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1. [bookmark: _Toc7995780][bookmark: _Toc4756575]Introduction 

This paper conducts a critical review of the research carried out on a specific topic chosen by the researcher. The chosen topic is “The Impact of Consumer buying behaviour in Building Brand Loyalty: Evidences from UK Grocery Retail”.  Literature reviews refers to the process of investigating into the previous researches and studies done by experts, practitioners and researchers on the topic areas. In the, first, part of this paper reviews the term “consumer behaviour” and its theoretical underpinnings. This part also reviews the term “customer loyalty”. Additionally, this part reviews the relationship between consumer buying behaviour and customer loyalty. The second part of this paper provides a detailed discussion of one of the research studies applied in the literature review done. This part, first, critically reviews the research philosophy including axiology, ontology, and epistemology. Then, this part critically discusses approaches to validity, reliability and bias in business and social research. Finally, this part examines the ethical considerations in the business and social researches. 
1. [bookmark: _Toc7995781][bookmark: _Toc4756576][bookmark: _Toc4623982]Literature review 
[bookmark: _Toc4756577][bookmark: _Toc4623983][bookmark: _Toc7995782]2.1 Consumer buying behavior

According to Bamossy (2018), consumer behavior can be defined as the process of evaluating the behavior of the consumers at the time of selecting the products, purchase the products, and use the products and services for fulfilling their demand. Solomon (2016) defined the consumer behavior as the presentation of buyer behavior for choosing the products/services, purchasing the products/services, using the products/services. This evaluation is done due to understand the customer changing needs and expectations. Schiffman (2015) stated that consumer buying behavior is the attitudes of the consumer before taking buying decision. Every business organization should be customers’ oriented and they need to understand the behavior of the consumers for motivating them towards purchase. Without better understanding of consumer behavior, business organizations including UK grocery retail sector cannot attain their target goals. The profitability, liquidity and other success of the firm largely depend on the understanding of the behavior of the consumers (Schofield, 2017).


[bookmark: _Toc4756578][bookmark: _Toc4623984][bookmark: _Toc7995783][bookmark: _Toc518200650]2.2 Theoretical underpinnings of consumer behavior 

Kunkel and Berry (2018) stated that the consumer behavior is the process of making decision of purchase of goods and services having an aim of consumption. Schiffman (2015) agreed the above view and stated that consumer behavior includes the mental, emotional as well as behavioral feelings of the consumers not only at the time of before purchase decision-making but also after purchase decision-making (Bamossy, 2018). Normally, the consumer buying process of services and products is regarded as the consumer behavior (Batra, 2017). The growth of sales of an organization largely depends on the proper evaluation of consumer behavior and offers them quality goods and services that positively affect the consumer behavior (Kunkel and Berry, 2018). 
[image: ]According to Batra (2017), the consumer behavior largely depends on the economic condition of the consumer, psychological factors of consumer and sociological condition of the consumer.  These factors play a significant role in the consumer behavior in a positive or negative way. Chovanova and Babcanova (2015) stated that the stimulus-response model helps to understand the buyer characteristics, buyer decision making process and buyer response pattern.

