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[bookmark: _Toc4756575][bookmark: _Toc28990079]1.0 Introduction 

For conducting an effective research, researcher needs to do literature reviews on the research topic and subject areas and need to formulate accurate research methodologies and methods. Literature review refers to the investigation into the theories, models and research works done by the previous researchers, experts and practitioners (Saunders et al. 2014). This paper first conducts a critical literature review on a chosen topic, where the topic is “Impact of Customer Buying Behaviour on Brand Loyalty in the UK Retail Market”.  As part of literature review, the researcher first focuses on the concept of customer buying behaviours. Then, key models and theoretical underpinning on customer buying behaviour is focused. Next, the concept of customer loyalty is reviewed along the impact of customer buying behaviour on customer loyalty. The second part of this paper reviews and formulates research methodologies for the chosen research topic. Research philosophy along with axiology, ontology and epistemology is discussed. Then, the term research validity, reliability are discussed. Finally, factors related to ethical issues in a research work are discussed. 
[bookmark: _Toc4623982][bookmark: _Toc4756576][bookmark: _Toc28990080]2.0 Literature review 
[bookmark: _Toc4623983][bookmark: _Toc4756577][bookmark: _Toc28990081]2.1 Customer buying behavior

Scholars define the term “customer buying behaviour” in different ways. According to Ramya and Ali (2016), customer buying behaviour refers to the attitudes, intentions, decisions, and preference of customers regarding particular products/services in the market. Khaniwale (2015) said, consumer buying behaviour is the activities of customers and decision process involved in consuming and using products. Singh et al. (2014) stated that customer buying behaviour is the decisions and actions of customers that affect their purchasing of specific products and/or services. Different factors influence the people in the way of their purchasing any products, where the key factors are marketing and promotional activities done by sellers, economic condition, personal preference, group influence, and purchasing power. Gordon and Valdimar (2013) said consumer buying behavior refers to customer decision processes and acts in making a purchase and/or using a product. Understanding customer buying behaviour is essential for marketers to understand the customer particular needs, changing factors in society, and understands the factors (like personal, economic, and social) that influence consumer purchases. 
[bookmark: _Toc4623984][bookmark: _Toc4756578][bookmark: _Toc28990082][bookmark: _Toc518200650]2.2 Models and theoretical underpinnings on customer buying behaviour 

According to Singh et al. (2014), customer buying behavior means the characteristics and behaviors of customers regarding particular products and aiming of purchase. This statement is agreed by Gordon and Valdimar (2013) and said that customer behaviour means mental and emotional product purchase feelings. This feeling not only works before buying a products, it also works after purchasing product (Bamossy, 2018). That is why if an organization wants to increase its revenue and customer base, it must understand changing needs and behaviour of customers, and then based on the customer needs the business need offer desire products with quality and integrity but in competitive prices (Trentmann,2016). Gordon and Valdimar (2013) said consumer buying behavior mainly fluctuated due to personal, social, economic and psychological factors. The “Buyer Behaviour-Stimulus-Response Model” classified stimuli into marketing stimuli (such as products, prices, promotion, and place) and other stimuli (such as economic, political, social, and technological).
[image: ]
Figure: Buyer Behaviour-Stimulus-Response Model   Source: (Sutherland, 2018)
According to Ramya and Ali (2016), marketing stimuli/marketing mix factors (including product, price, promotion, and place) significantly influence the consumer decision making and their buying behavior. Khaniwale (2015) stated that external environmental factors like economic issues, social issues, political issues, technological issues, legal, and environmental issues may influence consumer buying decisions and behaviors significantly. Singh et al. (2014) said both marketing and external environmental factors influence consumer buying behaviors and buying decisions that in turn influence consumer responses toward particular brands and their products and services. 
According to Trentmann (2016), along with marketing and external environmental stimuli, customer buying behaviours are largely affected by social status, social role, education level, income level of consumers. However, Sutherland (2018) said these factors are mainly considered in term of buying behavior of luxury products. For example, in term of purchasing a latest iPhone income level of consumers are under considerable. This is because Gordon and Valdimar (2013) said consumers with higher status and income in community have more positive behaviour towards expensive and luxury products than the people holding lower status and lower income level. Other study by Chung et al. (2012) said self-recognition is an essential issue at the time purchasing a product from a brand because it directly affects customer purchase intention. Along with this the personal factors and reference groups influence consumer purchase intention. In this case, reference group means friends, relatives, and family members who recommend others towards particular products and services. This recommendation may be direct or indirect (Gordonand Valdimar, 2013). Trentmann (2016) said along with personal and social factors, psychological factors also influence consumer buying behaviour and purchase intention. Sutherland, M. (2018) claimed that self-recognition influence a customer towards particular brand and its products and services. 
Blackwell and Engel (2016) customer buying process classified into five key stages that are needs recognition, information search, alternative evaluation, purchasing decision, and post purchase intention. In the first stage, consumers disclose their recognitions regarding the desire and needs of particular products. In other word, customers first define his/her problems of buying the products (Singh et al., 2014). That is why the key issue for the sellers to understand the needs of customers and need to continually research the market and customer changing behaviour and attitudes (Sutherland, 2018). In the second stage, consumers look for their desired products and search information for their desired products. Thus, businesses need to provide details information about their products and services. This information can be put in product label, website, and marketing and promotional campaigns.
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In the third stage, customers look for different sellers and compare and contrast products attributes, features, prices and quality among the alternatives. Therefore, sellers need to put customer desired product values (Khaniwale, 2015). In the fourth stage, when customers see that particular brand is offering better values than others, they decide to buy. Finally, after purchasing product a consumer expect after sale service. Hence, sellers must keep in mind to provide excellent after sale services (Gordon and Valdimar, 2013). 

