[image: ]

Angela Szomolai
Dissertation Proposal
Student Id: 2325190
Module Code: LCMB7035

Supervisor: Gladius David Kulothungan

Submitted on: 2024














Contents
Introduction	3
Aims, objectives and research questions	4
Literature Review	5
Methodology	8
Limitations	10
Ethical Considerations	11
Timeframe	11
Conclusion	13
References	14





















Exploring the effect of customer loyalty on brand equity the case of Apple


[bookmark: _Toc181661190]Introduction

In a progressively competitive market environment, customer loyalty has emerged as a vital factor for brands aiming for sustainable growth and enduring success. Loyalty affects both the profitability of a company and its total brand equity, which is the worth and power of a brand as viewed by customers. Brand equity, comprising brand recognition, perceived quality, brand associations, and customer loyalty, is vital in influencing consumer preference and augmenting competitive advantage.
The correlation between customer loyalty and brand equity has garnered considerable attention from scholars and practitioners, as loyal customers tend to engage in repeat purchases, promote the brand, and enhance its reputation. This study investigates the effect of customer loyalty on brand equity of Apple, analysing how customer loyalty affects many characteristics of brand equity, including perceived quality, brand associations, and brand awareness. Comprehending this relationship is crucial for marketers seeking to develop robust, lasting client connections that enhance the brand's market position.
Currently, due to ongoing economic development, electronic products have emerged as pivotal in society. Apple, as a leading brand in this domain, captivates enthusiasts with its innovative design and superior quality offerings. (Razak et al. 2020)
This research aims to elucidate how cultivating Apple`s customer loyalty may significantly enhance brand equity, offering critical insights for brands striving to remain pertinent and impactful with their target audience. This study conducts a thorough exploration of the impact of consumer loyalty on brand equity, intending to provide actionable solutions for marketers to augment brand value and consumer trust in a dynamic environment.
[bookmark: _Toc181661191]Aims, objectives and research questions

The researcher aims to investigate the influence of Apple`s customer faithfulness on brand equity, analysing how loyalty enhances a company's perceived value, strength, and market reputation. This research seeks to analyse how different dimensions of customer loyalty, including repeat purchases, advocacy, and emotional attachment, affect specific components of brand equity, such as brand consciousness, perceived quality, brand associations, and customer-driven trustworthiness, given that customer loyalty is a crucial determinant of competitive advantage. The study also examines how external factors, such as demographic features and market conditions, may influence this relationship, and whether customer happiness acts as a mediator that enhances the influence of loyalty on brand equity. The researcher seeks to attain a more profound comprehension of these dynamics and furnish firms such as Apple with pragmatic insights on utilising customer loyalty programs to augment their brand equity, hence facilitating long-term client retention and brand success.


Objectives

· To explore the association between buyer reliability and brand equity 
· To examine how distinct aspects of customer loyalty, including recurrent purchase behaviour, brand advocacy, and emotional attachment, influence various elements of brand equity, such as brand mindfulness, brand trustworthiness perceived quality, and brand associations. 
· To examine how distinct aspects of customer loyalty, including recurrent purchase behaviour, brand advocacy, and emotional attachment, influence various elements of brand equity, such as brand consciousness, perceived quality, brand associations, and brand faithfulness. 
· To examine the function of client happiness as a third party in the correlation between customer loyalty besides brand equity.

Research question:
The subsequent enquiries will direct the research in comprehending both the theoretical and practical ramifications of Apple`s customer loyalty on brand value:
1. Exploring the relationship between customer loyalty and brand equity?
2. How do different dimensions of customer loyalty impact brand equity components?
3. How do market characteristics and demographic factors moderate the relationship between customer loyalty and brand equity?
4. Does customer satisfaction mediate the relationship between customer loyalty and brand equity?



