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[bookmark: _Toc214355051]Introduction
“Influence of Brand Image on Customer Loyalty: A Case Study of Apple Inc.”
[bookmark: _Toc214355052]Background of the Study
The UK smartphone market is mostly captured by Apple (45.19%) and Samsung (33.25%), with both of their distinct IOS and Android operating systems (Vertu, 2025). While brands like Google (7.79%) and Motorola (3.25%) see additional market presence, the market share of about half the UK customers are captured by Apple. This indicates the immense popularity of the premium smartphone brand's exclusive ecosystem of productivity and personalised product ranges (Vertu, 2025). With literary evidence suggesting Apple's consumers in the UK associating the brand with more innovation and usefulness, the market dominance for the product can be explained by such customer perception (Rehman et al. 2024). Especially since scholarly research like Rahman and Haque (2021) contrasting Apple and Android's consumer perception revealed Apple had a higher overall perception in quality, after sales service along with features, consumer association of Apple products with more reliability and personal confidence gives an opportunity to investigate how it leads to loyalty.
[bookmark: _Toc214355053]Problem Statement
Statement
Whether it is Apple’s still unmet promise of offering Apple intelligence or their expensive virtual reality goggles, the brand sees an increasing focus on maintaining brand value without any important innovation (Naughton, 2024; Scott, 2024).
Evaluation
Apple faced more challenges, as recent court rulings in the UK showed Apple's unfair pricing of around 30% commission on their in-app store software, to be unacceptable. This led to an estimated £1.5 billion pay out to its customers and businesses (Vallance, 2025).
[bookmark: _Toc214355054]Significance of the Study
Relevant research contributing to customer loyalty factors on brands like Apple has contributed to creating a fundamental understanding of these Quality and service-related associations (Rahman and Haque, 2021). However, there is limited research on exploring consumer sentiment in a mostly distributed consumer economy like the UK, where Apple is equally competing with alternatives in the market. This is shown by the research of Lee and Soon (2017), which focuses on customer loyalty to Apple products in the US, where Apple is mostly popular. Whereas, countries like India see mostly sales of Android brands, making the case for a fair evaluation difficult (Kang, 2015). This allows the context of UK consumer loyalty to be measured more meaningfully since the market sees an almost even distribution between Android and iOS players. This even distribution is relevant since Apple's growing product innovation of Apple is seemingly observing noticeable trends of limited innovativeness and inflated prices, that test consumer loyalty (Naughton, 2024).
[bookmark: _Toc214355055]Rational of the Study
Especially in the context of Apple's recent efforts with Apple Vision Pro, which did not get any meaningful interest, there is real room for investigating how brand image influences customer loyalty for Apple's UK customers and contributes towards understanding where customer loyalty splits away from practical purchase decisions (Scott, 2024). There is a clear opportunity to research customers' loyalty being influenced by Apple's brand image and to what length these carry forward towards even the most difficult purchase decisions against unfair or unimpressive consumer practices.
[bookmark: _Toc214355056]Research Aim
To examine the influence of Apple’s Brand image (BI) on Customer loyalty (CL) among UK consumers.
[bookmark: _Toc214355057]Objectives
· To determine the UK customer’s perception of Apple’s brand image
· To evaluate the effect of Apple’s brand image on customer loyalty.
· To determine the extent of customer loyalty that Apple users are willing to reach.
· To identify strategies for maintaining customer loyalty for the long term.
[bookmark: _Toc214355058]Research Question
RQ: How does Apple Inc.’s brand image influence customer loyalty in the UK?
Dissertation Structure
This research will first introduce the scope of the topic then review critical literature discussing customer perception and brand loyalty. The next chapter will explain the method for conducting the research. The findings chapter will present the evidence and the results of the data collection. The discussion chapter will offer analysis and interpretation of the findings before concluding the research in the conclusion chapter.
[bookmark: _Toc214355059]Literature Review
[bookmark: _Toc214355060]Customer Brand’s Perception of Image and its Effect on Loyalty
There’s plenty of research talking about the relations between brand loyalty and Brandy image from different parts of the world. These includes findings linking brand reputation and image with a positive relationship of Apple's customer loyalty in Medan City, along with brand image and service quality aspects contributing towards customer satisfaction and loyalty of iPhones in the Surabaya region (Wirayudha and Safrin, 2023; Rozaq and Soni, 2018). It seems that there is limited work that cross reference such geographical regions research on Apple’s customer loyalty with most work being from other markets that can have unequal market share for Apple and its competitors.