 A Study by Khan (2016) disclosed that marketing stimuli includes various factors that directly and indirectly affect the consumer buyer behavior. It includes the marketing mix factors including promotion, place, price and product. Bamossy (2018) said other stimuli can be regarded as the environmental factors like political, cultural, economic, social, and technological environment that also directly and indirectly affect the consumer buyer behavior. According to Solomon (2016), the marketing and environmental stimuli turns to buyer characteristics and buyer decision making process and then results in buyer response towards brands and its products and services. 
[bookmark: _Hlk515527614]Baltas (2016) stated that the consumer behaviour is also influenced by social status and social role in the society of the consumer especially at the time of purchasing luxury goods. According to Schiffmann (2015), the higher status of a consumer in the society has the positive behaviour to buy luxury goods because he/she thought that they are elite person of the society. Goutam (213) stated that self-recognition is an important factor that directly affects the consumer behaviour at the time of purchasing.  In addition of it, personal factors as well as reference groups also play a key role to affect the buying behaviour of the consumer. Reference groups can be regarded as the family and friends who influence the brand choice of the consumer directly or indirectly (Sonalip, 2014). Not only personal factors but also psychological factors also affect the brand choice of the consumer before the time of purchasing.  Kunkel and Berry (2018) stated that self-recognition motivates a consumer to choose the better brand and purchase this for the own recognition. Blackwell and Engel (2016) noted that the buying behaviour of a consumer follows a certain process to buy any kind of brand products. This process can be categorized under five stages. 
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Firstly, the buyer has to recognize his/her need and demand to fulfil the expectation. This means the buyer needs to identify problem or need for buying of a product that may come from internal and external stimuli. Solomon (2016) said businesses (including retailers) need to conduct effective consumer research to understand their changing needs and expectation. In the second stage, consumer search information regarding their desire products or services. Therefore, Blackwell and Engel (2016) Business originations should provide available information of its products and services in several sources (such as experimental sources, commercial sources, public and personal sources) so that consumer can easily understand about the details of their desire products and services. In this stage, marketers need to understand two key factors of their customers. The first factor is customer attitudes and the second factor is customer purchase intention. Based on these two factors marketers need to provide information in different sources (Blackwell and Engel, 2016). In the third stage, customers evaluate alternatives based on information gathered in the previous stage. When the consumers see that the favourite brand is offering products in competitive prices along with its quality and integrity, then they decide to buy the products that are come under the fourth stage of buying process. Finally, consumers expect excellent services from the sellers after buying the products or services that are called the post purchase behaviours (Solomon, 2016). By applying the above process, the consumers can take their buying decision. Business originations should concentrate on the consumer behaviour and inspire as well as attract them to purchase.  

On the other hand, Solomon (2016) found that several factors affect the consumer buying behavior. Psychological factor is the most vital factor and then mental norms, attitude, behavior, intention and perceived behavior affect the ultimate buying behavior of the consumer.  According to Bamossy (2018), the theory of planned behavior stated that attitudes, objective norm and perceived behavioral control are inter-correlated factors that promote the intention of the consumer purchase. 
[image: Image result for theory of planned behavior]
[bookmark: _Toc518200682]Figure: Theory of Planned Behavior                   Source:  Solomon (2016)

According to Solomon (2016), personal and social values are also the key determinants to evaluate the characteristics of the consumer behavior. At the time of purchasing products, these values play an important role. Blackwell and Engel (2016) stated that the theory of reasoned action mentions that the first stage of consumer buying behavior is started form the intension of the consumer. Then, mental factors and factors of motivation are the key points that affect the intension power of the consumer and finally the consumer has taken the final buying decision of luxury goods from the market. Schiffman (2015) said another important theory of understanding the consumer behavior is self-concept theory. This theory stated that the feelings, intention and behavior of the consumer affect the consumer purchasing behavior.  Self-concept theory is the combination of the psychoanalytical theory, behavioral theory and cognitive theory. According to Bamossy (2018), this theory also stated that the consumer can buy luxury products due to his/her personal and psychological motivation. From the above explanation, it has found that there are various theories that indicates economic, social, psychological and personal factors are the key points that influence the consumer behavior in the UK grocery retail sector. 
[bookmark: _Toc7995784][bookmark: _Toc4756579]2.3 Brand loyalty