[bookmark: _Toc181661192]Literature Review

A distinct personality is embodied by the brand, which ensures that any peculiar or discordant characteristics that are in contradiction with its identity are removed. A consumer's perception of a brand might be described as one of continuity and security. When seen in this light, a brand's flexibility is far lower than that of its product categories. It is extremely challenging to change the consumers' perception of the brand's personality once it has been formed in their minds. It is so clear that it is of utmost importance to know the reasons behind the rejection of products and brands by consumers. (Lee et al., 2015)
In the process of examining consumer behaviour via the lens of consumer motivation, the complexity of consumer conduct regarding choice becomes apparent. The basic aspirational ideals of consumers frequently serve as the source of their motivations. In addition, buyers generally do not have the desire to define these unspoken demands, or they might be unaware that the way they evaluate products is a reflection of their identity and the goals they wish to achieve. (Blythe, 2022)
Customers who are satisfied and loyal to a certain manufacturer are more likely to stay loyal to that manufacturer and are less likely to be swayed by the price promotions and incentives offered by competitors. (Rogers, Rinne and Moon, 2019).  As a consequence of this, the satisfaction of customers, the maintenance of long-term connections, and loyalty are regarded as essential components for the success of an owner in the modern economic environment. According to Yague Guillén and Rubio (2019), businesses try to create customer loyalty and establish long-lasting relationships within their clientele by meeting the wants of their customers and obtaining their patronage. Retention of a brand is a direct result of satisfied customers. There is a possibility that satisfaction will not result in loyalty (Verinita, 2019).
Maintaining advantageous purchaser-based brand equity is essential for vendors. Brand equity heightens market rivalry. Brand equity is characterised as the unique influence of brand awareness on purchaser responses to that brand's marketing efforts (Keller and Swaminathan, 2020). The theory of brand faithfulness has historically been analysed as a subset of brand equity. Brand equity has been studied independently as a precursor to brand loyalty (Rehman, 2020). This study investigates brand loyalty as a distinct construct, rather than as a component of brand equity, in accordance with Brady et al. (2008), who define brand equity as the perception of belief that rise above mere familiarity to a level of supremacy not inherently allied by identifiable actions. Familiarity does not indicate belief in supremacy. Brand equity represents impression rather than requiring action. Devotion and faithfulness do not denote superiority, although brand equity does. Additionally, brand loyalty is defined as a behavioural concept linked to a consumer's intention to consistently acquire products from the same producer, whereas brand equity refers to a positive predisposition that may not inevitably result in repeated purchases. Thus, behavioural purpose is not a component of brand equity; instead, it is a consequential outcome. (Sun, Johnson and Li, 2022)
Theory of organisational identification asserts that individuals engage in social groups to satisfy a need for belonging (Pratt et al., 2016). Similarly, customers convey their social identity through brand association and product usage (Nelson, 2023). The utilisation of consumer brands differentiates an individual from other societal members (Canavan, 2020). Brand identification results in either affiliation or disconnection with the social groups that form a social circle. Furthermore, it has been said that identification enhances client loyalty to the organisation (Coelho, Rita and Santos, 2018). The study by Emari (2019) demonstrated that customer satisfaction somewhat mediates the association between brand identity and brand loyalty.
It is widely acknowledged that loyalty is a component of affiliation-building strategies; yet, predicting and defining loyalty presents a number of obstacles. Attitudinal trustworthiness and behavioural faithfulness are the two types of loyalty that have been established by previous research (Anatolevena Anisimova, 2007). From a behavioural viewpoint, allegiance is defined as the number of times a consumer makes repeat purchases of a particular brand. Loyalty, as viewed from an attitude point of view, is the psychological dedication of a customer in the process of purchasing, namely the intention to promote and acquire a product without any actual transaction taking place (Chen and Hsu, 2013). 
Within the context of the bond between customer-based brand equity and brand devotion, the purpose of this study is to evaluate the effect that client satisfaction has as a mediator. A study conducted by Shahzad, Ahmad, and Gul (2019) shown that the satisfaction of customers acts as a conciliator in the connection between service quality and brand loyalty. As an additional point of interest, Khan et al. (2020) confirmed that the connection between the two concepts is mediated by satisfaction. Additionally, Slack and Singh (2020) discovered that the influence of service quality and principle self-equivalence on brand reliability and intention to return is facilitated by client happiness. This was found to be the case across all three factors.
Commitment to client relationships is essential in marketing for a number of reasons, comprising the reduction of switching behaviour (Robert, Schurr, and Oh, 2019), the increase of sales (Morgan and Hunt, 1994), and the development of good future intentions, including customer loyalty (Nurcahyo, 2020). 
As a result of research, it has been established that brand image has an effect on brand loyalty in both direct and indirect ways. In a similar manner, brand image contributes to increased consumer satisfaction and brand loyalty, both of which in turn have an effect on brand image (Dam & Dam, 2021). According to Zhang et al. (2017), therefore, businesses provide incentives to existing customers in order to encourage them to recommend their products to potential customers. Rendering to Ong, Nguyen, and Syed Alwi (2017), businesses place a higher priority on the development of long-term partnerships because they are aware that the costs associated with recruiting new customers are higher than those associated with retaining existing customers. Even though they are susceptible to the price strategies of competitors, satisfied and loyal customers have a tendency to overlook individual unfavourable experiences. On the other hand, if businesses consistently fail to fulfil their obligations to customers, those customers may decide to switch to an other company. Numerous studies have identified that satisfied and loyal customers continue to purchase the same brand, which ultimately results in the brand becoming a habit over the course of time (Chow and Holden, 2016).

