image. The second research question looked at customer satisfaction. The results show that customers are content with prices and the quality of products, though there are problems that affect the satisfaction of customers who relate to services. The third research question was the influence of brand image and satisfaction towards loyalty. The results affirm that both drivers have an influence over loyalty, but the majority of loyalty is functional and conditional in nature rather than emotional.
[bookmark: _Toc231469015]5.8 Contribution to Knowledge and Research Gap
This paper has gone further to fill in the research gap established in Chapter 2, by offering qualitative findings on the support of brand image, customer satisfaction and brand loyalty is in the Lidl. The earlier literature heavily depended on quantitative measures to investigate these variables and pertained to the statistical correlations and not to the customer experiences. Conversely, the study on its part investigated customer perception using qualitative interviews, which gave in-depth information on the motivation level in the loyalty behaviour.
The paper also helps fill the gap in the existing knowledge about discount retailers and Lidl in particular. The results have shown that value for money, trust, familiarity and convenience are key factors that influence customer loyalty at Lidl as opposed to high emotional attachment. Moreover, the study also shows that loyalty depends on value and it can be determined by the quality of services, product range and rivalry. The findings will give deeper insights into customer behaviour in discount retail environments and deepen the current knowledge beyond the classical quantitative view.
5.9 Limitations of the Study This should be included in the discussion section at the end.
There are a few limitations of this study that must be taken into consideration during the interpretation of the findings. The first limitation is connected with the size of the sample and the qualitative character of the research. The research was based on a small sample of solutions provided in interviews with the customers of Lidl. Though qualitative interviews present very revealing and detailed data on how customers perceive Lidl, the results of qualitative interviews cannot be extrapolated to the general population of Lidl buyers in the United Kingdom. The perceptions and shopping behaviour of different customer groups and geographical locations can differ in a great manner. Thus, the results are primarily based on the experiences of the chosen participants and their opinions and do not represent those of Lidl customers in general.
Minimally, the application of the qualitative method also translates to the findings being subjective. Based on their expectations, emotions and personal preferences, the participants can have different interpretations of their shopping experiences. This gives it the risk of bias in responses, where the customers can highlight some experiences more than others. Moreover, the loyalty of the customers as such is a multidimensional concept that cannot always be comprehended using a small-scale qualitative paradigm. Liu-Thompkins et al. (2022) describe that attitude, liking, and social factors are cognitively, affectively, and socially formed during long-term customer experiences, resulting in retailer loyalty. This means that loyalty behaviour has different psychological and social facets, most of which may not be effectively captured in a narrow interview.
A second weakness deals with the contextual distinctions among customers. The behaviour may vary based on income level, family size, place, culture and personal requirements and expectations. The way customers in the city will perceive Lidl and the way customers in the rural areas will perceive Lidl might differ. On the same note, low prices may be a priority to some customers, whereas others may emphasise convenience, the variety of the products or the customer service. Such differences in context imply that not all customers experience equal customer satisfaction and loyalty. As Nakamori, Newell and Han (2022) realised, the application of various personal and environmental factors on consumer loyalty varies with the retail environment. This means that the results of this study might not be exhaustive in capturing the varied motives of customer loyalty in different categories of customers.
The other weakness is that only Lidl was studied, of course, and no direct comparisons were made to other rival supermarkets like Tesco, Aldi, Asda or Sainsbury. Even though competitors were occasionally mentioned in the interviews, the study did not make systematic comparisons of the customer experiences that exist between retailers. This confines the possibility of determining the context of whether the satisfaction and loyalty determinants identified are peculiar to Lidl or prevalent in the broader supermarket industry. According to Hunneman, Verhoff and Sloot (2021), hard discounters may affect store satisfaction and loyalty in the entire retail environment. A comparative study between Lidl and the rival supermarkets would thus have given a better perspective on the way Lidl is doing against the other supermarkets regarding customer perceptions and customer loyalty developments.