According to Phillips (2016), brand loyalty refers to the consumer’s soft corner about the products of the brand which is covered by purchase of products of a particular brand consecutively. Moon (2015) said brand loyalty is the power of liking people with the company compared to other similar company. According to Samir (2016), brand loyalty is the sum of behavior and attitudes of consumers for the products of the brand. It is the first choice of consumers among various brand’s products when they come to purchase a product. Moisescu (2016) stated that brand loyalty happens when consumers think that a specific brand offers products with right features, image or level of quality at the right price at the right time. According to Bloemer (2015), there are some conditions of brand loyalty those are: behavioral response, the biased, by the decision –making units, expressed over time which is the one brand out of a set of brands. Consumers become loyal to the brand when they feel that the products of the brand are satisfying and offering value that the consumer needs. Day (2017) claimed that consumers take their decisions according to the brand attributes. Well-known brands have more brand loyalty than the brands which are not publicly known. According to Sonalip (2014), consumers enjoy buying their desire products from their favorite brands, where brands need to ensure product quality and integrity with reasonable and competitive prices. Jalilvand (2016) said consumer most importantly considers the price and quality of the product. That is why Brand loyalty is based on the appropriate application of price and quality for the products. Moon (2015) defined the other concept of brand loyalty is promotion. Promotional activities including marketing mix (product, price, promotion and place) support a business to create and improve its brand loyalty. Keller (2015) stated that effective promotional and marketing activities affect the consumer attitudes including their beliefs, purchase intention towards particular brand that, in turn, support a business to create and increase brand loyalty. 
[bookmark: _Toc7995785][bookmark: _Toc4756580][bookmark: _Toc4623986]2.4 Relationship between consumer behavior and brand loyalty in the UK grocery retail industry

Baltas (2016) stated that consumer buying behavior is closed related to the brand loyalty in the UK grocery retail sector. For instance, Tesco, one of the biggest retailer in the UK retail sector, shows different management of capabilities to influence its brand loyalty by influencing consumer buying behavior through its promotional and marketing activities (Hammett, 2018).  According to Retail Economics (2018), UK grocery retail market is very competitive due several competitors (including Tesco, Sainsbury, ASDA, Morrions, John Lewis, Aldi, M&S, Firmfoods, and Lidl) exist in the markets and their differentiations in products, services, markets and strategies. For instance, different promotional strategies like buy one and get one free, discount are offered by competitors in the market that promote consumers behaviors and brand loyalty of retailers (Ahuja, 2017). Jalilvand (2016) said, in this competitive market shoppers are attracted by the discounts offered for the brand products and items in the store. In the purchase decision of the consumers’ price affects the choice of consumers mostly. According to Ahuja (2017), price affects 40% choice of the consumers. Bloemer (2015) disclosed that in his study, customer satisfaction that is loyalty programs is valuable for consumer retention. Samir (2016) said to achieve the consumer satisfaction and capture the loyal customer, trust and customer services are very much important. According to Baltas (2016), retail stores capture consumers by making more loyal customers. 

Goutam (213) stated that there are several ways to create retail network value among them. One of the effective ways of creating brand loyalty is to create network value. A study by Sonalip (2014) disclosed that effective promotional activities increase brand image and brand loyalty in the UK retail grocery sector that in turn increase revenue and profit of businesses. Keller (2015) said strong brand loyalty creates relationship between customers and businesses which express the customers feel that they are the part of the brand. According to Solomon (2016), in brand loyalty consumers are thought that how they are switching the brand in terms of product features and price. Moon (2015) said brand equity of retailers is developed by brand loyalty. That is why to make the business more successful and competitive retailers have to increase the brand loyalty and make more and more loyal consumers. Blackwell and Engel (2016) said if the consumers become loyal then they will not switch the retailer’s product in terms of quality, price, and benefits of the product. A study Sonalip (2014) revealed that retailers in UK have many products (that are technology intensive and highly functional) that influence target consumers and develop brand loyalty. 

According to Bamossy (2018), to become successful in term of brand loyalty is very important. McGoldrick (2017) said consumers may be loyal due to the products quality of the brand and uniqueness of the brand. Business can avail higher market share or create brand equity with the help of loyal consumers. To make new customer loyal business has to invest a lot in the consumers that is more than five time than retaining the existing customers (McGoldrick, 2017). Bennett (2015) argued that by creating loyal consumers business can outperform than the competitors and can make the business more successful. Moon (2015) defined loyalty as the brand association and recognition by the consumers of businesses. If a business is able to increase customer loyalty, it will ultimately increase brand loyalty. This is because customer loyalty is one of the key components of brand loyalty.  According to Kopp (2019), at the time of purchasing a product the brand name come to his/her mind and even in the subconscious mind he/she is buying that brand’s product. Day (2017) mentioned that, in this world of globalization, new product of innovation is necessary to compete with other brands and make it loyal. Using a famous brand gives pleasure to the consumers in the society, among relatives and friends. According to Ahuja (2017), consumer behaviour is also affected by the Status and conspicuous consumption.