[bookmark: _Toc181661193]Methodology

Saunders et al. (2023) characterise a study design as an onion, referred to as the "research onion." The theoretical framework of the research onion model functions as a strategy for constructing a research methodology.
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Sources: https://www.researchgate.net

In research, "methodology" means the specific strategy and processes utilised to carry out an investigation. Included in this are the research strategy and procedures for gathering, analysing, and interpreting data. The study topics, sample procedures, and variables to be measured or changed are all outlined in the methodology. (Sreekumar, 2023)
This study will utilise a mixed method to observe the correlation between client devotion and brand equity in the Apple company. Mixed methodology, or mixed methodologies research, is a strategy that integrates both qualitative and quantitative research approaches into a single study. This methodology enables researchers to investigate study problems more thoroughly by combining statistical analysis (quantitative) with in-depth insights (qualitative). (Sreekumar, 2023) The research will employ a structured survey to gather data from a sample of customers across diverse demographic and market segments. The poll will encompass metrics for consumer loyalty, including purchase frequency, brand advocacy, and emotional attachment, alongside components of brand fairness, such as brand consciousness, perceived quality, brand correlations, and brand trustworthiness. Responses will be gathered personally, facilitating fast data collection and extending reach to various demographic groups. To guarantee the reliability and validity of the survey, the questions will be derived from proven scales in marketing literature, with pre-testing performed to clarify any ambiguous or unclear issues.
The study will employ statistical approaches, such as correlation and regression analyses, to investigate the relationship between purchaser loyalty and brand equity. Structural equation modelling (SEM) will be utilised to assess the mediating influence of shopper satisfaction on this relationship and to find any moderating influences, like demographic factors or market features. This method facilitates a thorough examination of the direct and indirect consequences inside the given model, so augmenting the comprehension of loyalty's influence on brand equity. The results will provide empirical insights into the loyalty factors that enhance brand value and indicate whether focused efforts in customer satisfaction or loyalty programs could further bolster brand equity across various market and demographic segments.
Secondary data will be gathered from established sources, including industry reports (e.g., McKinsey, Statista), academic journals (e.g., JSTOR, Google Scholar), case studies, and corporate releases. This data frequently encompasses measurements related to consumer loyalty, brand perception, and equity indicators across several sectors.


