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Executive summary
The core summary of the investigation into the connection between staff branding & brand loyalty, having an emphasis on Nestlé, is summarized within this executive summary. Building strong consumer ties and communicating with customers is essential for promoting brand loyalty. To foster customer loyalty plus an appreciation for its brands, Nestlé has effectively used consumer engagement plus relationship management strategies, including social media, loyalty programmers, personalization, collaborations, plus CSR initiatives. The study highlights the value of the brand image in encouraging adherence, repeat business, as well as customer endorsement. To foster brand loyalty plus sustain a favorable view of the business, Nestlé believes that strategic actions focused on the quality of goods, reputation management, and interaction with consumers, including CSR programmers, are crucial. Companies can obtain a competitive edge within the industry by understanding the link between the brand image with brand loyalty. The study's deductive technique contributed to empirical studies on the link between brand loyalty as well as brand image whereas also offering insights into general marketing as well as consumer behavior. The study suggests more investigation into the traits and effects of these relationships in order to assess their usefulness. The statistical analysis of data used in this research sheds important light on the correlation between variables with customer perceptions of Nestlé goods. It is encouraged to carry out more research to fully comprehend these relationships and their relevance to real-world applications.
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[bookmark: _Toc137748783]Chapter 1: Introduction
[bookmark: _Toc137748784]1.1 Introduction
The connection between brand loyalty with brand image is generating a lot of interest in the marketing industry. Companies looking to build strong brand identities as well as establish enduring customer relationships must understand the way a brand's image affects consumer loyalty. It can also understand that in the area of marketing, the connection between brand loyalty & brand image has garnered a great deal of attention (Putri and Triyono, 2020). Understanding the relationships between brand image & brand loyalty is critical as businesses work to build powerful brand identities as well as encourage consumer loyalty. Nestle, a well-known multinational food plus beverage corporation, is one such business that has attained international recognition as well as has a solid brand presence.
In this regard, this study focuses on examining the link between brand loyalty as well as brand image, particularly in the setting of Nestle, a multinational food & beverage firm with outlets all over the world. This chapter also cover the research background and research rationale. This chapter also explain the research significance and research gap. This chapter also covers the research aim, research objective and research question. The importance of this study rests in its benefit to an understanding of the connection among brand loyalty & brand image in the setting of Nestlé.

[bookmark: _Toc137748785]1.2 Research Background
This study's background centers on the importance of brand loyalty & brand image in the overall picture of Nestlé. As a multinational food & beverage corporation, Nestlé competes in a fiercely cutthroat industry where brand recognition and consumer loyalty are critical to its continued success. For Nestlé to create efficient marketing strategies, improve customer experience, and keep a competitive edge, it is crucial to comprehend the connection among brand image & brand loyalty.The current body of knowledge on brand loyalty & brand image serves as the study's foundation. The significance of a positive & strong image of a brand in influencing consumer opinions, mindsets, and behaviors has been highlighted in several research (Pettersson and Hannelius, 2021.). A strong brand reputation aids in setting Nestlé's products apart from those of other companies, fosters confidence among consumers & fosters emotional ties. Similar to this, brand loyalty is an important result that has a direct impact on retention of consumers, repeat business & advocacy. By providing high-quality products, maintaining consumer happiness & engaging in effective branding & marketing strategies, Nestlé aims to increase brand loyalty. The precise relationship between brand image & brand loyalty within the context of Nestlé still needs to be better understood, despite the significant research on these topics. By performing a thorough assessment into how Nestlé's brand image promotes brand loyalty throughout its customers, this study intends to close this research gap.
[bookmark: _Toc137748786]1.3 Research Rationale
The need to comprehend the connection between brand image and brand loyalty in the context of Nestlé serves as the foundation for this study's justification. The problem of building a solid brand and nurturing client loyalty is one that Nestlé faces as a multinational food & beverage corporation operating in a cutthroat industry. In order to help Nestlé's marketing initiatives & overall business accomplishment, the research will examine this relationship in order to offer insightful information and useful suggestions. The current research, which emphasizes the considerable influence of brand image on customer behavior & brand loyalty, supports the study's justification. But more research is needed, particularly in the context of Nestlé, to understand the connection among brand image & brand loyalty. The study can offer insightful information that is suited to Nestlé's particular qualities and difficulties by filling this research gap. The future prosperity for Nestlé depends on knowing how customers view the company's brand & how that affects their loyalty. The study can aid Nestlé in identifying areas for growth and creating successful branding strategies by revealing the aspects and traits that influence Nestlé's brand image(Creavenet al. 2020, p. 13).The research's justification goes beyond Nestlé, too. The study's conclusions & recommendations help further knowledge in the fields of branding & consumer behavior while also offering information that other businesses in the food & beverage sector might use. The value of the study resides in its capacity to develop theoretical knowledge, inform marketing strategies & foster sustainable company growth for Nestlé as well as other companies engaged in comparable markets.
[bookmark: _Toc137748787]1.4 Research significance
The importance of the research is found in its benefit to our understanding of how brand image with brand loyalty interacts in the setting of Nestlé. The findings of this research can inform Nestlé's as well as other food plus beverage businesses' advertising strategies by examining and analyzing the factors that have an impact on consumer opinions as well as behaviors. To increase customer happiness, foster brand confidence, plus ultimately boost financial outcomes, it is essential to comprehend the way brand image affects brand loyalty (Ranfagniet al. 2021). The results of this research could also contribute to the amount of knowledge previously known about branding as well as consumer behavior. Its insightful findings can be used by investigators, teachers, and business people.It deepens our comprehension of the intricate relationships among brand image as well as brand loyalty while illuminating the tactics and methods that may be used to build more solid client relationships. Additionally, the research's applications go outside the food & beverage sector. An essential component of marketing which applies to different industries is the interaction among brand image & brand loyalty. As a result, the results of the study may have larger ramifications and advance knowledge of brand management's role in shaping customer behavior. 
[bookmark: _Toc137748788]1.5 Research Gap
The inadequate comprehension of the specific connection among brand image & brand loyalty in the case of Nestlé is one research gap in the body of extant literature. There is a dearth of thorough research which examines the physical connection & fundamental processes among these dimensions specifically inside the Nestlé brand, despite studies which have looked at brand image & brand loyalty independently. For Nestlé & other food as well as drink businesses to create successful tactics to boost brand loyalty & consumer retention, a knowledge of this relationship is essential(Creavenet al. 2020, p. 10). Therefore, there is an appetite for research which fills in this specific knowledge vacuum and offers perceptions of the Nestlé brand and its influence on brand loyalty.
[bookmark: _Toc137748789]1.6 Research aim and objectives
[bookmark: _Toc137748790]1.6.1 Research aim
In the case of Nestlé, the goal of this research project is to look at the connection among brand image & brand loyalty. The study aims to investigate how individuals' views, attitudes, and behaviors are impacted by Nestlé's brand image, which in turn affects their brand loyalty.
[bookmark: _Toc137748791]1.6.2 Research Objectives
· To examine the connection among brand loyalty & brand image
· To evaluate Nestlé consumers' degrees of brand loyalty
· To evaluate Nestlé's present brand image
· To offer suggestions for boosting brand loyalty
[bookmark: _Toc137748792]1.7 Research Questions
· What are the main factors and characteristics that influence Nestlé's brand image?
· How do clients see the quality, dependability, innovation & other key aspects of the Nestlé brand?
· What levels of regular consumption, good word-of-mouth & willingness to fork over for higher prices do Nestlé consumers show for their brand?
· How does a customer's opinion of the Nestlé brand affect their brand loyalty?
· How much do Nestlé customers' brand loyalties depend on brand perception?
[bookmark: _Toc137748793]1.8 Thesis Structure
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Figure 1: Thesis structure
(Sources: Self-made)
In this above figure it can understand that this thesis introduction chapter has been cover the research background and research rationale. This chapter also explain the research significance and research gap. This chapter also cover the research aim, research objective and research question. Second chapter and literature review also explain the Brand image, Brand loyalty, Relationship between brand image & brand loyalty, Impact of brand loyalty and brand image on building the awareness for brand, Function of relationship management & client interaction in fostering brand loyalty, Literature gap, Conceptual framework.  The methodology chapter, which details the research strategy & methods used to examine the connection among brand image & brand loyalty in the example of Nestlé, is an essential part of this research study. The research design, data collection techniques sample strategies & data analysis processes used in the study are all thoroughly explained in this section. The chapter supports the validity & dependability of the research findings by developing a strong & rigorous methodology, eventually adding to the general trustworthiness and importance of the study's conclusions.

