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Introduction About the Brand Image  and Brand Loyalty 
Brand image and brand loyalty are two key concepts related to the marketing field. The brand image indicates the customer's perceptions as well as feelings regarding the brand (Bernarto et al. 2020). While brand loyalty refers to the customer’s trust in the brand and their affinity towards a repeated purchase for a particular brand. 
The brand image of Tesco remains characterized by a friendly and contemporary approach. The brand seems to have a prolonged history with its launch dating back to 1919. In current times, Tesco’s launch of the campaign related to  “ Food Love Stories” aims at getting people to talk about the brand so that it can be trusted and remembered just contributing to the positive image of the brand (realfood.tesco.com 2023). When it comes to brand loyalty, close to 59 percent of the customers across the grocery store prefer making repeat purchases from Tesco thereby indicating a good degree of brand loyalty (statista.com 2022). Tesco also tries to maintain its customer loyalty through the implementation of a Clubcard program that seems to reward the customers with points that can be used for other perks as well as discounts. 
The Rationale of the Study
Tesco can utilize the information for developing marketing strategies that focus on customer satisfaction as well as a brand image for improving the loyalty of the brand. Tesco can also assess the feedback of its customers to focus on the areas of improvement of customer satisfaction and enhance the brand image. Identification of the factors contributing to brand loyalty will allow Tesco to create a loyal base of customers preferring repeat purchases and spread positive word of mouth thus enhancing the market share as well as profitability. Thus, this particular research is helpful for Tesco in developing effective strategies of marketing and also strengthening its position as the market leader across the retail industry. Bottom of Form
Aim
The main aim of this research is to determine the Impact Of Customer Satisfaction And Brand Image On The Brand Loyalty Of Tesco
Research Objectives
To determine how customer satisfaction influences Tesco’s brand loyalty
To investigate the influence of the brand image of Tesco on the loyalty of its customers
To analyse the main factors contributing to the brand image and customer satisfaction in Tesco
Research Questions
1. How does customer satisfaction influence Tesco’s brand loyalty?
2. What is the influence of the brand image of Tesco on the loyalty of its customers? 
3. What are the main factors contributing to the brand image and customer satisfaction inTesco?
Literature Review: 
The research on the impact of customer satisfaction on brand loyalty and brand image indicates that a positive image of a brand and a higher level of customer satisfaction have the possibility of leading to enhanced brand loyalty. In this case, Keller’s brand equity model focuses on the significance of the brand image and the customer perception in establishing stronger brand equity which plays a crucial role in driving brand loyalty. 
Brand Image
 According to Azizan and Yusr (2019), brand image is the representation of the products, services, and reputation of the brand within an industry. Otero and Wilson (2018) mention that brand image refers to the general perception, impression, and association of a customer with a brand. 
Brand Loyalty: 
According to Rather, Tehseen and Parrey (2018), brand loyalty refers to the pattern of consumer behavior that enables a consumer to remain committed to a particular product or brand while making repetitive purchases. In marketing, brand loyalty can be described as the positive feelings of a customer towards a particular brand and the dedication they have towards purchasing the products (Salem and Salem 2021).
Customer Satisfaction: 
Customer satisfaction refers to the measurement determining how happy customers remain with a firm’s products, capabilities, and services (Nguyen et al. 2020). According to Gulfraz et al. (2022), customer satisfaction is the reflection of the business's health by portraying how effectively the products, as well as services, tend to resonate with the buyers. 
Brand Image of Tesco 
Tesco is a multinational grocery and generalised merchandise retailer in the UK. It is also identified as one of the most innovative grocery chains available hence it buys things from suppliers and is known to make its things. Its higher quality products, competitive pricing, and outstanding customer service build a strong brand image for Tesco. Thus, with its healthy, affordable, and sustainable food Tesco can ensure not just a better quality of life but also easier living for its customers. 
Investigating the Impact Of Customer Satisfaction On The Brand Loyalty?