The study also has some limitations since it primarily discussed the physical in-store shopping experience and paid little attention to digital elements in retail. Internet-based systems and e-commerce platforms, as well as the use of mobile apps and customer experience, are turning into essential elements of retail loyalty in the modern era. Lidl customers can also engage with the brand via mobile applications, online promotions or online loyalty programs, but these are not fully examined within this research. In contemporary retail settings, Molinillo et al. (2021) indicate that customer retail app experience can greatly affect customer loyalty and satisfaction. With the ever-emerging use of digital technology influencing consumer behaviour, similar to ostracising these dimensions, one can narrow down the overall breadth of the findings.
Lastly, the study has been performed with a limited time frame and does not indicate the perceptions of customers at that particular time. Due to economic conditions, inflation, competition, improvements in services or alterations in consumer expectations, customer attitudes towards Lidl can vary over time. As such, the results can only be understood in the context of their results and not overarching conclusions regarding Lidl customer loyalty. Further studies with bigger samples, mixed methods and comparative supermarket studies would offer generalisable and comprehensive information on customer satisfaction, brand image and loyalty in the retail supermarket market.
[bookmark: _Toc231469016]5.10 Chapter Summary
This chapter talked about the findings with reference to what exists in the literature. This establishes that the brand image of Lidl is closely associated with low prices, and customer satisfaction is the result of value-based pricing. Brand loyalty exists; it is largely behavioural and price-based. The results point to the fact that Lidl should improve the quality of customer experience and services to improve long-standing loyalty.
[bookmark: _Toc231469017]Chapter 6: Conclusion and Recommendations
[bookmark: _Toc231469018]6.1 Conclusion
The dissertation examined the perceptions of brand image and brand satisfaction by customers and how the two affect brand loyalty in the case of Lidl. The research adopted a qualitative method and semi-structured interview form to learn more about customer experiences. As the findings indicate, the brand image of Lidl has most of the associations tied to low prices, a value price and a value price. Lidl is considered by customers to be a convenient supermarket that they can use in their daily grocery shopping. This brand image is useful in that it will appeal to price-sensitive buyers.
Availability of customer satisfaction is also closely related to the prices and quality of products sold by Lidl. The respondent was very satisfied with the prices of Lidl and was overall satisfied with the quality of products. Nevertheless, areas where the company could be improved were also detected, like a lack of product variety, problems with inventory levels, crowded shops and quick checkout. Another important finding of the study was that customer loyalty to Lidl is predominantly behavioural. Customers revisit since Lidl saves shoppers money, offers familiar products, and fits their shopping routine. Loyalty is, however, a conditional one. Should another supermarket be around that had just as good prices as the other one, along with a better variety or service, then they might start to consider switching. In general, the research reports a conclusion that both brand image and customer satisfaction play a role in Lidl customer loyalty. Nevertheless, low prices should not be seen as the sole pillar that Lidl should rely on. To establish better and deeper long-term loyalty, the overall customer experience at Lidl should be enhanced.
[bookmark: _Toc231469019]6.2 Recommendations
Recommendation 1: Enhance Product Diversity
Lidl needs to improve the product range in the preferred areas to boost customer satisfaction and minimise change behaviour. The results indicate that customers like the prices of Lidl, yet a lack of product selection can potentially undermine loyalty when rival companies provide bigger selections of products. Consequently, Lidl ought to increase its product range in fresh foods, household goods, international food, healthy foods and food items prepared to cook. This does not imply that Lidl has to drop its discount supermarket reputation. Rather, it must cautiously expand the product range without raising its prices or causing inefficiency in its operations. The reason behind this is that discount retailers need to find a balance between being simple and meeting customer expectations. In case product selection is small, people might shop at Lidl, only shopping for basic products, but resort to Tesco/Asda/Sainsbury to shop for their weekly groceries.
The product differentiation can also enrich the Lidl brand image. Currently, Lidl can be related to low prices and affordable costs to customers. This is encouraging yet unlikely to make customers long-term loyal. Geyskens et al. (2023) elaborate that with a wider range of product offerings, such as listing national-brand products, hard discounters can enjoy the perks of better perceived value and convenience among their customers. In the case of Lidl, this would imply that any selective product growth would render the store more appealing but not hurt the value-based positioning. An expanded selection can also minimise the demand among customers to go shopping in various supermarkets.