[bookmark: _Toc137748794]1.9 Summary
It is summaries that the research backdrop outlines the significance of brand image and brand loyalty in the context of Nestlé, the gaps in the literature, and the potential practical ramifications of the study's findings, which serves as justification for the investigation. It provides context for the study by highlighting the value of examining the connection among brand image & brand loyalty and its applicability to Nestlé's marketing initiatives.
In the case of the international food & beverage company Nestlé, the research emphasizes the value of brand loyalty as well as brand image. The study attempts to close the knowledge gap about the precise relationship between brand image as well as brand loyalty in Nestlé's business operations. The research looks into ways Nestlé's brand image affects customer opinions, attitudes, plus behaviors in an effort to offer insightful conclusions and suggestions for boosting brand loyalty. The requirement to support Nestlé's marketing initiatives plus its overall performance in a cutthroat sector justifies the research. Furthermore, not only Nestlé however other companies in the food as well as beverage industry may profit from this study's findings as they advance knowledge of branding including consumer behaviour. This study aims to advance understanding, guide marketing plans, and promote sustainable development for Nestlé along with associated businesses by examining the complex relationship among brand loyalty with brand image.

[bookmark: _Toc137748795]Chapter 2: Literature Review
[bookmark: _30p76hednr87][bookmark: _Toc137748796]2.1 Introduction
Two crucial marketing ideas, brand image & brand loyalty, are crucial in determining how well an organization does in the marketplace as a whole. A firm's goods or services can be distinguished from those of its rivals with the help of a solid brand identity, and brand loyalty assures repeat business and long-term consumer commitment. This literature analysis specifically emphasizes Nestlé as an illustration example while examining the connection among brand image and brand loyalty. In-depth studies of the connection among brand image & brand loyalty have been published in marketing literature. Although brand loyalty relates to a client’s dedication & connection to a specific brand, brand image relates to the overall image & opinion individuals have of a brand. Having a strong brand reputation, Nestle is a multinational food and beverage firm whose goods are well-liked all over the world. According to Dam and Dam, (2021, p. 10), a strong brand reputation can boost customer loyalty & promote repeat business. Nestle's emphasis on quality, wellness and environmental responsibility has contributed to the development of a positive brand perception among consumers.Additionally, Nestle has developed a number of marketing techniques to strengthen its brand's reputation and foster customer loyalty. For example, Nestle has created loyalty programs like the Nestle Club wherein consumers can get deals, enter giveaways, and get tailored promos. 
[bookmark: _kbmvhxnu3q00][bookmark: _Toc137748797]2.2 Brand image
Public perception of a specific brand is known as brand image. It is the culmination of a customer's perceptions of a brand, encompassing their opinions of its track record, personality, principles & feelings it arouses. The image of a company is influenced by a number of things, such as its marketing strategies, the caliber of its goods, the responsiveness of its staff & its general standing (Bernartoet al. 2020, p. 19). Establishing confidence & confidence in customers through a strong brand image is crucial & it can also help set a company apart from its rivals. Additionally, an effective brand image can establish emotional bonds with customers, resulting in retention & returning customers(Aqilaet al. 2022, p. 8). It takes patience and effort to develop a solid reputation for the company, which calls for coherent message & behavior across all touchpoints. By fostering a favorable relationship among the brand & the customer, a solid image of the company can contribute to the development of brand loyalty. In spite of the face of rival possibilities, customers that have a favorable perception of a brand will be more inclined to keep using its goods or services. Additionally, a strong brand reputation might draw in new clients who are searching for services & products that fit with their opinions and passions. Advertising, online platforms, excellent client service, the creation of products, and other promotional efforts can help businesses shape their perception of themselves (Yaseen and Mazahir, 2019, p. 17). 
Importance of strong brand image for a company
Companies can build a solid & enduring connection with their clients by putting their efforts into developing a great brand image.One of the biggest food and beverage corporations in the world, Nestlé, cannot stress the value of its brand image. Over the time, Nestlé has developed a strong brand reputation, which has significantly contributed to its profitability and competitive advantage. Nestlé sets itself apart from rivals in the highly competitive food and beverage industry thanks to its brand image. Nestlé distinguishes itself from competing businesses by developing a unique personality and reputation. Nestlé can draw in and keep clients who think highly of its brand because of its distinctiveness as a distinctive and reliable product. Brand reputation encourages customer trust and reliability. Nestlé has developed a reputation as a trustworthy and respectable brand thanks to its long history in the industry and dedication to quality and safety. Because they believe the brand will live up to it assures, buyers are more likely to buy Nestlé products (Creavenet al. 2020, p. 10).