Customer satisfaction is considered vital in determining loyalty toward a particular brand (Khadka and Maharjan 2017). This results in an actual re-purchase behavior for the same brand which results in longer-term business profitability. Therefore, satisfied customers are believed to establish a positive image of the brand.  Tesco’s success in implementing the Clubcard Loyalty program acts as evidence of customer satisfaction as well as loyalty towards the brand.  The reward scheme for every£1 purchase to all cardholders based on their shopping habit further motivates them to continue shopping thus strengthening brand loyalty.
Evaluation of the Influence of  Brand Image On Brand Loyalty
The brand image of Tesco seems to have an impact on the loyalty of the brand. A brand image related to affordability, quality, and customer-oriented value is considered positive and plays a role in strengthening brand loyalty. The stronger brand image of  Tesco in addition to its focus on customer satisfaction has allowed forming of a dedicated and loyal base of the customer while maintaining a competitive edge across the retail sector. 
Keller’s Brand Equity Model represents the tool that can aid Tesco in not just managing but also understanding its brand image (Świtała et al.2018). There are four components of the model including, brand imagery, brand salience, brand judgment, brand performance, brand resonance, and brand feelings as described in Figure 1 below. The brand performance and the brand imagery contribute to brand equity. Tesco can utilize the model for improving its brand image through the creation of positive experiences for customers while building suitable brand encounters. For example, Tesco can make use of the aspect of brand resonance to establish a stronger emotional connection with the brand. Again, through the aspect of brand judgment, for example,  Tesco will be in a position to derive customer opinion. While Tesco’s brand feelings are the emotional reactions that customers have to the company. For example, by offering quality products and an outstanding level of customer service, the firm will be in a position to earn reliability and consumer for the consumers. When it comes to brand performance, for example, it refers to Tesco’s ability in building not just a reputation in providing not just higher-quality but also affordable products for meeting the customer's needs. For example, through brand imagery, Tesco can establish a brand image that remains associated with not just higher quality and fresh produce but also affordable prices.  Brand salience, for example, has enabled Tesco to establish itself as not just a  strong brand but as one of the biggest and most identifiable supermarket chains across the UK. 
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Figure 1: Keller’s Brand Equity Model
Source: (mindtools.com 2023)
The advantage of Keller’s model lies in its ability to present a  well-designed approach to building and managing a brand. By focusing on the varied components of this model, Tesco will be able to realize its strength as well as weakness along with the development of the targeted strategy of marketing for improving brand equity. The limitation of the model lies in its huge focus on the perception of customers and it does not consider the other factors which might impact brand equity such as competitive factors and market conditions (Tsordia, Papadimitriou and Parganas 2018).


Research Methodology: 
Research methodology refers to the specific strategies or processes utilised for the identification, selection, processing, and analysis of information on a topic. This portion of the research report allows the reader to critically examine the study's overall reliability as well as validity. The research onion usually describes the key stages that a researcher should adopt when developing an efficient methodology. The key stages include research philosophy, research approach, research strategies, kinds of investigation, choices of the research methods, time horizons
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Figure 1: Research Onion
Source: (thesismind.com 2023)


The chosen research philosophy for this particular research is positivism. It is a type of research philosophy that includes a research question as well as a hypothesis that can be tested. Positivism also allows finding explanations measuring the acceptable knowledge of this world (Alharahsheh and Pius 2020).  
As far as the research approach is concerned, this study takes a deductive approach. This strategy seeks to discover an answer to a question that was raised at the start of the investigation (Woiceshyn and Daellenbach 2018). The main aim of this particular research method revolves around providing a positive or a negative answer to the questions under study. The questions related to the research might range from declarations to educated hypotheses.
As far as the research strategy, the survey approach of research was utilized for this investigation. It is considered to be a cost-effective technique of research (Rahi 2017). It aids in the collection of enormous amounts of data for the research's who, what, where, when, and how questions. This technique also enables the collection of trustworthy and detailed data.