Khan (2016) stated that customer satisfaction is the feeling that consumers get at time of shopping and experiencing the products in terms of the product’s quality, features, price and effectiveness. Bloemer (2015) stated that the difference between consumers’ actual experience and perceived expectation is called the level of satisfaction. When consumers experience expected level of the product’s quality, consumer gets satisfied (Baltas, 2016). On the other hand; if the consumer experience below the expectation of the product quality then the consumer gets dissatisfied and brand loyalty does not occur. According to Blackwell and Engel (2016), as the product performance is the most important factor in creating the brand loyalty brands should consider brand image and provide better products to its customers. Bennett (2015) said brand image exert an essential effect on customer satisfaction in some specific sector, where UK retail sector is one of them. Chitty et al (2017) denotes that, brand image in very much important for customer satisfaction in the hospitality industry. 

[bookmark: _Toc4756581][bookmark: ref22]Experience: According to Moon (2015), brand loyalty generates from the positive experience of the consumer about the products of the brand. For example, when a customer gets an extra help the stuff of the store, he has the positive feeling about the store and at the further time to purchase something he will look forward to go to that shop and purchase products (Khan, 2016). Jalilvand (2016) said experience about the products or store has very important impact on the brand and store. On the other hand, if the consumers feel a negative experience then he or she will never step forward to that brand or store (Ahuja, 2017). 

[bookmark: _Toc4756582]Trust: Trust is an important thing in the brand loyalty (Moon, 2015). Brands have to create faith on them to create the consumers’ trust which increase the brand loyalty and make the business more successful (Bloemer, 2015). If the brand can create the trust among the consumers, it will increase the brand loyalty and which influence them to purchase the same brand’s product again and again (Bennett, 2015). According to Khan (2016), brands can use a prompt delivery service to provide the products to the consumers as soon as possible.

[bookmark: _Toc4756583]Family Connections: There are many family members who follow the predecessors and go to the same store to purchase products and services (Bennett, 2015). Once brand loyalty is built then the whole family go to the same store and purchase the same products from the same brands (Moon, 2015). According to Khan (2016), a large portion of customers are following their family trend and go for the same brand and store. 
[bookmark: _Toc4756584]Spreading the Word: loyal customer always spread out their experiences across the world through word of mouth (Phillips, 2016). On the other hand, if a customer gets dissatisfied then he or she will share bad feelings about the brand and its product to others and try to motivate others not to purchase from that shop or brand (Moon, 2015). Reward can be given to loyal customers to make them more loyal and to motivate them (Keller, 2015). 
[bookmark: _Toc7995786]2.5 Research gap in the literature in the above topic and how they can be addressed 