A strong brand reputation fosters consumer loyalty and repeat business. Consumers are inclined to become devoted customers when they enjoy using Nestlé products and have a favorable opinion of the company. Customers that are loyal to a brand frequently pick that brand's products over competing ones, which results in consistent and sustained revenue for Nestlé.Value perceptions among consumers are influenced by brand image. Such perceived worth of Nestlé's products is increased by a strong brand image, enabling the business to charge higher prices. Customers are frequently willing to pay extra for goods that are connected to a trusted and superior brand like Nestlé. The solid brand reputation of Nestlé serves as a foundation for fruitful brand extensions & product range expansions. Since they identify the Nestlé brand with quality, dependability, and acquaintance, buyers are inclined to explore new items or product groups within the Nestlé umbrella. Nestlé may vary its product offering and expand into other markets with a higher probability of success thanks to this brand image expansion. A heavy brand reputation serves as Nestlé's defense in times of crisis or bad press. Because people are more inclined to give Nestlé an advantage of the doubt and believe that the company is making an attempt to address problems, a strong and favorable brand image helps to lessen the impact of negative events. Nestlé is better able to bounce back from setbacks thanks to its resilience.
In addition to appealing to customers, a strong brand image also draws top talent and possible collaborators. Nestlé draws skilled employees who wish to be connected with a respected brand thanks to its high brand recognition as an employer. In addition, Nestlé can establish strategic alliances with other businesses based on the potency of its brand image, resulting in relationships that are advantageous to both parties.
[bookmark: _qv79du67q9kf][bookmark: _Toc137748798]2.3 Brand loyalty
Brand loyalty is the commitment of a customer to a specific brand, which leads to recurrent purchases of their goods or services over the course of time. Clients are loyal towards an item, are happier with it & more willing to tell others about it.Brand loyalty is essential for businesses since it can result in higher profits, revenue, and an additional consistent clientele. Additionally, repeat consumers are more tolerant of sporadic problems with the product or service & are less likely to be swayed by competing companies.Consumer service, image of the brand, quality of product or service, price & brand perception are all elements that might affect a consumer's brand loyalty. By providing outstanding client service, developing loyalty programs, and recurrently offering high-quality goods & services, businesses can promote brand loyalty.It takes time & work to develop brand loyalty, but it can be a significant differentiator for firms in their industry. Businesses can boost their client value over time, enhance their reputation for quality & achieve a durable competitive edge over their rivals by building a loyal consumer base. The advantages of brand loyalty were nevertheless substantial. Businesses can develop a lasting competitive advantage across their market, improve the lifetime value of their customers, and improve their reputation for quality continually. Companies can build lasting relationships with consumers through the development of a devoted client base, which will result in continuing support as well as advocacy. For companies, brand loyalty has become a vital asset. Companies may build a loyal client base, improve their financial performance, as well as acquire a competitive edge in the marketplace by recognizing the variables that affect brand loyalty as well as putting plans in place to develop it.
[bookmark: _o0h847lixqty][bookmark: _Toc137748799]2.4 Relationship between brand image & brand loyalty
The general impression that consumers have of a brand is referred to as brand image. This encompasses the brand's standing, character, core beliefs, and the feelings it arouses in customers. A strong brand reputation can foster customer trust & faith, which fosters increased brand loyalty.Contrarily, brand loyalty describes the degree to which customers are devoted to one specific company & favor it above competing products. It is the outcome of a number of variables, including a favorable brand perception, excellent product quality & pleasant brand interactions.By constantly providing high-quality products, encouraging sustainability & interacting with clients via social media platforms & other channels of advertising, Nestle has concentrated on developing a favorable perception of its brand. The business has also made significant investments in R&D to provide innovative items that satisfy customer expectations (Marliawati and Cahyaningdyah, 2020, p. 19).Excellent levels of trust in the brand are an indicator of Nestle's solid marketing reputation. Customers are more likely to choose Nestle products over those offered by its rivals because they trust the company's brand. Additionally, Nestle, has put into practise a number of techniques to encourage brand loyalty, including providing loyalty programmes and fostering emotional ties with consumers through its marketing initiatives. For instance, Nestle's Nespresso brand has amassed a devoted following because of its dedication to simplicity, excellence and ecology. Consumers have had a distinctive and delightful experience because of the company's revolutionary coffee makers & the highest-quality coffee pods, which has resulted in an elevated level of devotion to the brand (Zia et al. 2021, p. 10). For Nestlé to maintain its competitive advantage within the food & beverage sector, these initiatives to build a positive brand image as well as foster brand loyalty were essential. Nestlé seeks to increase brand loyalty through dependable product delivery, forging strong emotional bonds with customers, as well as the use of powerful branding & marketing techniques. In addition to encouraging repeat business as well as higher sales, loyal consumers can help to promote the brand plus draw in new clients.For Nestlé to be successful in the long run, it is crucial to comprehend the connection between brand image with brand loyalty. The study aims to offer useful insights and suggestions that may direct Nestlé's marketing strategy and contribute towards its sustainable growth via thorough research regarding how Nestlé's brand image promotes brand loyalty within its customers. The results of this study can also benefit the larger field of branding along with consumer behaviour by supplying insightful information that other companies in the "food and beverage sector" along with elsewhere can use.
[bookmark: _xnibp31hf0ro][bookmark: _Toc137748800]2.5 Impact of brand loyalty and brand image on building the awareness for brand
Increasing awareness of a brand can be significantly influenced by brand image & customer loyalty. Customers are more inclined to be familiar with a brand & look for its goods & services once they hold a favorable opinion of it. Customers are more inclined to refer a brand to their friends or whoever they are connected to it. Good reputation may be a potent method for increasing brand recognition because it can introduce a company's name & products to new clients (Creavenet al. 2020, p. 19). Customers are more inclined to commit to repeat purchases when they've remained brand loyal. As a result of more people seeing and using goods from the brand, exposure for the company may improve (Budiman, 2021, p. 16). A brand can differentiate itself from rivals and become more immediately recognisable for customers by having a strong brand identity. Clients are inclined to recall & seek out a brand as they make purchases when they are already accustomed to it & its image. Clients posting great brand experiences & interacting with the company online can enhance participation on social media sites if the brand has a solid reputation & a devoted following. This may result in the brand becoming more visible and well-known to a larger audience. While there is a wealth of information on the connection among brand image & brand loyalty, little research has been done explicitly on the subject of Nestle (Businessnewsdaily.com, 2023). Nestle offers a special scenario for examining the link among brand image && brand loyalty as a large international food & beverage firm with an established brand reputation. As a result, this study's literature review contains a gap because no studies have looked only at how Nestle's reputation has affected its brand loyalty. Additionally, research is required to determine how Nestle's consumer engagement & relationship-building tactics, especially in the light of social media, loyalty programmes, personalization, relationships & initiatives related to corporate responsibility, have affected its brand image & brand loyalty. By performing an investigation into the case of Nestle, analysing the connection among brand image & brand loyalty & looking into how consumer interaction & relationship management contribute to brand loyalty, this research project aims to close this gap. This study tries to fill this research vacuum by examining the connection between brand image with brand loyalty within the case of Nestlé. The research project aims to offer perspectives on Nestlé's particular situation and shed illumination on the connection between brand image with brand loyalty by looking at the way consumer engagement and relationship management affect brand loyalty. By filling this research gap, Nestlé along with other companies in the food as well as beverage industry including elsewhere will gain from it as well as a greater understanding of branding as well as customer behaviour.
[bookmark: _Toc137748801]2.6 Function of relationship management & client interaction in fostering brand loyalty
Relationship marketing is a component of CRM that prioritises long-term involvement & customer loyalty over short-term objectives like gaining new clients or individual revenue generation. Relationship marketing, also known as customer relationship marketing, aims to establish deep, even emotional relationships between a company and its clientele that may result in recurring sales, unpaid word-of-mouth advertising & consumer data that might produce leads. The more conventional transactional marketing strategy, which is centered on boosting the volume of individual sales, contrasts with relationship marketing (Businessnewsdaily.com, 2023). The profit earned on attracting consumers costs under the transactional model could not be sufficient. Without a solid relationship marketing plan, a consumer may not choose that brand again after being persuaded to do so the first time. As potential moderating factors in the connection between brand image and brand loyalty, trust, perceived value & satisfaction are noted (Businessnewsdaily.com, 2023). Consumers' trust in the Nestlé brand is reflected by the word "trust." Perceived value indicates how people evaluate the advantages and value of Nestlé products. Consumers' levels of contentment with their contacts as well as observations with Nestlé are referred to as satisfaction. Corporate social responsibility (CSR), communications between brands, and quality of goods are seen as moderating factors that may affect how strongly brand image & brand loyalty are related. The level of professionalism and dependability in Nestlé's products is referred to as the quality of the item (Businessnewsdaily.com, 2023). Clear and consistent messaging to customers is guaranteed by effective brand communication. CSR projects include.CRM is beginning to take on a more significant role for many businesses, even though organizations combine components of both interaction & transactional marketing together.The principles of consumer experience management (CEM), which concentrates on enhancing consumer interactions to increase brand loyalty, serve as the foundation for relationship marketing. Although these exchanges continue to take place in person or over the phone, relationship marketing & CEM have largely moved online. Developing brand loyalty requires effective relationship management & interaction with clients. Nestle has put into practise a number of techniques to interact with its consumers & create enduring bonds that will ultimately promote brand loyalty. Here, outlined are a few instances:
Social media: Nestle interacts often with its audience on sites like Twitter, Instagram, Twitter & LinkedIn. The business uses social media to communicate information about its activities and goods, answer client questions, and get input from its supporters.Programmes that reward clients for their loyalty include the Nespresso Club, one of Nestle's many loyalty initiatives, which offers members special discounts & privileges. Consumers are encouraged to keep buying Nestle products as a result & their loyalty is recognized and valued (Yaseen and Mazahir, 2019, p. 10).
Individualization: Nestle uses client information to tailor its promotional materials communications with consumers. For instance, the business uses consumer data to tailor discounts & recommendations based on customers' tastes and past purchases.
Partnerships & collaborations: Nestle works with other brands & businesses to provide consumers with distinctive services and goods. This increases consumer engagement & loyalty by generating enthusiasm and conversation about the brand. Initiatives for CSR: Consumers who value moral & ethical behavior value Nestle's initiatives for CSR, such as its dedication to ecology responsible source (Marliawati and Cahyaningdyah, 2020, p. 17). Nestle has strengthened its relationship with its consumers and developed brand loyalty by sharing what they believe in.
[bookmark: _Toc137748802]2.7 Literature gap
While there is a wealth of information on the connection among brand image & brand loyalty, little research has been done explicitly on the subject of Nestle. Nestle offers a special scenario for examining the link among brand image & brand loyalty as a large international food & beverages firm with a solid reputation for brand loyalty. As a result, this study's comprehensive literature review contains a gap because no studies have specifically looked at how Nestle's corporate image has affected the company's customer loyalty. Additionally, research is required to determine how Nestle's consumer engagement & relationship-based management strategies, especially in the setting of social media, loyalty programs, customization, collaborations & initiatives related to social responsibility, have affected its brand image & brand loyalty. By performing a case study of Nestle, analyzing the connection among brand image & brand loyalty, and looking into how consumer interaction & relationship management contribute to brand loyalty, this study aims to close this gap.
[bookmark: _Toc137748803]2.8 Conceptual framework
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Figure 1: Conceptual framework
(Source: Created by the learner)
In particular, using Nestlé as a case study, the conceptual framework of this study tries to provide a structured explanation of the relationship among brand image and brand loyalty. It describes the main ideas, factors, and linkages that will be investigated in the study. The independent variable, brand image, includes a number of components, including brand associations, awareness, perceived superiority, customer loyalty, brand attachment, and exclusive brand assets. The perception and reputation that people have of the Nestlé brand as a whole are influenced by these factors. The dependent variable, which is brand loyalty, measures a customer's long-term commitment to and frequency of repeat purchases of the Nestlé brand. It comprises both attitudinal loyalty (favorable brand views and preferences) and behavioral loyalty (repeated buys). 
[bookmark: _Toc137748804]2.9 Summary
In summary, maintaining positive customer relationships and engaging with consumers are essential to fostering loyalty to any brand. Nestle has successfully used a number of consumer engagement & relationship management tactics. Nestle has cultivated a feeling of brand loyalty & appreciation among its clientele through the use of social networks, loyalty programs, personalization, partnerships & CSR activities, ultimately increasing brand loyalty. This literature review emphasizes their connection by highlighting the significance of brand image in fostering loyalty to the company. A positive brand image effects brand loyalty favorably, resulting in repeat business, consumer loyalty & endorsement. For Nestlé, cultivating brand loyalty & upholding a positive perception of the company call for strategic measures centered on the quality of products, control of reputation, communication with consumers, CSR programs. Companies can use efficient marketing techniques to create & maintain a competitive edge in the marketplace through recognizing the connection among brand image & brand loyalty. For Nestlé, brand image is of greatest importance. It gives the organization a competitive edge, encourages customer loyalty, affects value perceptions, permits brand extensions, safeguards the company's image, and draws in brilliant people and collaborations. Nestlé has enjoyed sustained success in the worldwide food and beverage sector thanks to its dedication to upholding and improving its brand image.