The forms of investigation for this study include primary as well as secondary research. Primary research refers to a process that a researcher uses to acquire data straightaway rather than relying on gathered collected from an earlier study. For this study, the survey refers to the primary research, while the literature review represents the secondary research. Secondary data, on the other hand, includes desk research. The researchers employ pre-existing data, often known as secondary data, in this case. This data is then organised and summarised to improve the overall efficacy of the study. The secondary research involves reviewing the literature (Kalu, Unachukwu and Ibiam 2019)
Choices in research related to both qualitative and quantitative research. Qualitative research indicates the analysis, collection, and interpretation of non-numeric data while quantitative research indicates the technique of analysis as well as a collection of numeric data. The report here opts for the mono-method which involve the utilization of a single data type, which is quantitative in this particular case (Al-Ababneh 2020)
In terms of time horizon, this research will be cross-sectional rather than longitudinal because it will require doing primary research over a shorter period. It will also help the researcher in perceiving the behavior of a group of people or an aspect.
Sample Size, Type, and Sampling Method Chosen
Sample size: The study will be conducted with 50 customers of Tesco. Participants can be accessed online by sending them an email and placing a request for filling in the survey form. 
Sample Type: The demographic information of the selected sample is: 
· Age: The age of the chosen sample will be between 25 to 54 years of age 
· Gender: Both males and females will be part of the sample as they equally represent supermarket buyers.
· Income: The chosen sample will have an average annual income of around £33,000
· Region: The sample chosen will have a base in London 
Sampling method: To gain a better understanding of the topic, simple random sampling will be used.
Data collection method: A survey is the greatest choice for acquiring quantitative data for a study since it allows for the collection of a big amount of data from a larger sample. An online survey questionnaire will be created through survey monkey for the collection of relevant information based on the study goals (Al Ghayab et al. 2016).  Therefore, survey monkey is the kind of online survey that will be administered. The designed questionnaire will depend on the measurement scales from the associated literature and will focus on brand image, customer satisfaction, brand loyalty, resonance, judgments, feelings, performance, imagery, and salience. The questionnaire will also undergo pre-testing for ensuring validity and reliability. The survey will have 5 multiple-choice questions and 10 questions that will be graded on a 7-point Lickert scale to gauge the respondents' opinions and sentiments. This type of closed-ended question provides the respondents with a wider option range from being “not probable” to being “ very likely”. To draw attention, it is vital to include relevant and interesting survey questions at the beginning of the survey to immediately capture the attention of the respondents. To make it relevant, the survey questions chosen need to be relevant to the respondents and align with their experience, interests as well as demographics. To clarify the understanding of the respondents, it is also vital to use simple and clear language in the survey question and instructions for avoiding any ambiguity or confusion. This is to be followed by a thank you message at the end of the survey portraying appreciation for the time and effort of the respondent. 
Data Analysis: 
The quantitative data analysis acquired through survey via questionnaire circulation may be completed by the transformation of the gathered data into numeric as well as percentage values using the Statistical Package for Social Science program software or SPSS. Descriptive statistics in the form of frequency, standard deviation and mean will be utilized for summarizing the core variables of the study along with the demographic characteristic of respondents. The analysis will also make use of inferential statistics such as the regression and the correlation analysis that will be utilized for examining the connection between brand loyalty, brand image and the satisfaction of the customers as well as in testing the research hypothesis. his program also allows conversion into graphs and charts, as well as the determination of the outcome through pictorial or graphical representation (Bala 2016). This facilitates the generation of comparative and thorough data among variables.
Research Ethics:
Stricter criteria for ethics must be followed throughout the whole study process. Before participating in the study, respondents will be asked to provide informed permission. The research's goal and nature will be made explicit, and respondents will be ensured of the confidentiality and anonymity of their replies. Participants should not be pressurized for completing the questionnaire meant for collecting primary data.  Regarding data management, stringent secrecy should be ensured. To ensure the questionnaire's legitimacy, it should include a logo (Panneerselvam 2014). The report's final presentation should be devoid of plagiarism. To maintain credibility of study findings, credible and varied sources must be employed while gathering secondary data. The researcher should also avoid including sensitive questions in his survey. In other words, this particular research will ensure compliance with ethical regulations and guidelines while suitably addressing any ethical issue. 
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Figure 1: Representation of Timeline Using Gannt Chart
Source: By Student
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