Solomon (2016) claimed that several factors are responsible to which can change the customer buying behavior. The buying behavior of the customer is mostly affected the psychological factor but there are also some other factors like, mental norms, attitude, behavior, intention and perceived behavior. Ramya and Ali (2016) said that there is relation among attitudes, objective norm and perceived behavioral control which result to the promotion of the intention of the customer buying purchase. 
[image: Image result for theory of planned behavior in image]
[bookmark: _Toc518200682]Figure: Theory of Planned Behaviour                    Source:  Solomon (2016)

Solomon (2016) also claimed that some of the characteristics of the customer buying behaviour are affected by the personal and social values. So, these values are termed as the important determinants to determine customer buying behaviour. Various customers are shown different qualities at the time of purchasing products because of the variation in these values.  Blackwell and Engel (2016) stated that the intension of the customers for buying is the most important thing. Then, the mental and motivation factors come into play. These factors have also impact on the buying intension of the customers. Customers decide to buy a particular product on the basis of these factors. Sutherland (2018) gave the self concept theory which discusses the feelings, emotions and intention of buying and also its impact on the purchasing behaviour. This theory is explained by combining three different theories which are the psychoanalytical theory, behavioral theory and cognitive theory. Solomon (2016) said that motivation of the customers can influence them to buy luxury products. From the above explanation, it is clear that these theories are talking about the customer buying behaviour where the social, economic, psychological and personal factors impact a lot.   
[bookmark: _Toc4756579][bookmark: _Toc28990083]2.3 Brand loyalty

According to Latha and Akila (2016) brand loyalty refers to the choice or weakness of the customers for the products of a particular brand. They have the tendency to buy the products of that brand in continuous manner. Danish et al. (2018) said brand loyalty ensures the popularity of the brand to the people than the any other brands.  According to Kocoglu et al. (2015), brand loyalty is the combination of behavior and attitudes of customers that results in purchasing the products of that brand.  Customer makes the brand as his premium choice that the other brands. Srivastava (2015) stated that brand loyalty depends and develops on the factors of offering products with right features, image or level of quality at the right price at the right time. Customers will visit the particular brand again and again when they will find that the brand can capable to satisfy them. On other words, the customers prefer to the particular brand when they are satisfied with service of the brand (Erdumlu et al., 2017).  They are always looking for the special offers and discounts and the brand is able to provide these things to them. The attributes of the brand make a crucial part to control the buying behaviour. It is clearly established that popular brands maintain higher amount of brand loyalty than the brands which are not so popular among the customers. Sarwar and Iqbal (2014) said that promotion is another big factor of brand loyalty. Promotional activities should be done in a perfect way which is responsible to increment of brand loyalty. 
[bookmark: _Toc4623986][bookmark: _Toc4756580][bookmark: _Toc28990084]2.4 Impact of customer buying behaviour on brand loyalty in the UK retail sector 