[bookmark: _Toc137748805]Chapter 3: Methodology
[bookmark: _Toc137748806]3.1 Introduction
A thorough knowledge of the research design, data collection procedure, and analytical methodologies used to achieve the research objectives must be provided in the methodology chapter of a research study. This chapter provides readers with a road map by explaining the methods and approaches utilized to look into the connection among brand loyalty & image in the case of Nestlé. The purpose of this introduction is to give an overall summary of the significant elements of the chapter on methodology the justification for their selection.The general research methodology and study philosophy are introduced in the first section of the chapter.  The interpretivist research philosophy, which places a strong emphasis on comprehending & interpreting people's subjective experiences and perceptions, is discussed. The interpretivist research methodology is judged appropriate for this study because it enables an examination of customers' individual perceptions of Nestlé's brand image & their brand loyalty. This attitude makes it easier to comprehend the subtleties & complexities involved in relationships between brands and consumers. The research design that was used for the study is then covered in the chapter. The deductive research strategy, which entails putting theories and written works' hypotheses to the test, has been adopted. This method enables a controlled, systematic evaluation of the connection among brand image & brand loyalty. The study uses logical inference to draw findings regarding Nestlé's brand image & its effect on customer loyalty. This builds on prior information and theories in the field.
[bookmark: _Toc137748807]3.2 Research Philosophy
This study, which examines the connection among brand perception as well as brand loyalty in the setting of Nestlé, uses the interpretivist research philosophy. Brand loyalty & reputation are ephemeral concepts based on people's opinions, behaviors that are emotions. The necessity of comprehending these arbitrary meanings & interpretations that people give to occurrences is acknowledged by interpretivism. The study recognizes that brand image & brand loyalty are created by society and dependent on the setting, necessitating a thorough investigation of what customers think by taking an interpretivist approach. Interpretivism favors qualitative data gathering techniques like group discussions, findings & interviews because they provide in-depth understandings of participants' feelings and experiences.Iterative and adaptable research designs and methodologies are made possible by the flexibility that interpretivism affords. When researching intricate & dynamic phenomena like brand loyalty & image, this is especially important. As the investigation goes on, the research can accept shifting the subject matter, changing data collection techniques & incorporating fresh discoveries. For organizations, interpretivist research can offer insightful information & useful consequences. Nestlé's marketing tactics, branding initiatives & relationship building procedures can benefit from knowing customers' subjective perceptions of brand image & loyalty to the brand. This will help Nestlé increase brand loyalty & boost its competitive position.
[bookmark: _Toc137748808]3.3 Research Approaches
This study, which examines the connection among brand image & brand loyalty in the context of Nestlé, uses a deductive research methodology. Deductive research makes use of pre-existing theories & ideas to create hypothesis and direct the investigation. An extensive body of research on brand image & brand loyalty serves as the theoretical groundwork for this investigation. The empirical verification of particular hypotheses drawn from these theories is made possible by the deductive method. When the study goals are clear and precise, the deductive technique is appropriate (Aqilaet al. 2022, p. 8). The purpose of this study is to look into the connection between brand loyalty & brand image in the overall picture of Nestlé.By directing the study towards addressing particular research questions and evaluating prepared hypotheses, the deductive technique enables a targeted study. Deductive research includes developing hypotheses according to previously accepted theories & empirically testing them. With this method, empirical data can be gathered to confirm or deny the hypothesis. This study uses a deductive method to explore the relationship among brand image & brand loyalty experimentally & to provide evidence for or against the given hypotheses. Quantitative data is frequently gathered & analyzed in deductive research. For the purpose of this study, standardized questionnaires or surveys may be used to collect information on customers' opinions of brand loyalty & perception of the brand. The deductive approach enables statistical analysis & quantitative hypothesis testing, offering impartial & understanding results.
[bookmark: _Toc137748809]3.4 Research design
Since descriptive research seeks to provide a precise and thorough explanation of a phenomena or a group of variables, it has been utilized for this study to examine the connection among brand image & brand loyalty in the instance of Nestlé. Studying the connection among image of the brand & brand loyalty in the setting of Nestlé is the main goal of this study. Investigation & thorough examination of these elements are made possible by descriptive research, which paints an accurate representation of their traits, patterns & trends. Data collection & statistical measure summarization are key components of descriptive research. Quantitative approaches such as survey’s can be used in the present research to gather data to gauge consumers' perceptions of Nestlé's brand image and loyalty for the brand (Aqilaet al. 2022, p. 9). The data can be summarized and analyzed using descriptive statistical techniques including mean, median, mode & distributions of frequencies, which offer insights into the predominant trends & response dispersion. For the purpose of setting baseline data or benchmarks for additional analysis or comparison, descriptive investigations are helpful. This study can offer a thorough overview of the present condition of brand image & brand loyalty in the context of Nestlé through carrying out a descriptive study on these issues. This baseline data can be used as a starting point for upcoming research, continuous evaluation, or comparison evaluations. The quantification & categorization of relevant variables is possible with descriptive research. Using well specified indicators and survey items, brand image & brand loyalty are capable of being implemented into quantifiable variables in this research.Descriptive research offers useful information that can influence decision-making. The research's conclusions might direct marketing tactics, brand management procedures, & consumer engagement initiatives by demonstrating the connection among brand image & brand loyalty in the setting of Nestlé. Based on the uncovered traits & trends, the descriptive quality of the research enables real-world applications & actionable suggestions to improve brand loyalty.
[bookmark: _Toc137748810]3.5 Research Strategy
[bookmark: _Toc137748811]3.5.1 Type of Investigation
An exploratory investigation is the form of research used in this study. A somewhat uncharted or understudied issue is the focus of a preliminary examination in order to discover & collect new information. It is frequently carried out when there is little conceptual or existing understanding about the connection among brand image & brand loyalty, particularly in the context of Nestlé.
The study uses an exploratory investigation to find new viewpoints, trends, and patterns about the concepts of brand image & brand loyalty. It enables a comprehensive investigation of the phenomena, taking into account a number of variables that could have an impact on the correlation among brand image and brand loyalty. To fully comprehend the dynamics at work, the research might look into customer views, attitudes, behaviors& experience.
[bookmark: _Toc137748812]3.5.2 Choices
The research design, data collection procedures & data analysis methodologies are just a few of the important factors covered by the research plan selections for this study. The cross-sectional choice was chosen for this study. Data is gathered using a cross-sectional approach to explore the connection among brand image & brand loyalty at a particular point in time. This layout enables a glimpse of the present attitudes, behaviors, and views of Nestlé customers or other people familiar with the company's brand image.
[bookmark: _Toc137748813]3.5.3 Time Horizon
	Activities
	Day 1-20
	Day 21-30
	Day 31-40
	Day 41-50
	Day 51-60

	Identification of research aims and objectives
	
	
	
	
	

	Understanding existing literatures
	
	
	
	
	

	Understand data collection methods
	
	
	
	
	

	Identification of ethical considerations 
	
	
	
	
	

	Taking eedbacks from Superiors
	
	
	
	
	