But, it should be an evidence-based product expansion. Lidl does not need to experiment too much without knowing what is desired by the customers. Sales, customer and local store-level information should be used by the company to determine which categories have to be expanded. As an example, shops in multicultural locations might be advantaged with greater foreign food products. Family stores might need additional children's goods. This would help in customer satisfaction since customers would have the feeling that Lidl knows what they need. According to Goic, Levenier and Montoya (2021), store format and customer expectations determine whether customers will be satisfied with the grocery retail service (2021). Thus, the diversity of products must be correlated with the customer shopping behaviour and discount model at Lidl.
Recommendation 2: Enhance Stock Availability
Lidl needs to enhance stock availability since a shortage of products can adversely influence satisfaction, as well as loyalty. The limited product range of Lidl could be accepted, provided the products that it sells are good and always available. Nonetheless, in cases where the well-liked products are often out of stock, customers can be frustrated and might turn to the competition. The availability of stock is crucial in groceries since consumers tend to shop with a particular requirement. Without having the essential items, the customer experience will not be as convenient.
Lidl needs better inventory forecasts, improved demand planning and better communication and ties between stores and distribution centres. It is necessary to monitor popular products with special attention to fresh food and bakery, frozen products and household necessities. They should also check the stock at times of the highest shopping, such as the weekend and during sales days of a sale. This would assist Lidl in minimising dissatisfaction and retaining the trust of the customers. According to Hohenberg and Taylor (2021), customer satisfaction and loyalty have to be meticulously measured since both customer behaviour and subsequent business can be tied to them. So, Lidl must evaluate the stock availability as an indicator of customer experience and not merely as a problem at the operational level.
Lidl's brand reputation can also be enhanced with better stock management. The more customers can find the items they require on frequent occasions, the more they tend to trust them and hence the retailer. When the supermarket has been able to provide value that is maintained in the long run, trust grows. When customers are subjected to a constant quality of out-of-stock items, they are likely to start perceiving Lidl as not reliable. This will weaken brand loyalty despite low prices. Lidl ought to consider stock availability as a loyalty factor. It must also gather customer grievances regarding products not available and utilize it to enhance the choice of supply. This would render Lidl's operations more customer-thoughtful and responsive.
Recommendation 3: Enhance Checkout
Lidl needs to work on the checkout experience by ensuring that it is quick, effective and less stressful. The results indicate that Lidl clients care about speed, yet they might be in a hurry at the checkout. This poses a vulnerability to the customer experience. A supermarket can be efficient as a discount store and yet not make customers feel uncomfortable. Hence, Lidl ought to educate employees to be quick and polite, patient and helpful. Checkouts must be urged to meet their customers, respond to basic queries and speak affably to customers even during the rush hours.
Checkout experience is also vital since, in most cases, it is the last phase of the shopping process. An unpleasant checkout experience can diminish the total satisfaction achieved as a result of low prices and quality of the products. Identifying that customer satisfaction in grocery retail depends on multiple store-specific variables, Goic, Levenier, and Montoya (2021) emphasise the role of these variables in determining customer satisfaction. The checkout service cannot be viewed as a small aspect of the operation. It has a direct influence on customer recollections of the visit.
Another element that Lidl may bring to its stores is increasing the number of self-checkout points in high-traffic stores, where it would be appropriate. This would provide customers with greater control and help decongest the waiting lines. Nonetheless, self-checkout cannot fully substitute human service, as there are customers who may require the help of the staff. Another aspect that Lidl should embrace to control queues is increasing the number of tills to cope with peak seasons. The performance measures should be in terms of queue length, customer feedback and checkout waiting time. According to Hohenberg and Taylor (2021), the measurement of satisfaction and loyalty assists organisations in comprehending the connection between customer experience and subsequent behaviour. This means that Lidl needs to measure checkout satisfaction as an element of its customer loyalty.
Recommendation 4: Enhance Customer Service
Lidl needs to enhance customer service in order to establish a stronger emotional relationship with its customers. Though Lidl is a discount supermarket, the quality in terms of service is not irrelevant. Price may initially draw customers to Lidl, although they will tend to go back again when afforded a sense of respect and helpful services too. Employees who are friendly may make the shopping process easier, and they may be able to enhance customer attitude towards the brand. This is particularly critical since rivals can be as cheap as Lidl; however, better service can assist Lidl in staying unique.