Some of the more important works also suffered from the same issue of very specific localisation, but still contributed towards the idea of establishing a positive relationship between brand image and loyalty for Apple users (Hokky and Bernarto, 2021). Findings from Hokky and Bernarto (2021) further added brand trust as a factor contributing to developing a positive brand image and leading to a loyalty sentiment. One of the other notable seminal works on Apple customers' loyalty was conducted in early 2014, finding a positive relationship between brand identity and personality, followed by loyalty (Pinson and Brosdahl, 2014). However, the authors also suggested that, despite price sensitivity, trusting customer purchase decisions, loyalty still remained more important than their price sensitivity, leading to repurchase intention (Pinson and Brosdahl, 2014). This was a strong observation even in the work of Nasir et al. (2022), suggesting that all factors, such as brand trust, image and so on, were contributing to their customers’ loyalty. This suggests that customers' loyalty towards Apple has mostly maintained its performance, where their brand image as a premium high quality product has continued to support customers' willingness to purchase Apple products. This adds more depth to the findings of Lee and Soon (2017), who suggested that consumer loyalty towards Apple products can be multi-dimensional, where their core products' being limited and less exclusive, may lead to jailbreaking of iPhones. This indicates an anti-hegemony and self-expressive tendencies of consumers. This contribution is  critical since this research confirms that consumers associate the brand image of Apple with increased customer loyalty, but can have different views towards the product's practical features and functionalities.
[bookmark: _Toc214355061]Theoretical Frameworks
Key Themes
Based on the literary works observed from the review, the themes that appeared as the most dominant probable points of discussion for this research include the relationship between customer loyalty and brand features. Due to the functional aspects such as innovation, premium features and pricing, customers' perceived loyalty is shifted, leading to this thematic observation (Yang, 2020). Another apparent theme emerging from the literary observations is customer self-expression and brand image association. This is due to the fact that the previously mentioned brand features, along with brand image, allow consumers of Apple to associate the product's purchase intention and loyalty as a form of cultural identity (Letukytė and Urbonavičius, 2022).
Oliver's Two-Dimensional Loyalty Theory
A noticeable theory outlining loyalty aspects is the two-dimensional theory by Trail et al. (2016), which outlines that true loyalty is defined by attitude and behavioural factors combined. This is to say that consumers who both advocate and have a positive association with a brand and also are less likely to switch brands when purchasing anything are truly loyal. Due to Apple's position in the market with strong customer loyalty along with its products' quality and features, understanding the limit of customer loyalty by contrasting the two dimensions of behavioural and attitudinal loyalty is helpful.
Keller's Customer-Based Brand Equity (CBBE) Model
The customer-based brand equity model explains important aspects that influence customers’ perception, which include identity, meaning response and resonance (Keller, 2001). Investigating the structure of UK Apple consumers' level of loyalty and their limit of connection with the brand across these four aspects will offer theoretical support towards this research. The research investigating the limit of loyalty and subsequent strategies for long-term customer loyalty continuation for Apple can also be supported with this theoretical framework, where application towards factors like identity, meaning, response and resonance will slowly offer increasing strength of customer association based on the findings.
[bookmark: _Toc214355062]Literature Gap
Based on the research literature conducted previously, it is clear that reviews regarding product loyalty and its association with Apple's brand image are not a new findings in the current research field. However, the UK market context, along with the theoretical aspects of the customer-based brand equity model and two-dimensional loyalty theories, adds new depth to the understanding. Especially considering that the research work regarding customer loyalty with Apple's brand image has seen various geographic focus, such as Medan City, Surabaya or Jakarta, there is limited recent investigation in the UK where the market is more fairly divided (Wirayudha and Safrin, 2023; Rozaq and Soni, 2018; Hokky and Bernarto, 2021). By conducting this research through a UK consumer perspective, Apple's customer loyalty association with its brand image can be explained again in a fair market situation while also offering findings on what factors, such as functional innovativeness, convenience, or price, ideally influences switching intention, along with brand scepticism. Based on the interpretation of the literature review, the gaps identified suggest the benefit of examining the relationship between Apple's brand image and its customer loyalty, successfully supporting this research framework.
[bookmark: _Toc214355064]Methodology
[bookmark: _Toc214355065]Research Approach
Epistemological philosophy benefits this research on account its focus on validating and identifying the nature of knowledge. The focus of this study is to validate the knowledge regarding Apple’s brand image influencing customers loyalty and its extent in the UK market justifying its application.
A combination of secondary qualitative and quantitative research approach offers the most benefit throughout this study due to the methodological choice allowing the inclusion of both quantitative and qualitative evidence (Doyle et al. 2009). Important research investigating the relationship between brand image and customer loyalty aspects has thoroughly investigated and proven the positive relationship between the two. However the reason for choosing Apple here for examining loyalty limits is because Apple has both strong customer loyalty and combination of secondary qualitative and quantitative  opinion about its functionality and innovativeness aspects. The literature review already showcased how product functionality, innovativeness self-expression, as well as perception ultimately play a role in influencing customers' decisions. This creates the need for more qualitative evidence to also be gathered in combination with quantitative evidence.