Figure 2: Time Horizon
(Source: Created by the learner)
[bookmark: _Toc137748814]3.6 Sampling method
[bookmark: _Toc137748815]3.6.1 Sample type
In this context it can found that the learner has been demonstrate that random sample method. Existing and future Nestlé customers, as well as people with expertise or experience relating to Nestlé's brand image & goods, may be included in the sample.
[bookmark: _Toc137748816]3.6.2 Sample size
The target population is represented by a sample of 103 individuals. As there was enough information now available to continue the research based on the survey. To attain statistical significance & enable insightful analysis, the sample size is chosen.
[bookmark: _Toc137748817]3.6.3 Sampling method
The sampling technique used in this study, which examines the connection between brand image & brand loyalty in the context of Nestlé, is simple random sampling. A simple method called simple random sampling makes sure that every member of the intended population has an equal probability of being chosen for the study. The group of people or things to which the study hopes to generalize its findings is known as the target population. In this instance, new & current Nestlé consumers as well as those with expertise or experience relating to Nestlé's brand image & goods may be included in the target market. Every person in the sampling frame has a comparable likelihood of being selected for the sample thanks to the random selection method.
[bookmark: _Toc137748818]3.7 Data collection method
The primary data collection technique used in this study, which examines the connection among brand image & loyalty to the brand in the setting of Nestlé, is the survey technique. In order to collect quantitative info from an extensive number of individuals, surveys are a popular and efficient approach. The survey had been thoughtfully created to match the study objectives & collect pertinent data on brand loyalty & image. The poll asks structured inquiries to gauge respondents' thoughts, mindsets, and actions about Nestlé's brand image as well as their brand loyalty. The validity and reliability of the survey questionnaire are improved. To precisely evaluate the intended constructions of brand image & brand loyalty, the survey questions are meticulously created. The survey can be tested with a smaller sample of participants to assist identify any problems or potential areas for improvement. The dependability of the data gathered is also improved by using established scales or verified measurements.This study collects quantitative data from a sizable and varied sample of people using a survey technique as the primary data collection approach. The chosen participants are invited to respond to the survey questions or offer the data required for the study. Depending on the accessibility of the participants & the resources that can be used for data collection, the data collecting process might take place online, by postal surveys, or in-person administration. The survey makes it possible to assess participant views, beliefs & behaviors related to brand loyalty & brand image, giving important insights into how these categories relate to one another in the wider picture of Nestlé. To ensure accuracy & validity, the survey topics are created based on accepted scales or theories in the industry. The survey is delivered to the chosen respondents using a variety of platforms, including the internet, email invites, and in-person administrations. Participants receive straightforward guidance and instructions to make sure they comprehend the goals of the study, the significance of their replies, and any ethical issues. Usually, participants are given a specific amount of time to finish the survey.
[bookmark: _Toc137748819]3.8 Data analysis process
Quantitative analysis is performed on the survey data that has been obtained. To analyze the data and study the relationship among brand image & brand loyalty, statistical approaches like descriptive statistics, correlational analysis, regression analysis, or factor analysis can be utilized. The results are presented using the relevant graphs, tables, or charts to give a concise summary of the findings.
[bookmark: _Toc137748820]3. 9 Ethical considerations
Before starting a study, researchers had obtained ethical authorization from the appropriate institutional review panels or scientific ethics councils. The research had been carried out in accordance with any relevant ethical standards, rules, and laws. The achievements made by participants as well as any other people or organizations involved with the research had been properly acknowledged by the researcher. To maintain the study's integrity & trustworthiness, the techniques, constraints & possible contradictions of interest had been openly disclosed in the research findings. Before taking part in the study, participants gave their consent after being fully informed. They were thoroughly informed of the research's objectives, methods, potential dangers, and advantages. Consent was freely given and shouldn't be the result of compulsion or improper influence. The ability to leave the study at any moment should be guaranteed without repercussions.
Participants' privacy and confidentiality had been protected by researchers. Participants' identities had, whenever feasible, be kept anonymous and the data collected had been handled with strict secrecy. Only authorized individuals have access to data that is stored safely. Participants' privacy had been respected, & researchers had made sure that all applicable data protection laws and regulations are followed when handling their personal information. To protect participant privacy, personal identifiers were kept to a minimum & data had been anonymized whenever possible. Researchers took utmost precautions to reduce any possible discomfort or injury to volunteers. This involves making sure that survey or interview questions aren't invasive, delicate, or potentially dangerous. If any participant experiences difficulty during or after the study, they were debriefed and given the proper help.
The ethical goal of the study was to minimize any potential hazards to participants and society while maximizing any possible advantages. The study's practical applications were benefitted the participants or the larger community, and the findings was enhanced knowledge. The interests and wellbeing of participants were given top priority throughout the study process. Researchers had made an effort to carry out the study in an objective & open manner. It is important to collect, analyze & interpret data in an objective manner without falsifying or distorting the outcomes. Conflict of interest had been managed responsibly and disclosed.
[bookmark: _Toc137748821]3. 10 Research limitations and Accessibility issues
Even though the study used simple random sampling, its generalizability to the full community may be constrained. The sample might not accurately reflect the whole range of Nestlé clients or those knowledgeable about Nestlé's goods & brand. This restriction may affect the study's results' validity outside the study & their applicability to a larger population. The agreement of participants to complete the survey is a requirement for the study. Response bias is a potential, where participants who choose to answer might have various traits or attitudes in comparison to non-respondents. The reliability or representation of the data that was collected may be impacted by this bias, which could result in skewed findings. Participants' self-reported beliefs, attitudes & behaviors about brand image & brand loyalty are used as the basis for the research. Self-report measurements could be skewed by factors like social attractiveness or recollection bias. Participants may give answers they feel are socially acceptable or may struggle to remember their own events or perceptions with accuracy. The cross-sectional nature of the study may make it more difficult to identify causal links between brand image and brand loyalty. The course of causality or prospective changes throughout time cannot be determined by data gathered at a particular point in time. More reliable proof of causal links would be offered by continuous or experimental approaches. The special emphasis of this study on Nestlé restricts the findings' applicability to other businesses or sectors. The relationship among brand perception & brand loyalty may be influenced by the distinctive qualities or consumer perceptions that differ among various brands. Therefore, care should be taken when extrapolating the study's conclusions to other situations. 
Due to the study's dependence on surveys, it may be inaccessible to those who have little to no access to the internet or other digital platforms. This can lead to a bias in favor of individuals who are more technologically proficient or have easier access to internet resources. By offering alternate data gathering routes or methodologies, efforts ought to be taken to promote varied and inclusive involvement. Barriers based on language & culture may affect accessibility. Those who don't speak or comprehend that language could not be allowed to take the survey if it only comes in that one language. This restriction can be addressed to increase availability by converting the survey into other languages or helping non-native speakers. The online survey may be difficult for respondents to complete if they don't have a connection to technology or have inadequate digital literacy abilities. It is possible to get around these obstacles and increase accessibility for a larger range of participants by making sure that intuitive user interfaces, straightforward directions, and assistance with technology are provided. The survey's openness could unintentionally result in a bias in favor of particular demographic groupings. Examples of people who may be dominant in the sample include those with higher socioeconomic level or younger generations who are more inclined to have access to the internet digital literacy abilities. Reaching out to marginalized groups and ensuring that they participate in the study should be top priorities.
[bookmark: _Toc137748822]3.11 Conclusion
As a result of its connection with the preexisting theoretical structure, specific research aims, the evaluation of hypotheses, analysis of quantitative data, chance of the ability to be general rigorous method design, the method known as deductive research has been used in this study. By using a deductive methodology, this study adds to the body of empirical research on the topic of the relationship among brand image & brand loyalty in the context of Nestlé while also offering general marketing and customer behavior insights. The relationship between brand image & brand loyalty in the context of Nestlé has been investigated, described, quantified, and categorized in this study using descriptive research. The research's conclusions give practical consequences for Nestlé & other businesses in the field of marketing & provide a thorough grasp of these characteristics, develop baseline data, permit generalization, and management of the brand. Researchers should be aware of any potential biases & limits in their data collection & analysis techniques in order to overcome these limitations and accessibility difficulties. Along with overcoming many of these drawbacks and improving accessibility, integrating qualitative research, or carrying out follow-up studies can offer an improved comprehension of the connection among brand image & brand loyalty.