The staff training, better service standards, clearer standards and support for the employees should also be included in the customer service improvement. Employees need to have training on how to solve the product/stock questions of the customers, product/checkout problems and complaints. Lidl should also avoid putting the employees under undue pressure since employees who are stressed can hardly offer good service. Employee behaviours are not the only aspects that relate to customer service; it also connects with the level of staffing, store design and assistance by the management.
Good service could enhance loyalty since loyalty is not just repeat buying. According to Bourdeau, Cronin and Voorhees (2024), customer loyalty is a multidimensional concept that is refined. This implies that loyalty entails behavioural, attitudinal and relational aspects. In the case of Lidl, its customers can already be behaviourally loyal by purchasing on a regular basis. Better service will, however, build a better attitudinal loyalty, where customers will be more positively related to Lidl as a brand. This would assist Lidl in looking beyond being loyal due to price.
Recommendation 5: Develop Value Loyalty
Lidl needs to create loyalty on top of low pricing based on the concept of trust, customer experience, sustainability and emotional value. Low price is a great competitive strength, yet it might not safeguard Lidl in case of experience by competitors using identical prices. Consequently, Lidl is supposed to establish a more long-term loyalty with consistent product quality, services, comfort of the store and personal responsibility of the retailers. According to Bourdeau, Cronin and Voorhees (2024), loyalty is better perceived by a more complex model, as opposed to only repeat purchasing. This becomes significant to Lidl since customers can purchase again, but with conditions on the purchases in case they are primarily price-driven customers.
A sustainable and people-friendly business would also enhance loyalty in Lidl. To illustrate, packaging-free solutions, the promotion of reusable packaging, and the shift towards the use of less plastic could enhance the impression of environmentally conscious customers. Barbosa, Shabani Shojaei and Miranda (2023) have discovered that customer loyalty can be affected by packaging-free approaches in food retail. This implies that sustainability cannot be used to undermine loyalty by creating customer value and aligning with the expectations of customers.
On the whole, Lidl needs to keep a lower-price policy and add to it a larger product selection, improved inventory stock, easier checkout, enhanced service, and socially responsible retailing. These would enhance loyalty that is much more secure and not relying on price alone. Consequently, Lidl will be able to enhance customer satisfaction, brand image and more sustainable long-term brand loyalty.
[bookmark: _Toc231469020]6.3 Suggestions for Future Research
This research can be expanded in the future with a larger understanding of a more varied group of Lidl customers in the various regions of the United Kingdom. A small qualitative sample has been used in this study, which has given valuable information on customer perceptions, customer satisfaction and customer loyalty. Nevertheless, Lidl has numerous target markets, and the perception of the brand might not be the same across the board. The customers within London, Manchester, Birmingham, and other smaller towns and rural regions might have varied price, quality, product range and service expectations. Thus, in the next research, it is necessary to involve participants from other regions to obtain a more comprehensive picture of the Lidl customer base.
A broader research may also consider the demographic factors impacting customer loyalty. As an illustration, age, income, household level, occupation and lifestyle might influence the way that customers rate Lidl. Students can also be price-conscious, whereas families could be more concerned with the availability of products and the convenience of doing their weekly shopping. Access to stores and assistance from the staff might be important to older customers. Future studies might thus examine the possibility of various customer segments perceiving the Lidl brand image in a different way. This would assist in clarifying whether the loyalty of Lidl is predominantly price oriented or other concerns are essential to the loyalty of certain groups, including trust, convenience and shop experience.
Another area that should be researched in the future is that of comparing Lidl and other supermarkets like Aldi, Tesco, Asda and Sainsbury. That would assist in determining whether Lidl has both assets and pitfalls that are specific to it or reflect prevalent trends in the retail field. As an example, both Lidl and Aldi can be viewed as value-based hard discounters, whereas both Tesco and Sainsbury can be viewed as having a more extensive product range and better service experiences. A comparative study would enable the researchers to explore the difference between brand image and customer satisfaction and loyalty among the different types of supermarkets. Loyalty of customers, according to Wallström, Lidholm and Sundström (2023), can be defined as a social resource that can be built by retailers by developing relations, trust and repeated interaction between the customer and the store. This implies that similar studies need to be conducted to compare prices, but also how various supermarkets develop customer relationships and customer loyalty in the long run.