The grocery retailers in UK are increasing their loyalty schemes/stores cards to increase their brand image and survive and sustain with the ongoing competition. The biggest challenge for the UK retailers is now to understand the consumer changing buying behavior and maintain consumer retention and loyalty (Ramanathan et al., 2017). In addition, UK grocery retailers (including Tesco, Sainsbury, ASDA and Morrison) are now reducing consumer times on search products and prices and visiting shops online that, in turn, are reducing consumer loyalty to any particular brand or products. This shifting loyalty behavior is creating challenges for UK grocery retailers to retain their consumers. On the other hand, very fewer number researchers and practitioners have focused on the impact of brand loyalty on the consumer buying, Allender and Richards (2012). These particular complications have attracted attention of academics and practitioners to conduct in-depth study on the impact of customer buying behavior on the brand loyalty in UK grocery retail sector.  
To fill this literature gaps, this study focuses on several secondary resources to collect valid data on the research topic and subject matters. In this study, the researcher breaks down the research topic into number variables, where the variables are classified into depended variables and independent variables. In this study, the key independent variable is consumer buying behavior and the key dependent variable is brand loyalty. The researcher collects data on these variables from different secondary sources, and critically analyze the data come from different authors and practitioners. Then, this study provides potential solutions for the UK grocery retailers that will support the UK retail network to maximize their network values by combining their service operation attributes and loyalty attributes. 
All the UK grocery retailers are using different business models to retain their customers by differentiating in products, services, markets and strategies and adding more value for their customers which enhance their brand loyalty. Different business models contribute to building brand loyalty in different ways. According to Samir (2016) uniqueness in business model help the brand to engage with their customers and understand what makes their customers come back. Solomon (2016) also stated in his research a unique business model makes the brands consistent and promotes brands in the competitive marketplace. For instance, Price is the big reason for the appeal of Aldi and Lidl. This core competitive strength comes from their unique business model of how they do food retailing. They have been able to develop entirely new business ecosystem that makes them hard to beat, hard discounters on a single dimension (Bishop, 2017). In addition, the new business models of Aldi and Lidle focus on five key terms that is: a) cost-cutting efficiency; b) high volume purchases; c) private label or exclusive brand products; d) fewer employers, and e) customer pitch in.  This new business model is giving success to Aldi and Lidl with about 18.9% and 17.2% growth respectively (Lauren, 2016).

[bookmark: _Toc4756585][bookmark: _Toc4623987]
1. [bookmark: _Toc7995787]Research study in literature review 
[bookmark: _Toc7995788][bookmark: _Toc4756586][bookmark: _Toc4623988]3.1 Methodology and Method

Achari (2016) stated that methodology can be defined as the process of evaluating something according to a scientific and systematic method. Methodology is preplanned and well-designed that is based on the logical evidence. Methodology can be used by the researcher to describe, explain and predict a situation with scientific evidence (Supino, 2017). The main objective of methodology is to collect data and information for doing a research work systematically and scientifically (Chandra, 2017). Method can be defined as the part of methodology that used to collect data and information for doing a research work. It can be applied in the experimental research work, theoretical and statistical methods. The main objective of method is to collect data and information from population or sample for doing a research work for finding the solution of a specific problem (Russell, 2016).  
[bookmark: _Toc7995789][bookmark: _Toc4756587][bookmark: _Toc4623989]3.2 Research Philosophy

According to Lee and Lings (2018), the process of the development of concept and theory of a specific topic is regarded as research philosophy.  In the research work, researcher follows various types of research philosophy that are divided into four types: positivism, realism, interpretivism, and pragmatism (Robert, 2016). Positivism philosophy is the best suite in term of quantitative research; interpretivism philosophy is the best suite in term of qualitative research, realism philosophy is the best suit in case of scientific research, and pragmatism philosophy is suitable in combination of qualitative and quantitative research (Chandra, 2017). As this literature reviews mainly focuses on qualitative data and research, positivism philosophy is the best suit. This means positivism philosophy has been applied in this critical literature on the research topic. 

Ontology 
According Achari (2016), ontology can be considered as the characteristics of the reality. The aspect of ontology can be categorized under two kinds: first one objectivism and second one is subjectivism (Lee and Lings, 2018).  The term objectivism indicates the condition of social factors in reality and external factors that are related with their existence. Subjectivism indicates the position that made from the perceptions and actual actions of the social factors that are related with their existence (Garg, 2015).  In this study, subjectivism ontological views have been applied by the researcher in this literature reviews. 
Epistemology
According to Chandra (2017), epistemology can be regarded the knowledge that is acceptable for a specific research study. Epistemology is connected with nature, origin, and human knowledge. This term is originated from Greek episteme that means knowledge and logos that means reason (Lee and Lings, 2018). 

Axiology

According to Lee and Lings (2018), axiology can be regarded as the philosophical concept that related with the judgments. Axiology indicates the research’s aims. This term represents that the explanation of the main aim of a particular task that related with the real world (Chandra, 2017).