Awan (2014) stated the relation between customer buying behavior and the brand loyalty. The relation can be described in case of Tesco which is one of the biggest retails in the UK. According to Hammett (2018), they have arranged many promotional and marketing activities to increase the loyalty of their brand which later affects the customer buying behaviour. According to Retail Economics (2018), nowadays there is huge competition in the UK retail market among the companies like Tesco, Sainsbury, ASDA, Morrions, John Lewis, Aldi, M&S, Firmfoods, and Lidl. The companies have adopted the strategy of differentiate their products. They have also announced some special offers like buy one and get one free. Discounts are also vital as the customers are feeling happy with some discounts and by getting back some money or saving some money (Bishop, 2017). Awan (2014) claimed about the importance of the loyalty programs for customer buying retention. Durrani et al. (2015) said that it is important to get the achievement of the customer buying satisfaction and tries to capture the loyal customer. They must try to gain the trust of the customers with their services.  According to Awan (2014), retail stores mostly give their focuses on capturing customer buying by increasing the number of loyal customers. Sarwar and Iqbal (2014) stated that retail network value should be developed among the customers as it is very important to create network value for the increasing of brand value. A study by Srivastava (2015) disclosed that effective promotional activities helps the companies to attract more customers to their brand which results in developing the brand image and brand loyalty.  Latha and Akila (2016) said that the relationship between customers and company should be strong. It is effective for the loyalty. On the other word, brand loyalty is responsible for good relationship between the customers and the brand owners. According to Solomon (2016), the customers can change their choice at any time which results in the brand losing its permanent customers. It happens when customers do not find any variation in the features or functions of the product. Blackwell and Engel (2016) said that the customers will not leave the brand if they can find enough variation in function, styles and design of the products.  

Blackwell and Engel (2016) said product quality is a big factor in case of maintaining the loyalty of the brand. A company can get popularity in the market on the basis of the quality of products. The customers only visit to their stores largely when the brand can able to provide good quality of products.  The quality of the product can make the brand unique. So, the company should ensure the quality of their products or the services. It is always difficult to make new customers for the brands. So, the brand must give their main focus to maintain their current customers as they do not give them the chance of going somewhere else. Once they are capable of doing this, then it will encourage them to go for the new customers (Solomon, 2016). Moon (2015) discussed about customer loyalty which is proportional to the brand loyalty. If a company can able to make the customers loyal to the company, it must affect as they can find that the loyalty of the brand also increases. According to Solomon (2016), brand name and logo need to be attractive as the customers can by the products in the subconscious mind by remerging the name or the logo of the brand 

[bookmark: _Toc4756581][bookmark: ref22]Experience: According to Moon (2015), experience of buying of the customers from a particular brand affects the loyalty of that brand. If customers have good memories or experience about the purchasing process, they will definitely come back to that brand. There is a positive response of the customers which works effectively for the brand loyalty. The opposite factor also happens when the customers are not satisfied with service of the brand as they want to ensure about the products that they can find exactly their desirable products (Awan, 2014)

[bookmark: _Toc4756582]Trust: Trust is the most crucial factors for the development of any kind of business (Moon, 2015). In case of maintaining the loyalty of the brand, the owners must gain the trust of the customers. They should not provide any service to them which can make a bad reputation of them in the market. The loyalty of the brand then automatically reduces. The economics sector of the brand is hampered then and the company cannot find the way of getting the success (Awan, 2014). It is working very effectively for the brand if the customers have enough faith on their service (Moon, 2015). According to Phillips (2016) prompt delivery service is another effective method of providing the products to the customers which should be adopted by the brands. 