Mixed methods would be another helpful guide. To effectively get insights into customer experiences, interviews might be employed, and surveys might capture broader trends on a bigger sample. The qualitative interviews would enable the participants to elaborate on their reasons for shopping at Lidl and factors that influence their satisfaction. The quantitative survey would then assist in quantifying the prevalence of these views in a higher proportion of the population of customers. This would enhance the validity of the results since the analysis would involve both informative customer ratings and facts. A mixed-method approach would also enable subsequent researchers to determine whether brand image and customer satisfaction have a great impact on understanding the loyalty of various groups of Lidl customers.
The contribution of service quality to future research, in more detail, may also be discussed. This paper has revealed that price and product quality do matter; customer service and checkout experience and store comfort are also factors that determine customer satisfaction. Wijaya and Putra (2023) discovered that customer loyalty is positively related to service quality, brand image and customer satisfaction. Thus, subsequent studies are advised to explore the impact of actions of Lidl employees, the speed of service at the checkout, the availability of products and response to complaints on loyalty. This would work well as discount retailers tend to be quite price and efficiency conscious, but when competitors start matching prices, customer service can be of greater significance.
Digital customer experience is another area of research for the future. Customers of Lidl can access apps, online promotions, digital leaflets or loyalty programs, and these features can influence the manner in which the customers interact with the brand. Future research might explore the potential to determine whether or not Lidl online platforms are enhancing customer satisfaction, generating more frequent visits or loyalty. It would be particularly applicable when the competition in supermarkets is more and more associated with digital communication and personal offers.
Lastly, future studies would investigate the loyalty of the customers over time. Longitudinal research would assist in demonstrating whether Lidl customers are loyal due to prolonged satisfaction/interest or simply due to short-run price advantages. Inflation, economic stress, new entrants or a switch of the merchandise range of Lidl: This can cause customer attitudes to shift. Thus, the research on customer perceptions over multiple months or years would be more insightful on how Lidl can develop sustainable loyalty.
[bookmark: _Toc231469021]6.4 Final Summary
This dissertation has looked at the influence of customer perceptions on brand image and customer satisfaction on brand loyalty as applied to Lidl. This research has demonstrated that the Lidl brand image is highly linked with value-for-money, low price, convenient shopping and satisfactory quality of the products. Lidl is appealing to its customers due to its inexpensive goods and ability to save customers money on groceries. This image is based on value, and it is considered to be one of the competitive strengths of Lidl among the supermarket players.
The report indicates that price satisfaction, product quality, convenience and trust are the elements that predominantly generate customer satisfaction. In general, customers will be satisfied when they feel that Lidl has good products at good prices. Lidl does not have to provide luxurious shopping facilities to its customers. Nonetheless, it has to offer quality, reliability, product availability and an easy shopping experience. Lidl will attract more customers to refer and revisit the store when they feel that the store is meeting their expectations.
The study also established that Lidl has realised a high degree of behavioural loyalty. Customers can do their shopping more often at Lidl due to its low prices, comfort and proximity. But this loyalty is not necessarily emotional or absolutely safe. There will still be customers who will shop at Lidl due to price considerations and not necessarily a strong attachment to the brand. It implies that loyalty will be exposed when competitors are ready to charge the same price but with more variety of their products, more intensive service or a more convenient shopping experience.
The research thus finds that brand image has a correlation with customer satisfaction, which in turn impacts customer loyalty to Lidl. The image of low prices of Lidl attracts customers to its products, and satisfaction with the quality of a product and shopping experience contributes to repeat shopping. It is also important that trust is of the essence since the customers will be eager to keep coming back when their shopping experience is always positive. Nevertheless, the price is not a sufficient factor that can ensure long-term loyalty. To defend its stance in the market, Lidl needs to reinforce other aspects of the customer experience.
[bookmark: _GoBack]Generally, Lidl ought to continue with its low-price strategy because one of the core elements of its brand identity. Simultaneously, it must enhance the availability of the products, product variety, checkout experience and customer care. These would assist Lidl in building greater satisfaction and decreasing customer switching behaviour. Lidl can establish a more sustainable and regular brand loyalty by merging cheapness with stability, quality of service and Customer trust.