This approach follows the critical realist philosophy of research since the aim of this investigation is to identify the best source of evidence that can contribute towards practical knowledge regarding the relationship between brand image and customer loyalty for Apple (Mitchell and Education, 2018). This reduces the risk of interpretivism philosophy, with its subjective and often biased interpretation potential and positivism philosophy's excessive focus on scientific methods that reduces flexibility in explaining critical concepts in more detail (Alharahsheh and Pius, 2020). Supporting this approach will be the inductive reasoning. This is because the research findings will be created with both quantitative and qualitative means. It will then directly influence the development of theoretical aspects and concepts for new contributions to the research. Since the process of this research moves from observation of research evidence and findings to development of theory, it follows the inductive reasoning instead of the deductive (Hayes et al. 2010). The research approach is therefore focused on providing a in-depth observation into the relationship between brand image and customer loyalty using both quantitative and qualitative evidence.
[bookmark: _Toc214355066]Data Collection
A secondary data collection method will be utilised for this research (Johnson and Sylvia, 2023).  Secondary data collection methods offer increased ease of access to publicly available sources of information while also reducing the risk of ethical misconduct associated with human participant involvement. However, conducting secondary research through a combination of secondary qualitative and quantitative method of data collection remains highly time-consuming due to its multiple steps. This prevents any simplified solution for collecting and sorting out data and require manual interpretation of databases for review, screening and finalisation (Watkins, 2022). The source of evidence will mostly focus on industrial reports and market analytics reports of the UK smartphone industry. Having identified the combination of secondary qualitative and quantitative  method approach in the previous section, this research will gather secondary data by accessing market reports from Mintel, Statista and other relevant sources like the Ibisworld to present qualitative and quantitative observations. Due to market wide evaluation of consumers and success factors in regions like the United Kingdom, these reports allow for 3rd party evaluation of market trends for brands like Apple, while the annual reports and statistics from Apple’s corporate website will offer more specific details regarding the brand’s portfolio and individual strategic directions. Having selected a case study approach for secondary data collection and analysis will benefit this research in appropriately analyzing both quantitative and qualitative data in support of its research inquiry instead of limiting itself into either methods, thus justifying its application.
[bookmark: _Toc214355067]Sampling Strategy
A purposive sampling strategy will be used due to the sampling technique allowing for the accurate and precise collection of data relevant to the research. Purposive sampling strategy particularly utilises intentional efforts by the researcher to identify sources of evidence where only research subject-specific findings could be gathered (Rai and Thapa, 2015). This reduces the risk of irrelevant evidence being included in the final synthesis, which could occur in cases of a random sampling strategy (Noor et al. 2022). As such, the purposive sampling strategy will allow identification of only UK smartphone market reports and evidence exploring Apple and its competitors' presence in the sector. The number of market reports containing Apple's performance and consumer sentiment towards Apple is a mandatory criteria that reflects the inclusion condition for the secondary data collection process. Here, intentional search of market reports through keywords such as “Apple”, “Smartphone Market”, “United Kingdom”, “Report” will allow easy screening of notable reports published in Statista and Mintel.
[bookmark: _Toc214355068]Data Analysis
A simple case study analysis technique will be utilised for presenting and analysing the evidence of this research (Guetterman and Fetters, 2018). Having considered a combination of secondary qualitative and quantitative method of research, the data analysis technique will utilise a table and graphical data presentation strategy to first present the key evidence supporting the research objectives. Market analytics reports outlining quantitative data regarding customer perception, preference, as well as Apple's market share and other success metrics, will be graphically presented and compared against the research objectives. Additionally, qualitative evidence in the form of textual information will be extracted from the market and annual reports to detect patterns and trends in the customer perception and loyalty. This qualitative evidence will then be presented in table format, allowing for a comparative evaluation against competitors of Apple or indicating to any trends. The simple case study analysis will then conclude the findings around the stated research objectives and questions and validate the observations with established research literature.
[bookmark: _Toc214355069]Ethical Considerations
This research utilises a secondary combination of secondary qualitative and quantitative data collection process, making ethical considerations noticeably less risky to critical failures. For instance, participant anonymity, informed consent and safety are all part of human participant requirements before their inclusion in the primary data collection process (Petrova et al. 2016; Nijhawan et al. 2013). However, the data collection and analysis technique of this research uses industry reports and publicly available date of Apple and its UK market base, making these ethical concerns inapplicable for this study. However, ethical consideration for this research does apply in regards to general data protection regulation compliance and fair use policies. At first, technical considerations regarding compliance with fair use will have to be addressed by this research.