[bookmark: _Toc135988154][bookmark: _Toc137748823]Chapter 4: Data Analysis
[bookmark: _xnk7ty3ky8xm][bookmark: _Toc135988155][bookmark: _Toc137748824]4.1 Introduction
Understanding as well as interpreting information from a variety of areas, including "the social sciences to business and healthcare", depends heavily on the subject of quantitative data analysis. Researchers may identify significant patterns, connections, as well as trends among datasets by using statistical techniques, which can result in insightful conclusions and well-informed decision-making. This data analysis chapter, which focuses on correlation & regression analyses, shows the results of a quantitative data analysis that was done on an example dataset in this setting.The report opens with a descriptive analysis of the research's factors, including "gender, age group, brand familiarity, purchasing behaviour, opinions of quality and brand image, referrals", willingness to pay more, plus future purchase intentions. Descriptive statistics provide a thorough summary of the information, allowing for a greater knowledge of the variables that are being studied, such as "means, standard deviations, and sample sizes".
The paper then digs into the "correlation analysis", looking at the links between variables that are statistically significant at different levels. The results emphasise the intensity and importance that the observed links while highlighting how unlikely it is that these correlations are the result of coincidence. To determine the specific nature, direction, as well as practical consequences of these interactions, the paper highlights the requirement for additional research.The study also includes the findings of a regression analysis that looked at how the link between the dependent factors (gender) with a number of separate variables (survey questions) impacted the results. The statistically significant nature of the "coefficients" determines the strength and validity of the correlations, while the "regression coefficients" illuminate how each variable affects gender.
[bookmark: _3zlyl1h93h5p][bookmark: _Toc135988156][bookmark: _Toc137748825]4.2 Quantitative data analysis
[bookmark: _Toc137748826]4.2.1 Survey analysis
Correlation
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Table 1: Descriptive Statistics
(Sources: SPSS work)
The correlation descriptive statistics table within this section contains important details regarding a number of variables. Let's take a closer look at every variable's statistics.
Let's examine the "Gender" variable first. The collection tends to have a larger value regarding this variable, as indicated by "the mean value of 1.583". The data appear to have little in the way of variability, as indicated by the standard deviation of 0.4956 (Esfahani, 2019). There are a total of 103 observations regarding this variable, which is shown by the sample size, represented as "N," which is 103. The "Age Group" statistic has a mean reading of 3.087, as we move on. This implies that, on typical, the respondents fit into a particular age bracket, which would need more settings to be properly interpreted. The 0.9086 standard deviation suggests a comparatively significant degree of data point dispersion about the mean. Its sample size is fixed at 103. Let's now concentrate on the variable "Recognising the Nestle Name" (Ranfagni et al. 2021). According to the mean value of 1.039, participants generally have a poor level of familiarity regarding the Nestle brand. The replies are believed to be closely clustered about the mean value based on the low standard deviation of 0.1941. The sample size stays at 103 once more.
Next, we look at the "Have You Bought a Nestle Product" variable. The average probability that respondents will buy Nestle products is low, as indicated by the mean value of 1.010. Through a standard deviation being 0.985, the replies varied significantly, with certain participants showing a stronger propensity to buy Nestle products (ABDURAHMAN, 2021). The 103-person sample size remained steady. We then investigate the response "Do You Think Nestle Products are of Good Quality?" The median response rate was 1.058, which indicates that respondents generally have a favourable opinion of Nestle goods' quality. "The standard deviation of 0.2354" points to a considerable degree of viewpoint diversity. The sample size is still 103 this time. We continue to see a mean value of 1.223 for the "Do You Think Nestle Brand Image is Better Than That of Its Competitors" variable. This shows that respondents generally believe Nestle has an improved brand image compared to its rivals (Orji et al. 2020). The sd of 0.4185 suggests a very significant degree of responder variability. The sample size is fixed at 103.
The "Have You Ever Referred Others to Nestle Goods" variable is the next thing we take into account. The mean value of 1.330 shows that respondents generally had a moderate propensity to recommend Nestle products to others (Kamal et al. 2020). The SD of 0.4725 indicates that there is some variation in the answers. The number of samples is still 103. The next variable we look at is "Would You Spend More Money on Nestle Products". The median result of 1.272 indicates that respondents were generally a little more inclined to spend cash on Nestle products. Reaction variability is moderate, as indicated by the SD of 0.4471. The number of samples is still 103. The last variable we examine is "Will You Still Be Buying Nestle Goods in the Future". The median result of 1.029 indicates that respondents generally have a favourable propensity to continue buying Nestle products in future years. The replies are believed to be closely clustered about the median number based on the low SD of 0.1690 (Arnhold, 2019). The number of samples is kept at 103. In conclusion, the correlation descriptive statistics tables offer insights into a variety of variables such as gender, age group, acquaintance with Nestle, buying habits, opinions of quality plus brand image, referrals, desire to pay more, plus future planned purchases. By analysing this information, I can learn useful things.
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Table 2: Correlation
(Sources: SPSS work)
The statistical study demonstrates that both of the parameters are significantly related at various levels. It is clear that "0.01 level (2-tailed)," which denotes that the observed correlation is statistically significant given a probability of below 0.01 (or 1%) in a two-tailed test, is where significance starts. This study shows that it is exceedingly unlikely the following: correlation among the factors happened by chance (Eric et al. 2022). Similar to the previous example, the statement "correlation was significant within the 0.05 level (2-tailed)" indicates that the "correlation is statistically significant at the 0.05 level (2-tailed)", with a likelihood of occurring randomly of not more than 0.05 (or 5%). 
This improves the correlation's statistical significance even more. The findings overwhelmingly show a significant correlation between the two variables, suggesting a connection that is unlikely to have arisen at random. It is important to underline the statistically significant connection that these data establish, even though more research is required to pinpoint the exact type, intensity, as well as direction of the correlation along with examining the fundamental relationship between the components (Amoako et al. 2021). Future research should dive more deeply into comprehending the particular traits and implications of this association, as well as offer greater direction on how to 
analyse it along with its practical usefulness.


