[bookmark: _Toc231469022]References
Açikgöz, F.Y., Kayakuş, M., Zăbavă, B.-Ș. and Kabas, O. (2024). Brand Reputation and Trust: The Impact on Customer Satisfaction and Loyalty for the Hewlett-Packard Brand. Sustainability, [online] 16(22), pp.9681–9681. doi:https://doi.org/10.3390/su16229681.
Barbosa, B., Alireza Shabani Shojaei and Miranda, H. (2023). Packaging-free practices in food retail: the impact on customer loyalty. Baltic Journal of Management, 18(4). doi:https://doi.org/10.1108/bjm-10-2022-0386.
Bourdeau, B.L., J. Joseph Cronin and Voorhees, C.M. (2024). Customer loyalty: A refined conceptualization, measurement, and model. Journal of Retailing and Consumer Services, 81, pp.104020–104020. doi:https://doi.org/10.1016/j.jretconser.2024.104020.
Damaschi, G., Aboueldahab, A. and D’Addario, M. (2025). Decomposing Brand Loyalty: An Examination of Loyalty Subcomponents, Product Price Range, Consumer Personality, and Willingness to Pay. Behavioural Sciences, 15(2), pp.189–189. doi:https://doi.org/10.3390/bs15020189.
Devi, N. and None Wiyadi (2024). Pengaruh Kualitas Pelayanan dan Kualitas Produk Terhadap Loyalitas Konsumen dengan Kepuasan Konsumen Sebagai Variabel Mediasi. Al-Kharaj Jurnal Ekonomi Keuangan & Bisnis Syariah, 6(5). doi:https://doi.org/10.47467/alkharaj.v6i5.2266.
Dodi Ria Atmaja and Putri Lestari (2025). PENGARUH PERCEIVED QUALITY, PERCEIVED VALUE, BRAND TRUST DAN BRAND IMAGE TERHADAP BRAND LOYALTY YANG DIMEDIASI OLEH CUSTOMER SATISFACTION. JURNAL LENTERA BISNIS, 14(1), pp.84–107. doi:https://doi.org/10.34127/jrlab.v14i1.1295.
Geyskens, I., Deleersnyder, B., Dekimpe, M.G. and Lin, D. (2023). Do consumers benefit from national-brand listings by hard discounters? Journal of the Academy of Marketing Science. doi:https://doi.org/10.1007/s11747-023-00937-3.
Goić, M., Levenier, C. and Montoya, R. (2021). Drivers of customer satisfaction in the grocery retail industry: A longitudinal analysis across store formats. Journal of Retailing and Consumer Services, 60, p.102505. doi:https://doi.org/10.1016/j.jretconser.2021.102505.
Gudlaugsson, T. and Theodorsson, U. (2025). Brand Image and Net Promoter Score: A Repeated Cross-Sectional Study in the Banking Sector. Administrative Sciences, 15(7), p.237. doi:https://doi.org/10.3390/admsci15070237.
Hakim, A., Nurhayati, A. and Sukmawati, N. (2024). The Effect of Service Quality and Consumer Satisfaction on Customer Loyalty. Jurnal Ilmiah Manajemen Kesatuan, 12(6), pp.2759–2770. doi:https://doi.org/10.37641/jimkes.v12i6.3221.
Hohenberg, S. and Taylor, W. (2021). Measuring Customer Satisfaction and Customer Loyalty. Handbook of Market Research, pp.909–938.
Hunneman, A., Verhoef, P.C. and Sloot, L.M. (2021). The impact of hard discounter presence on store satisfaction and store loyalty. Journal of Retailing and Consumer Services, 59, p.102405. doi:https://doi.org/10.1016/j.jretconser.2020.102405.
International Journal of Research and Innovation in Social Science (2025) ‘Examining the evolution of customer loyalty in brand research’, IJRISS. Available at: https://rsisinternational.org/journals/ijriss/articles/examining-the-evolution-of-customer-loyalty-in-brand-research/
Kotler, P., Keller, K. and Chernev, A. (2022). Marketing Management. 16th edn. Harlow: Pearson.