This will be done by proceeding to agree to the terms and conditions outlined by the general publications and market report databases. This will ensure information collected from the sources is utilised only for the purposes of objective evaluation of evidence and not to malign or intentionally harm the brand (Morrow et al. 2014). The ethical consideration will also acknowledge protection and safe disposal of data, where the information gathered during the research will be encrypted in a university-assigned drive location. Access to this said drive will remain only in the hands of the mentor and the researcher themselves. Successful completion of the research and its submission will lead to permanent deletion of these records, ensuring compliance with data protection and storage policies (Spindler and Schmechel, 2016).
[bookmark: _Toc214355070]Feasibility
The research is feasible due to the researcher's location linking with the target customer. Accessing different market reports and annual reports from Apple for relevant findings adds time pressure due to it being a lengthy process. However, preparing the research draft early can overlap the data collection activity with the other chapters. This will make the time pressure addressable. The research explores the relationship between loyalty and brand image, which has ample academic resources supporting the availability of prior theoretical synthesis.
[bookmark: _Toc214355071]Expected Findings
[bookmark: _Toc214355072]Anticipated Results
The study anticipates a strong positive relationship between brand image and customer loyalty for Apple users in the UK. This is due to the fact that research findings throughout the literature review have maintained this positive correlation between the two across multiple markets (Hokky and Bernarto, 2021). The only difference is that, the research literature tends to be either from developing and low-income economies or suggesting conditional factors in the positive relationship between brand image and customer loyalty for Apple (Rahman and Haque, 2021; Lee and Soon, 2017). However, this difference also contributes to the assumption that the anticipated result for this research will also offer similar conditions between customer distrust and scepticism, product functionality and innovativeness. The reason for such an assumption is that market evidence globally has showcased challenging anti-consumer practices that Apple currently struggles with. Moreover, a poorly planned, expensive products like the Apple Vision Pro release added to their weak engagement in the community.
[bookmark: _Toc214355073]Expected Contribution
The expected contribution of this research will be both theoretical and practical in nature. The research findings will include both the customer-based brand equity model and the two-dimensional loyalty theory to support its investigation. This significantly improves the theoretical contribution potential of this research. Since the focus of this research is the UK market where Android and iOS brands have fair market share to actually have a viable competition the findings will be more realistic and grounded. Moreover, it will offer an updated insight into how customer loyalty to Apple products is linked to brand image both negatively and positively. This will be achieved by addressing the research questions about the limit of customer loyalty, after which consumer purchase decisions may diverge for Apple.
From a practical contribution standpoint, the research is expected to offer insight into the consumer challenges that Apple may have created through their decisions but have ultimately not faced any significant negative consequences due to strong customer loyalty. The limit of customer loyalty initiatives influencing purchase intention through brand image will offer evidence to recommend how anti-consumer practices affect long term loyalty challenges. This way, the research findings will contribute from a policy and practical standpoint as well as a theoretical standpoint.
[bookmark: _Toc214355074]Limitations
[bookmark: _Toc214355075]Anticipated Constraints
Since this research utilises secondary combination of secondary qualitative and quantitative data collection, the major limitation of this research remains the lack of primary insight from the UK consumers directly. This research investigates the details of brand image of Apple influencing customer loyalty, which would have directly benefited from a primary participant survey or interview.
Additionally, this research also experiences limitations related to the volume of data collection required through secondary means to interpret, arrange and present the findings against the established research enquiries.
Finally, another limitations that this research experiences is a lack of comparative data against other economic perspectives, where the customer perception is heavily influenced by the economic flexibility and freedom, like China and examines how Apple's brand image influences customer loyalty compared to a developed economy like the UK.
[bookmark: _Toc214355076]Mitigation Strategies
The limitation of lacklustre primary participants in the research can be mitigated by actively involving market analytics and industry reports that involve customer insight directly into their reporting methodology. This way, secondary collection of data, which ultimately comes from primary customers, lets this constraint be addressed.
The volume of data being collected for the purposes of analysis introduces time-related challenges. Mitigating this strategy will be easier if the collection and synthesis of secondary data can begin at the same time with the research drafting process, eliminating further risk of delay.
Despite a lack of comparative evaluation between a developing and developed economy, the UK's fair distribution of Apple and its competing brands, like Samsung, allows for a fair evaluation of customer perception and preferences, allowing this constraint to be partially mitigated.
[bookmark: _Toc214355077]Timeframe
	Phase /Task
	Start Date
	End Date
	Durations (Weeks)
	Notes