Regression analysis
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Table 3: Variable entered/Removed
(Sources: SPSS work)
We can learn about the dependent variable, which stands for the query "What is your gender," within this regression analysis table. We also see that every one of the variables was thoroughly analysed, indicating that numerous factors have been taken into account (Castro and Chambers, 2019). The variables utilised in the analysis line up with the study's survey questions. The purpose of the regression analysis has to determine the relationship among the numerous independent variables, or else survey questions, with the dependent variable (gender). The researchers may investigate how every questionnaire item contributes to comprehending gender differences by including every factor in the evaluation.
[image: ]
Table 4: Model Summary
(Sources: SPSS work)
Key details regarding the regression analysis are provided in the "model summary table" that is shown above. The R-value of 0.245 denotes a moderate correlation, and the "R Square value of 0.060" shows that the "independent variables" account for around 6% of all variance of the dependent variable (Putri and Triyono, 2020). The total number of predictors has been taken into account by the adjusted R Square, which is -0.020, as well as the standard error for each estimate, which is 0.5004, representing the standard deviation between the actual & predicted values.
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Table 5: ANOVA
(Sources: SPSS work)
The above ANOVA test in regression analysis help to understand the details of the different model details and sum of squares, df and Mean Square and F value and Sig value details, This Table it can found that the regression model Sum of Squares value is 1.509 and the Df value is 8 and the mean square value is .189 and F value is .753 and Sig is .645 (Pettersson and Hannelius, 2021). In this table, it can also be found that the residual model Sum of Squares value is 23.540 and the Df value is 94 and the mean square value is .250. Apart from this, it can understand that the total value is 25.049 and the total df value is 102
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Table 6: Coefficients
(Sources: SPSS work)
The coefficients within the table above offer important details about how the survey's variables relate to one another. The gender of the respondent has the dependent variable for this study, while further survey items are the constants or independent variables. According to the table, the gender constant coefficient (B) has been 1.878 given a standard deviation of 0.654 (Nguyen, 2020). Given that the standardised coefficient Beta is zero, gender has no discernible influence on any additional variables. The significance value (Sig) of 0.005 plus the t-value of 2.781 implies that gender along with other factors may be related statistically. The coefficient (B) for the age group variable has 0.039, along with the standard error has 0.056. The age group plus all other variables have a somewhat favourable association, as indicated by the standardised coefficient Beta of 0.71. This t-value of 0.686 with the Sig value of 0.494, indicates that there might not be any statistical significance to this association (Osidele, 2021). Let's now look at the Nestle name variable's coefficient, which is -0.295 plus a standard error of 0.313. 
There is a weak negative association, as indicated by the standardised coefficient Beta of -0.116. The t-value of -0.943 plus the Sig value of 0.348 indicate that there might not be any statistical significance to the association. The coefficient for the subsequent variable, "ever bought a Nestle product," is -0.278, given a standard error of 0.597. An extremely weak negative association is indicated by the standardised coefficient Beta, which is -0.055. This t-value of -0.467 with the Sig value of 0.642 shows that there is not a statistically significant connection between the two variables (Le et al. 2020). The coefficient for consumer perception of Nestle product quality was 0.164, having a standard error of 0.250. Since the standardised coefficient Beta is 0.092, the link is just marginally positive. The t-value of 0.776 with the Sig value of 0.440 indicates that there might not be any statistical significance to this association. The coefficient for the "Nestle brand image variable" is 0.125, given a standard deviation of 0.136. With a standardised coefficient of beta of 0.106, the association is just marginally positive. 
The t-value of -0.921 with the Sig value of 0.359 indicates that there may not be any statistical significance to this association. Last but not least, the coefficient for the "still being Nestle good" variable is 0.093, with a standard error of 0.032 (Dart, 2020). The association is moderately positive, as indicated by the standardised coefficient Beta of 0.264. The t-value of 0.264 with the Sig value of 0.793 indicates that there might not be any statistical significance to this association. Ultimately, this descriptive analysis regarding the coefficients offers perceptions of the connections among survey variables. Statistical significance has to be present for drawing meaningful inferences, but it's essential to keep in mind that there are some instances where the associations found might not be of statistical significance.
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Table 7: Residuals Statistics
(Sources: SPSS work)
The above table is the residuals Statistics which helps to understand regression analysis minimum, maximum, mean, std Deviation and N value. This table helps to understand that the predicted Value minimum value is 1  and the maximum value is 1.843. It can also be found that 1.583 is the mean value and .216 is the Std Deviation value and N is the 103 (Patimahet al. 2023). Similarly, it can also be found that the Std Predicted Value is -4.790 and 2.139 is the maximum value where the mean value is .000 and Std Division is 1.000 and N is 103. Similarly, it can also be found that the Std Error of Predicted Value is .065 and .500 is the maximum value where the mean value is .128 and Std Division is .074 and N is 102. Similarly, it can also be found that the Adjusted Predicted Value is .870 and 2.155 is the maximum value where the mean value is 1.584 and Std Division is .1458 and N is 102. Similarly, it can also be found that the residual value is -.7762 and .6829 is the maximum value where the mean value is .0000 and Std Division is .4804 and N is 102 (Rashid et al. 2021). Similarly, it can also be found that the Std Residual Value is -1.629 and 1.755 is the maximum value where the mean value is .004 and Std Division is 1.011 and N is 102. Similarly, it can also be found that the Deleted Residual Value is -1.1551 and 1.1301 is the maximum value where the mean value is .0038 and Std Division is .5363 and N is the 102. Similarly, it can also be found that the Std Deleted Residual Value is -1.644 and 1.775 is the maximum value where the mean value is .002 and Std Division is 1.013 and N is 102.
[image: ]
Figure 3: Histogram chart on Regression Standardised Residual
(Sources: SPSS work)
The regression Standardised Residuals are shown in the aforementioned histogram figure. This graph offers insightful information about the residuals' distribution. The graph demonstrates that the residuals have a range from a minimum value of about 0.004 to a high value of about 30 (Kiss et al. 2022). When the graph is examined more closely, the residuals' mean value has been determined to be roughly 1.26E-16, which suggests a nearly zero mean. The variation of the data points about the mean can be observed by the residuals' standard deviation, which is 0.960. The total number of observations taken into account for the analysis can be determined by the N value of 103.
[bookmark: _Toc137748827]4.2.2 Discussion
Frequencies
[image: ]
Table 8: Statistics
(Sources: SPSS work)
The regression Standardised Residuals are shown in the aforementioned histogram figure. This graph offers insightful information about the residuals' distribution. The graph demonstrates that the residuals have a range from a "minimum value" of about 0.004 to a high value of about 30. When the graph is examined more closely, the residuals' mean value has been determined to be roughly 1.26E-16, which suggests a nearly zero mean (Arifineet al. 2019). The variation of the data points about the mean can be observed by the "residuals' standard deviation", which is 0.960. The total amount of observations taken into account for the analysis can be determined by the N value of 103. It may also be understood that the median value for gender has been 2.0, the median value for age groups is 4, along with the median value for other variables is 1.0. It also understands that the gender standard deviation is.4956, and the age group standard deviation is.9086, plus the Nestle name standard deviation. The standard value has .2354, the deviation is.0985, as well as the additional variable standard deviations are.4185, .4725,.4471, plus .1690 (Narsimha et al. 2021). The product has good quality. One can also discover which the minimum, as well as maximum values, are 1 and 4, respectively.
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Table 9: Frequencies table on gender
(Sources: SPSS work)
The gender variable is summarised in the table above. The frequency value for male participants, based on the table, is 43, whereas the frequency value for female participants has 60, making an entire frequency value of 103 (Delgado, 2019). This is also clear that 41.7% of participants are male, which corresponds to both the valid percent plus the cumulative percent for men. The table also shows that 58.3% of participants are female, which corresponds to the valid percent plus cumulative percent for females, which totals 100%. These data provide a thorough knowledge of the respondents' gender distribution.
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Table 10: Frequencies table on Age group
(Sources: SPSS work)
The age group variable is defined in the preceding table. This age group table recognises that the participant frequency value for participants aged 10 to 20 is 7, for those aged 21 to 30, for those aged 30 to 40, for those aged 31 to 40, and for those aged 40 and over, for participation frequency value of 7. 103 has the total frequency value. This can also comprehend that the proportion for the 10 to 20-year age group is 6.8%, the valid percentage is 6.8%, along with the cumulative percentage is 6.8% (Ing, 2019). Another finding is that the percentage of participants in the 21–30 year age group is 16.5%, the percentage of valid participants is 16.5%, and the cumulative percentage is 23.3%. It is also clear that the percentage for the 31–40 age bracket is 37.9%, the legitimate percentage is 37.9%, as well as the overall percentage is 61.2%. Additionally, it was discovered that the participation percent for the over-40 age group is 38.8%, the valid percent has 38.8%, and the cumulative percent is 100.
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Table 11: Frequencies table about recognition of the Nestle name
(Sources: SPSS work)
The aforementioned table revealed that according to the survey replies, a clear majority of 99 out of the participants—roughly 96.1%—replied "Yes" to the question if they recognise the Nestle name. This shows that across those who participated in the poll, the Nestle brand is well-known. In contrast, only 3.9% of respondents, or 4 people, chose "No" in response to the query (Musera, 2019). These results demonstrate that most participants have heard of as well as are familiar with the Nestle name. A large amount of affirmative responses demonstrates Nestle's outstanding brand recognition as well as recall. 
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Table 11: Frequencies table information about buying the Nestle name
(Sources: SPSS work)
According to the survey replies, it is clear from the above table that 99.0% of the 99 survey respondents said "Yes" when requested whether they have ever purchased Nestle products. This shows that nearly all of the participants—99.0%—have at least once bought Nestle goods. In contrast, only 1% of respondents (or 1 person) chose to answer "No" to the subject. These results demonstrate robust consumer behaviour across the survey respondents, with a resounding majority having purchased Nestle products. The majority of comments were favourable, which demonstrates how well-known and popular Nestle products are among consumers.
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Table 12: Frequencies table information about Nestle products are good quality
(Sources: SPSS work)
It is clear from the above table which, among the 97 survey respondents, a large majority (94.2%) selected "Yes" in answer to the question regarding the quality of Nestle products (Osidele, 2021). As a result, it can be deduced that 94.2% of the participants think Nestle products are of high quality. On the other hand, a lower percentage of 5.8%, or 6 people, chose "No" in response to the query. These results demonstrate a largely good attitude towards Nestle product quality across the poll respondents, with just a few percent expressing a negative opinion.
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Figure 4: Histogram chart about gender
(Sources: SPSS work)
The gender of the responders is shown in the aforementioned figure. Male participants have a significant disadvantage relative to female participants, as shown by the graph. The data indicates that there are approximately 60 female participants plus 43 male participants. The graph also includes statistical data, such as a mean value of 1.58, which represents the respondents' average gender representation (Amoako et al. 2021). The gender distribution appears to be moderately variable, according to the standard deviation of 0.496. The total amount of respondents used in the analysis is represented by the N value of 103.
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Figure 5: Histogram chart of age group
(Sources: SPSS work)
The gender of the responders is shown in the aforementioned figure. Male participants have a significant disadvantage relative to female participants, as shown by the graph. The data indicates that there are approximately 60 female participants plus 43 male participants. The graph also includes statistical data, such as a mean value of 1.58, which represents the respondents' average gender representation. The gender distribution appears to be moderately variable, according to the standard deviation of 0.496. The total amount of respondents used in the analysis is represented by the N value of 103.
[image: ]
Figure 6: Histogram chart about the recognize the Nestle name
(Sources: SPSS work)
The responses of the respondents to the independent variables of knowing the Nestle name are clearly shown in the chart up top. The graph shows that 97 respondents said: "Yes," suggesting that they are familiar with the Nestle name, whereas 6 respondents said "No" (Orji et al. 2020). The graph also includes extra statistical data, like the mean value of 1.04, which shows that the respondents had a pretty high recognition rate. This observed standard deviation of 0.194 indicates a modest degree of response variability. The graph additionally shows an N value of 103, which represents the overall sample size used for the analysis.
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Figure 7: Histogram chart about the Nestle good buying information
(Sources: SPSS work)
The information pertaining to purchasing Nestle products is depicted in the graph above. The graph clearly shows that 102 participants, or nearly all of the participants, purchase Nestle products. Only one responder said they had never purchased Nestle products. Additionally, after reviewing the graph, it is determined that the mean value for the purchase behaviour is 1.01, showing a strong propensity to buy Nestle items. The variety in the replies is represented by the standard deviation, which is determined as 0.099. The total number of participants who participated in the study is indicated by the N value, which is 103.
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Figure 8: Histogram chart about Nestle name recognition
(Sources: SPSS work)
The graph up top sheds light on how well-known the Nestle name varies among the participants (Amoako et al. 2021). 96 people were found to be familiar with the Nestle title, while 7 people were not. The average recognition score across the survey respondents is computed to be 1.04, showing a high level of knowledge regarding the Nestle brand. The standard deviation of 0.194 indicates some variation in the comments, indicating the individuals' varying degrees of familiarity. The total number of individuals included in the examination is represented by the N value of 103.
[bookmark: _knltg6g1juke][bookmark: _Toc135988157][bookmark: _Toc137748828]4.3 Conclusion
In conclusion, the research's quantitative data analysis offers insightful information on a number of characteristics relating to Nestle products plus consumer behaviour. demonstrating a relationship that is improbable to have happened by coincidence, the correlation analysis shows substantial connections among the variables at various levels. While more research is required to fully comprehend the nature as well as ramifications of these relationships, it is remarkable that statistically significant associations were identified.
The regression analysis looks at the link between the questionnaire items as independent variables with the dependent variable (gender). Coefficients reveal the connections between various variables, although it's crucial to remember that not all connections will be statistically significant. Although age groups with continued purchase of Nestle products, for instance, indicate a moderately positive link, other factors might not have a meaningful effect. The graphs and charts of descriptive statistics give details about every variable's "distribution, mean, standard deviation, and sample size". Evaluating the qualities as well as variability from the data has been rendered easier by this data. The regression standardised residuals histogram graphic shows the residuals' distribution, which sheds light on how widely spaced out the information's points are about the mean. The frequency tables give a thorough overview of how respondents are distributed throughout the various categories. The data are summarised and trends are identified with the aid of statistics like "mean, median, mode, and standard deviation". Overall, the quantitative data analysis used in this study delivers insightful knowledge regarding customer attitudes towards Nestle products as well as helpful data regarding the correlations between variables. It is advised to conduct more research to dig deeper deeply into the precise traits and consequences of these connections and to ascertain their practical value.