[bookmark: _Toc4756583]Family Connections: Family connection is an interesting factor for the brand loyalty as the family members are opted to go in the same brand for their shopping purposes (Phillips, 2016). It is important for the company to understand that they need to provide their service perfectly to the single customer. When one member of family gets it right, he will influence the other members to go to that brand for shopping (Moon, 2015). According to Phillips (2016) family trend is responsible and makes the way clear to maintain the loyalty of a brand. 
[bookmark: _Toc4756584]Spreading the Word:  It is important for the brand to familiar themselves as a loyal company in the market (Phillips, 2016). Customers are the most important way of spreading that. That is only possible when the customers are satisfied with the service of the customers. They will spread and give negative response to the other people. It is important to motivate the other people to visit that particular brand for the increment of the loyalty of the brand (Moon, 2015). The company should take some steps to reward those customers who spread the loyalty of the brand which will encourage them to become more loyal to the brand (Solomon, 2016). 
[bookmark: _Toc28990085]2.5 Research gaps and the way of addressing them 

The retailers in UK want to confirm the loyalty factor of their brand by keeping their permanent customers.  They are developing the quality of the loyalty schemes/stores cards which they think have great impacts on the brand image. It is helpful for them to maintain their position in the higher competition (Erdumlu et al., 2017). UK retailers like Tesco, Sainsbury, ASDA and Morrison are shifting the loyalty behavior by reducing the customer buying times on search products and prices and visiting shops online that, in turn, are reducing customer buying loyalty to any particular brand or products. It creates some difficulties as the brands have to retain their customer buying. Nowadays researchers and practitioners do not give their interest on the impact of brand loyalty on the customer buying (Danish et al., 2018). For this reason it is necessary to have some research work about the impact of customer buying behavior on the brand loyalty in UK retail sector.  
Secondary resources can fill the literature gap by providing necessary data about this topic.  The study transforms the topic into number variable which is later divided on dependent and independent variables. Brand loyalty is termed as the dependent variable as it needs to maintain for the improvement of the brand. Independent variable is the customer buying behavior which is not dependent on the loyalty.  Researchers make the data collection process from secondary sources. The problems of the brand owners find the solutions from the project work. 
Business model is another key factor for brand loyalty as it can be changed sometimes.  Phillips (2016) said customers refer to the new styles or functions for which it is necessary to modify the business model. Solomon (2016) said the company should take some steps to make the business attractive with newly designed logo for the business.  Blackwell and Engel (2016) stated that the differentiation process is important by which the company can ensure that the customers will come back to their brands to have their desirable products. Kunkel and Berry (2018) stated to stay in the competition; business model needs to differentiate than the previous one.  Price is the big factor for the popular retailer houses. They have to fix the price of the products considering various factors in mind. Price can make the brand unique from the others. The company has to ensure that they must earn profit of the fixed price of the products.  Otherwise the business is getting harmful economically as well as the brand will lose its popularity. But they must keep another important factor in mind which is the capability of the customers. They have to ensure that the customers can able to buy the products and for that they have to fix reasonable price of the products for them (Moon, 2015). 
3.0 [bookmark: _Toc4623987][bookmark: _Toc4756585][bookmark: _Toc28990086]Research study in literature review 
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[bookmark: _Toc4623988][bookmark: _Toc4756586][bookmark: _Toc28990088]3.1 Methodology and Method

Achari (2016) noted that research methodology is the larger section of research accomplishment but method is small portion of whole methodology. The systematic pattern of research accomplishment is referred as methodology.  Methodology is preplanning activities of research. It is very easy for researchers to collect information, analyze and explain the data according to base on proper methodology. The scientific evidence is the main foundation of the methodology (Supino, 2017). The ultimate goal of setting methodology is collecting, analyzing and elaborating the research data for fulfilling the research objectives (Chandra, 2017). On the contrary, method is just linked with the collection of data process. By applying research method; the researcher can collect data from the ultimate sources (Russell, 2016).  This methodology part contains the several issues description like philosophy of the research, data collection techniques, sampling, validity as well as reliability contents and ethical considerations of research accomplishment.  
[bookmark: _Toc4623989][bookmark: _Toc4756587][bookmark: _Toc28990089]3.2 Research philosophy