	Research Proposed
	15/10/2025
	29/10/2025
	2
	Topic refined with objectives and theoretical concepts finalised.

	Ethics Approval
	
	
	
	Ethical submission to receive approval for recruiting human participants.

	Dissertation 1st Draft
	
	
	
	Initial draft outlining research chapter 1 through chapter 3.

	Web Search
	
	
	
	Data screening and initial selection process.

	Data Collection
	
	
	
	Secondary data collection through market report.

	Dissertation 2nd Draft
	
	
	
	Chapter 4 Draft, along with a review of the first three chapters.

	Data Analysis
	
	
	
	Chapter 5 preparation.

	Dissertation Final Draft
	
	
	
	Conclusion recommendation write-up and final dissertation review for fine-tuning and error removal.

	Submission
	
	
	
	Submitted


[bookmark: _Toc214355078]Conclusion
In conclusion, it can be stated that the research is justifiable since limited investigation on the UK's Apple users' brand loyalty associated with brand image has been conducted. With the emergence of increasing consumer scepticism towards anti-consumer practices initiated by Apple, the contribution of this research will be in supporting Apple's future long-term customer loyalty management strategies. In order to achieve this, the research establishes its aim to investigate the influence of brand image on Apple UK's customers' loyalty with the objective of inquiring into the UK customers’ perception of Apple’s brand image, its effect on their loyalty, the extent of the loyalty and strategies for maintaining the said loyalty for the long term. Since this research also contributes to the theoretical foundation by adding to the perspective of the customer-based brand equity model and two-dimensional loyalty theories, the research offers academic value in revisiting the subject. Additionally, the study will be taking place in the UK market where both Android and Apple see an almost equal distribution, offering a unique position where local consumer culture for either operating system preference does not unfairly influence the research outcome in a negative manner, addressing the feasibility of the research to be in an ideal position.
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