	Different philosophical parameters
	Proposed research philosophies/paradigms (Positivism)

	Ontological position  

Researcher’s concept of the nature of reality or assumptions about the world works (Saunders et al., 2014).
	According to Saunders et al. (2014), ontology can be considered as the characteristics of the reality. In this literature review, the position of the researcher in terms of ontological is internal, subjective as well as independent about the factors (Lee and Lings, I2018). In this research, the topic is to find out the consumer behavior in brand loyalty in which consumers were the main factors of the research work. Therefore, another term brand loyalty has the reality which is connected with the customers.  
The position of the researcher in terms of ontological is subjective in which the assumption can be constructed, changeable and multiple. For example, a research has done on the consumers behaviors customers of different brands in the UK grocery market. In this example, Consumer behavior has a reality which is connected with brand loyalty. 

	Epistemological position 

The researcher’s view regarding acceptable knowledge (Saunders et al. (2014) 
	The research topic focuses on how consumer buying behaviors are related to brand loyalty that indicates that most of the consumers have feelings on the basis of theoretical and statistical format. For this reason, positivism philosophy is the most suitable philosophies to do conduct this critical literature reviews. To analyze how consumer buying behaviors are related to the brand loyalty in the overall UK grocery market, the researcher has to use interpretative philosophy to interpret the feelings of the consumers on the overall UK grocery market. From the above, it is clarified that both use of interpretative philosophy provides the acceptable knowledge of the above concept. 

	Axiological position 
The researcher’s view of the role of values in research (Saunders et al., 2014).
	Axiology can be regarded as the philosophical concept that related with the judgmental values. It indicates the process of values the research work according to the aim of the research.  It plays an important role to describe the findings and analysis of the research work (Saunders et al, 2014). In this literature review, the subjective axiological position has been applied by the researcher. 

	Data collection techniques 

	Data collection method can be regarded as the most vital part of the research work. The research data can be collected by two ways. One can be regarded as the qualitative method and another can be regarded as the quantitative method (Saunders et al., 2014). Qualitative research can be defined as the process biography, case study, ethnography, historical analysis, discourse analysis, and phenomenology. Qualitative research mainly focuses on individual, communication, language, societies and cultural factors. Data can be collected through quantitative method that includes survey, questionnaire and observation. Quantitative method normally uses the statistical data for conducting the research work (Saunders et al., 2014). In this literature review, the qualitative approach has been applied to conduct research on the topic.  



[bookmark: _Toc7995790][bookmark: _Toc4756588][bookmark: _Toc4623990]3.3 Validity and Reliability 
[bookmark: _Toc4756589]Validity

According to Achari (2016), validity can be defined as the accurateness of the collected data, used tools and techniques for preparing the research. Validity must be ensured in the outcome of the research, the methodology of the research, the pattern of questions of interview, design of the research, sampling method of the research and interpretation of the findings and analysis of the research to get the valid conclusion of the research (Saunders et al., 2014). The validity of qualitative research depends on the choice of systematic and scientific method of doing research. The appropriate pattern of questions of interview also affects the validly of the research (Russell, 2016). The interview questions help to get exact situation of the reality that also helps to collect valid data to ensure the validity of the research. The valid design of the research also affects the validity of the research work (Chandra, 2017). The use of a pre-planned, well-decorated and scientific method of research is positively affecting the validity of the research work. The use of systematic sampling method of the research and interpretation of the findings and analysis also largely affect the validity of the research work (Robert, 2016). In this literature review, the researcher collected from different valid sources including books, and journals. To ensure the validity, the researcher avoided invalid sources like Wikipedia. In addition, the researcher tried to use the recent data sources avoiding more than ten years of older sources. 