Kumar, V. and Reinartz, W. (2022) Customer Relationship Management: Concept, Strategy and Tools. 4th edn. Berlin: Springer.
Liu-Thompkins, Y., Khoshghadam, L., Attar Shoushtari, A. and Zal, S. (2022). What drives retailer loyalty? A meta-analysis of the role of cognitive, affective, and social factors across five decades. Journal of Retailing, 98(1), pp.92–110. doi:https://doi.org/10.1016/j.jretai.2022.02.005.
Molinillo, S., Illescas, R.A., Sánchez, R.A. and Trujillo, E.C. (2021). The customer retail app experience: Implications for customer loyalty. Journal of Retailing and Consumer Services, 65(2), p.102842. doi:https://doi.org/10.1016/j.jretconser.2021.102842.
Monfort, A., López-Vázquez, B. and Sebastián-Morillas, A. (2025). Building Trust in Sustainable Brands: Revisiting Perceived Value, Satisfaction, Customer Service, and Brand Image. Sustainable Technology and Entrepreneurship, 4(3), p.100105. doi:https://doi.org/10.1016/j.stae.2025.100105.
Nakamori, T., Newell, S.J. and Han, B.T. (2022). Factors Influencing Consumer Loyalty: A Study of Japanese Retail Stores. Journal of Asia-Pacific Business, 23(1), pp.1–16. doi:https://doi.org/10.1080/10599231.2022.2032958.
Pires, P.B., Perestrelo, B.M. and Santos, J.D. (2025). Measuring Customer Experience in E-Retail. Administrative Sciences, [online] 15(11), p.434. doi:https://doi.org/10.3390/admsci15110434.
Robbani, Z.R., Alviyandi Agim Mulyadin, Aang Curatman and Rahmadi (2025). The Influence of Brand Image and Customer Experience on Customer Loyalty Mediated by Customer Satisfaction. Syntax Literate ; Jurnal Ilmiah Indonesia, 10(8), pp.6015–6027. doi:https://doi.org/10.36418/syntax-literate.v10i8.61202.
Sahlani Sahlani and Endang Ruswanti (2024). The Effect of Service Quality, Brand Image, E-WOM, Customer Satisfaction on Customer Loyalty. Indonesian Interdisciplinary Journal of Sharia Economics, [online] 7(3). doi:https://doi.org/10.31538/iijse.v7i3.5946.
Sang, V.M. and Cuong, M.C. (2024). The influence of brand experience on brand loyalty in the electronic commerce sector: the mediating effect of brand association and brand trust. Cogent Business & Management, 12(1). doi:https://doi.org/10.1080/23311975.2024.2440629.
Tahir, A.H., Adnan, M. and Saeed, Z. (2024). The Impact of Brand Image on Customer Satisfaction and Brand loyalty: a Systematic Literature Review. Heliyon, [online] 10(16). Available at: https://www.sciencedirect.com/science/article/pii/S2405844024122852.
Wallström, S., Lidholm, S.H. and Sundström, M. (2023). Retailers view on customer loyalty – a social resource theory perspective. The International Review of Retail, Distribution and Consumer Research, 34(4), pp.1–18. doi:https://doi.org/10.1080/09593969.2023.2287998.
Wijaya, J. and Sinar Dharmayana Putra (2023). Relationships between Service Quality, Brand Image, Customer Satisfaction, and Customer Loyalty of UC Makassar. Jurnal Entrepreneur dan Entrepreneurship, 12(2). doi:https://doi.org/10.37715/jee.v12i2.4084.
Yazdi, A., Ramachandran, S., Mohsenifard, H., Nawaser, K., Sasani, F. and Gharleghi, B. (2024). The Ebb and Flow of Brand Loyalty: A 28-Year Bibliometric and Content Analysis. [online] arXiv.org. Available at: https://arxiv.org/abs/2402.13177.