[bookmark: _Toc137748829]Chapter 5: Conclusion
[bookmark: _hb1k0iqkiu07][bookmark: _Toc137748830]5.1 Linking with Objective
Objective 1: To examine the connection between brand loyalty & brand image
The goal of the research has to look into and determine the connection between brand loyalty as well as brand image, with a particular emphasis on a case study of Nestlé. This study tries to identify the elements that influence customer brand loyalty regarding Nestlé by analysing brand loyalty & brand perception (Eric et al. 2022). This study will offer insightful information about the dynamics of customer behaviour given the larger setting of the business by thoroughly examining Nestlé's brand image including its effect on brand loyalty. The research will examine the effects of Nestlé's brand image, which includes factors like image, product quality, as well as CSR, on consumer loyalty as well as purchase behaviour.
To gather information on customers' impressions of Nestlé's brand image with their brand loyalty level, the study will use a quantitative technique approach that combines surveys with in-depth interviews. To find patterns as well as themes relating to brand loyalty including brand image, the obtained data will be analysedutilising statistical methods (Amoako et al. 2021). The results of this research, which specifically drew into account "the Nestlé case study", will add to the wealth of knowledge already known about brand management with customer loyalty. The study's findings will be applicable to Nestlé along with other businesses in the food plus beverage sector, offering tips for boosting brand loyalty via efficient brand management tactics.
Objective 2: To evaluate Nestlé consumers' degrees of brand loyalty
The purpose of the research is to assess Nestlé consumers' levels of brand loyalty. This study attempts to evaluate customer brand loyalty to Nestlé as well as identify the elements affecting it through a methodical review. The research being conducted will shed light on the strength as well as the depth of the bond that exists between consumers with the Nestlé brand by assessing the company's loyalty to Nestlé customers. It will examine elements that influence brand loyalty, including "consumer satisfaction, trust, perceived quality, and emotional attachment" (Putri and Triyono,  2020). Quantitative research techniques, such as surveys as well as questionnaires given to Nestlé customers, will be used to accomplish this goal. To gauge and assess consumer levels of brand loyalty, the obtained data shall be subjected to statistical analysis. This analysis will show how brand loyalty varies among various customer demographics as well as consumer sectors. The comprehension of customer behaviour including brand loyalty in the setting of Nestlé will be improved by the results of the research. The study's findings will give Nestlé important information they can use to improve their brand loyalty initiatives, guide marketing choices, and encourage sustained customer loyalty (Pettersson and Hannelius, 2021). Additionally, by enhancing our understanding of consumer loyalty as well as its relationship to brand performance, our research advances the subject of brand management a bit further.
Objective 3: To evaluate Nestlé's present brand image
This study's goal is to assess Nestlé's current brand image. This study aims to evaluate how customers view and view the Nestlé brand within the present market via a thorough review. This study provides perspectives on the general perception, reputation, plus associations customers have regarding the Nestlé brand via assessing the brand's image. This will look at elements that affect Nestlé's brand image, like "brand awareness, brand associations, brand personality, and brand positioning" (Castro and Chambers, 2019). This goal will be accomplished by mixed-method research techniques. To learn more about how consumers feel regarding the Nestlé brand, you can do focus discussions, and interviews, including surveys with them. To have a thorough picture of Nestlé's brand image within the industry, secondary data analysis including market research studies may also be used. The results of the research will give Nestlé important new information about how customers currently perceive its brand, enabling it to assess its positioning, pinpoint areas for development, as well as make wise strategic choices (Nguyen, 2020). This study advances the discipline of brand management by highlighting the significance of brand image including the influence it has on consumer behaviour as well as brand success.
Objective 4: To offer suggestions for boosting brand loyalty
This study's goal is to make recommendations for increasing brand loyalty. The study tries to pinpoint practical solutions that may be put into place to increase brand loyalty during a certain brand or business through a thorough investigation of consumer behaviour with brand management tactics. This study looks at elements that affect brand loyalty, including customer happiness, brand trust, perceived value, as well as brand experience, with an effort to offer practical suggestions for enhancing consumer brand loyalty (Osidele, 2021). A mixed method technique will be used to accomplish this goal. In order to comprehend consumers' thoughts as well as preferences about the brand, it could involve carrying out surveys, and interviews, including focus groups among them. Furthermore, market research as well as case studies can be used to learn from the effective brand loyalty programmes that other businesses have put in place. The study's findings can assist brand managers as well as marketers create and put into practice strategies that encourage long-term client loyalty by offering insightful information and useful recommendations. Companies may increase client retention, boost brand equity, plus acquire a competitive edge in the marketplace by strengthening brand loyalty (Le and Van, 2020). By offering guidelines for fostering and maintaining brand loyalty that is supported by proof, this research makes a contribution to the subject of brand management.
[bookmark: _pvt0985q2mgs][bookmark: _Toc137748831]5.2 Limitation
The focus of the dissertation was on how staff branding with brand loyalty interacted inside a particular company. As a result, the findings might not be immediately generalizable to different organisations with are largely useful for Nestle. The number of participants is additionally constrained by the application of a qualitative research methodology, making it difficult to extrapolate broad generalisations from this particular situation (Dart, 2022). However, as Yin (2012) stated, the goal of a case study has to offer analytical generalisations which may be utilised in instances wherein identical theoretical concepts, as well as structures, are applicable, not to accomplish statistical generalisation. The results of this dissertation may therefore be useful in settings with similar traits and ideas. It is critical to recognise that the information used to support this thesis depended on responses by people connected to a well-known organisation, which could have introduced biases in its favour. Although it is doubtful that these kinds of biases significantly affected the findings given that the survey uncovered consistent responses among managers, employees, as well as customers (Patimahet al. 2023). However, this must be taken into account as a possible restriction in evaluating the results.
[bookmark: _cguzi7du1iiq][bookmark: _Toc137748832]5.3 Recommendation
It is advised to duplicate the research via various organisations across identical industries or comparable situations in order to improve the generalisation of the results. These will assist confirm the link between staff branding & brand loyalty plus identify any emerging trends (Rashid et al. 2021). A quantitative study using a bigger sample size may offer an improved comprehension of the connection between staff branding with brand loyalty, overcoming the drawback of a limited sample size in qualitative research. This can be feasible to reach more accurate conclusions plus increase the generalisation of the results by using statistical evaluation techniques.  Although the study found that managers, employees, as well as consumers all gave consistent answers, it would be advantageous to have a wider variety of participants. Participating with people from various departments, levels of hierarchy, and client groups can give a more thorough understanding of the relationship between employee branding with brand loyalty (Kiss et al. 2022). This is advised to take steps to guarantee anonymity as well as secrecy during data collecting in order to address any potential biases brought on by respondents who are biased in favour of the organisation. This will motivate participants to offer more frank and objective comments, resulting in a better assessment of loyalty to the brand.
[bookmark: _7j84c9u9a2zh][bookmark: _Toc137748833]5.4 Future Research Scope
Future studies may expand on the current findings to offer a greater knowledge of the connection between employee branding with brand loyalty, aiding in the creation of successful tactics for boosting brand loyalty across various organisational contexts (Arifineet al. 2019).
[bookmark: _ehhw8h1jmoiy][bookmark: _Toc137748834]5.5 Conclusion
In conclusion, The significance of brand image in promoting brand loyalty can be highlighted by this research, particularly in the setting of Nestlé. The results highlight the significance of brand image in promoting repeat business as well as overall achievement. In order to foster client loyalty plus an appreciation for its brand, Nestlé has successfully used a variety of consumer engagement methods, such as social networks, reward programmes, personalisation, collaborations, plus CSR initiatives. Deductive research was used in this research having the goal of analysing quantitative data as well as evaluating hypotheses while adhering to recognised theoretical frameworks. The findings have applications for Nestlé along with other marketing-focused businesses, including insightful data on brand management as well as consumer behaviour. Even though statistically significant relationships among the variables were found, more study is still required to properly understand the nature as well as ramifications of such connections. The relationship between brand image as well as brand loyalty may be better understood by overcoming constraints, and biases, including accessibility issues, as well as by incorporating qualitative analysis or carrying out follow-up studies.
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