[bookmark: _Toc4756590]
Reliability

Reliability refers to the way of assessing the quality of measurement procedures applied in the research to collect required data. The measurement procedures of a research must be reliable to ensure research validity (Saunders et al., 2014). In case of quantitative research, the reliability indicates the use of reliable processes and consistent outcome. The reliability of research can be tested by answering some questions that are: a) what knowledge and experience does the researcher has? b) What data sources does the researcher use? c) When does the researcher collect data? d) Is there any bias? e) What is accuracy of the collected data?  In case of qualitative research, the reliability indicates that valid definition and outcome of the research that maintains proper consistency (Lee and Lings, 2018). In this literature reviews, the researcher has applied a number of techniques to ensure reliability. Firstly, reputational analysis was conducted by the researcher. Secondly, the comparison of constant data was prepared by the researcher. Thirdly, the researcher used the comprehensive data for the research work. Fourthly, the researcher used inclusive of the deviant case to ensure the reliability of procedures and outcomes. Finally, the aim, objectives and scope of the research work were interpreted effectively using valid data sources. 
[bookmark: _Toc7995791][bookmark: _Toc4756591][bookmark: _Toc4623991]3.4 Ethical Consideration 

Ethics in business research is concerned with the trusting relationship between researchers and participants. That is why it is essential for researchers to communicate carefully to minimize research risk and maximize research benefits (Saunders et al., 2014). Ethical consideration affects not only the reliability of the research but also the morality of the researcher. Researchers are responsible to meet up the ethical issues of the research at every aspects of research (Lee, and Lings, 2018). The ethical factors include the selection of appropriate methods for the research, collection of data from reliable and acceptable sources (Robert, 2016). Ethical issues also focus on not pressurise the respondents of the research, free from all kinds of bias, maintenance of the rules and regulations, follow the supervisor’s guidelines, interpretation of findings accurately and maintenance the privacy of the confidential information regarding the respondents or about the organisation on which the research will be done (Russell, 2016). 

According to Chandra (2017), in social research context, the ethical issues exist in the real world. In includes the dilemmas of the research work. In case of qualitative, quantitative, or mixed research, the researcher has to follow a specific set of ethical factors. In this research work, the researcher also follows a specific set of ethical factors. In case of qualitative research, the researcher requires to do a pilot study to examine the reliability of the research work (Supino, 2017). The researcher also arranges an orientation party to familiar with the supervisors. In this meeting, there is a direct connection between researcher and supervisors, and they can share their feelings, views and suggestions to meet up the reliability of the research. This sharing process increases the confidence level of the researcher that positively affects the reliability of the research. (Saunders et al, 2014).
In this research work, the researcher maintained the ethical issues at the time of routine work. The researcher strictly followed the codes of ethics for maintaining the ethical issues. At the time of doing this literature review, the researcher kept in mind that ethical obligations are the most important thing. Appropriate methods for the research have also kept in mind in the researcher. The researcher also kept in mind the ethical issues related with collection of data from different valid sources. The researcher was free from all kinds of subjective and objective bias to avoid any kind of the unethical behaviour. Additionally, the researcher maintained the rules and regulations and followed the research standards. The maintenance the privacy of the confidential information was the most important ethical consideration of the researcher in collecting data and interpreting the research analysis and findings.  
[bookmark: _Toc7995792][bookmark: _Toc4756592][bookmark: _Toc4623992]4.0 Conclusion 

The finding of this paper discloses that consumer behaviours and brand loyalty are closely related in the UK grocery retail market. The research outcome shows brand image is an important factor that largely affects the buyer behaviour. Positive brand image affects positively but negative brand image affects negatively on the buyer behaviour and decision –making process. Brand loyalty directly affects the process of consumer purchase decision-making. Business organization also uses various types of marketing campaign to enhance the brand image and increase the awareness of the brand among the consumers and increase the number of customers as well as make them loyal customer. This research study also has focused that the brand image depends on the quality, before and after services of the products. A good quality product affects the buyer behaviour positively and it enhances the image of the brand. Every firm should require setting up a brand management body who acts for ensuring the quality of the products and ensuring the brand image thorough establishing the brand loyalty and awareness among customers. If the number of customers is increasing day by day and they have positive feelings on the products and services, then the brand can be regarded as a successful brand. Therefore, it has been cleared that brand loyalty has greater impact on consumer behaviour and the process of consumer purchase decision-making in the UK grocery retail market.  
[bookmark: _Toc7995793][bookmark: _Toc4756593][bookmark: _Toc4623993]
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