[bookmark: _Toc231469023]Appendices
[bookmark: _Toc231469024]Appendix 1: Survey Questions
Appendix 1: Semi-Structured Interview Questions
	Section
	Question No.
	Interview Questions

	Screening Question
	1
	Have you shopped at Lidl within the last three months?

	Screening Question
	2
	How often do you shop at Lidl?

	Demographic Information
	3
	What is your age group?

	Demographic Information
	4
	What is your gender?

	Demographic Information
	5
	What is your employment status?

	Brand Image
	6
	How would you describe Lidl as a supermarket?

	Brand Image
	7
	What words or impressions come to mind when you think about Lidl?

	Brand Image
	8
	How do you compare Lidl with other supermarkets such as Tesco, Sainsbury’s or Aldi?

	Brand Image
	9
	What factors most influence your perception of Lidl's brand image?

	Brand Image
	10
	In your opinion, what are Lidl's main strengths and weaknesses as a brand?

	Customer Satisfaction
	11
	How satisfied are you with your overall shopping experience at Lidl?

	Customer Satisfaction
	12
	What aspects of Lidl's products or services satisfy you most?

	Customer Satisfaction
	13
	How do you feel about Lidl's product quality and pricing?

	Customer Satisfaction
	14
	Have you experienced any difficulties or disappointments while shopping at Lidl?

	Customer Satisfaction
	15
	What improvements would increase your satisfaction with Lidl?

	Trust and Customer Experience
	16
	Do you trust Lidl as a supermarket? Why or why not?

	Trust and Customer Experience
	17
	What experiences have influenced your trust in Lidl?

	Trust and Customer Experience
	18
	How important is consistency in product quality, pricing and service when deciding to shop at Lidl?

	Brand Loyalty
	19
	What motivates you to continue shopping at Lidl?

	Brand Loyalty
	20
	Would you recommend Lidl to friends or family? Why or why not?

	Brand Loyalty
	21
	What factors encourage you to remain loyal to Lidl?

	Brand Loyalty
	22
	Do you think your loyalty to Lidl is based mainly on price, convenience, trust, product quality or something else? Please explain.

	Conditional Loyalty
	23
	Under what circumstances would you consider switching from Lidl to another supermarket?

	Conditional Loyalty
	24
	If another supermarket offered similar prices but better service or greater product variety, how would that influence your decision?

	Conditional Loyalty
	25
	What changes could Lidl make to strengthen your loyalty in the future?

	Closing Question
	26
	Is there anything else you would like to add regarding your experiences with Lidl?
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