[bookmark: _Toc181661194]Limitations

One of the limitations of this research is the dependence on self-reported survey data, which may be susceptible to biases, including social desirability bias and recollection bias. Respondents may respond to enquiries in a manner they see as favourable or socially acceptable, rather than accurately representing their true opinions or behaviours. The accuracy of responses may be influenced by participants' capacity to recollect past experiences or purchase habits related to Apple, thereby resulting in data quality inconsistencies. This dependence on subjective data may compromise the validity of the conclusions, as replies might not adequately reflect the intricate, multifaceted aspects of consumer loyalty and brand equity.
A further limitation is to the cross-sectional nature of the study, wherein data is gathered at a singular moment, hence constraining the capacity to derive causal inferences regarding the relationship between customer loyalty and brand equity. Brand perceptions and loyalty can vary over time due to shifting market conditions, competitor activities, or brand strategy; thus, a cross-sectional approach fails to consider these temporal elements. This design constraint limits the study's understanding of long-term loyalty patterns and brand equity development, which may be more effectively examined in a longitudinal study. Thus, although the study seeks to elucidate the connection between loyalty and brand equity, it can only offer correlational insights rather than conclusive causative determinations.



[bookmark: _Toc181661195]Ethical Considerations


This research entails ethical considerations such as securing informed permission, preserving participant confidentiality, and mitigating potential conflicts of interest. Participants must be apprised of the study's goal, the nature of the enquiries, and the utilisation of their responses before to consenting to participate. This procedure guarantees that individuals are contributing voluntarily with a comprehensive comprehension of their involvement. Furthermore, measures must be implemented to safeguard the confidentiality of participants' data, especially as the survey may encompass demographic information. All identifiable information must be anonymised or eliminated from the analysis to safeguard participant privacy and adhere to data protection rules, including GDPR or other local privacy legislation.
Another ethical aspect is the avoidance of any prejudice or coercion in the recruitment of participants or the interpretation of outcomes. The recruitment process must be devoid of coercion or inducements that could improperly sway involvement. Moreover, researchers must analyse and publish results honestly, ensuring that no data manipulation occurs to favour a specific conclusion or brand. It is essential to prevent the incorporation of biases in question formulation that could steer participants towards specific answers.
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The allocated time for the following research is 16 weeks and the timescale are the following:
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The choice to investigate the impact of customer loyalty on brand equity is motivated by the subject's significant importance in the current competitive market landscape. Customer loyalty is acknowledged as a significant catalyst for enduring brand success; yet, comprehending its precise impact on brand equity rudiments—such as product mindfulness, perceived quality, and brand associations—remains intricate in addition subtle. This research elucidates the correlation between loyal customer behaviours and brand value, which is essential for organisations striving to establish robust, enduring brands. This subject is especially significant since it provides practical insights that can assist firms in developing loyalty programs that both retain customers and augment their total brand equity. 
Moreover, studying the influence of customer loyalty on brand equity is pertinent, given that customers currently possess greater options and access to information than ever before. This study examines the difficulty of cultivating brand loyalty in a rapidly changing market characterised by consumers' propensity to frequently change brands. This study enhances the field of brand management and marketing by providing empirical data about the advantages of loyalty-centric tactics through the analysis of loyalty's impact on brand equity. This research seeks to offer theoretical insights and practical recommendations, rendering it pertinent and influential for both scholars and practitioners.
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Weeks 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16

General reading around the topic

Formulating a research question

More specific background reading

Drafting the literature review

Selecting the methodological approach

Devising the method to be used

Ethics application

Recruitment of participants

Drafting the methods chapter(s)

Data collection

Data analysis

Drafting the findings chapter(s)

Drafting the discussion chapter(s)

Editing work

Final tidying up and handing in

reading

planning

writing

fieldwork and analysis

final admin

Notes

   Reading happens througout

   Writing happens throughout, once the specific reading has begun

   A large amount of time is allocated to writing the discussion chapter(s)

   Plenty of time is allocated for the editing process

   A whole week is allocated to final tidying and handing in
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