Research philosophy is some kind of process that is related to the improvement of some specific concept (Lee and Lings, 2018). It refers to the orientation of some concept to the audience. According to Robert (2016), there are several types of research philosophy such as positivism, interpretivism, realism, and pragmatism. In the case of quantitative research, the positivism philosophy is the best one. On the other hand, in qualitative research interpretivism philosophy is followed. Further, in terms of the scientific research realism philosophy is regarded as the best one. According to Chandra (2017), at last pragmatism philosophy is used for the combination of qualitative and quantitative research. As this research is based on the qualitative data positivism philosophy is regarded for the research. 


Ontology 
Ontology is the concept that studies the existence of something (Achari, 2016). According to Lee and Lings (2018), there are two kinds of ontology one is objectivism and the other is subjectivism. The social factors that in reality and the other factors related with their existence refers objectivism. On the other hand, according to Garg (2015), there are some perception which made position and the actual actions of the social factors which are related with the existence refers to the subjectivism. In this literature review the researcher has applied the subjectivism ontology.
Epistemology
The specific knowledge about some research study is known as the epistemology (Chandra, 2017). It has the connection with the origin, nature, and human knowledge. According to Lee and Lings (2018), the word epistemology is originated from a Greek word episteme which refers to the knowledge which means reason. 

Axiology

Axiology is the concept that concerns about the valuation of something (Lee and Lings, 2018). It is the thing that refers the aim of the research. It is concerned with the explanation of the aim of the research topic which is related with the real world. 

	Different philosophical parameters
	Proposed research philosophies/paradigms(Positivism)

	Ontological position  


	Ontology is the concept that studies the existence of something (Saunders et al. (2014). According to Lee and Lings (2018), The researcher stand in this literature review, is internal, subjective as well as independent about the factors in terms of ontological position. The main theme of the research is to figure out the buying behavior of customers in brand loyalty and the main function of which is about the customer buying. And the brand loyalty is connected with the behavior of the customers. 

	Epistemological position 


	In this research the main focus is about the relationship between the consumer buying behavior and the brand loyalty and the customers are based on the feelings that rely on the theoretical and statistical format that’s the reason that positivism philosophy is the most suitable to conduct with this literature review. To analyze the relationship between customer buying behaviors and brand loyalty in UK retail market for this reason the interpretative philosophy is the suitable one to interpreted the feelings of the customer buying behavior. 

	Axiological position 

	Axiology is the concept that concerns about the valuation of something. It is the thing that refers the aim of the research. It is concerned with the explanation of the aim of the research topic which is related with the real world. 

	Data collection techniques 

	One of the important tasks of the research is the data collection. For the sake of doing research data can be collected in two ways. Out of the two ways one is qualitative and another is quantitative (Saunders et al., 2014). The biography, ethnography, case study, historical analysis, discourse analysis, and phenomenology are considered as the qualitative research. On the other hand, survey, questionnaire and observation are considered in quantitative method (Saunders et al., 2014).  



[bookmark: _Toc4623990][bookmark: _Toc4756588][bookmark: _Toc28990090]3.3 Validity and reliability 
[bookmark: _Toc4756589][bookmark: _Toc28990091]Validity

Achari (2016) has given the meaning of validity that indicates research rightness in terms of data, sources and evaluation. The objectives of research may be called as valid if the data, sources and evaluation are done in valid way. Validity is the mandatory part of the research because without validity, research work can’t be accepted by the respective authority. There are some common parts at which validity must be maintained including research data, sources of information, tools, analysis process, questionnaire with sampling pattern and timing.  These valid factors lead to valid outcomes (Saunders et al., 2014). The pattern of methodology affects the research validity.  The good pattern of methodology leads the valid research but inaccurate methodology leads invalid research (Russell, 2016). The reliable journals, articles and websites information are very important for maintaining research validity. In case of qualitative data; it is needed to prepare good pattern of interview questions (Chandra, 2017). This research paper has done on the basis of good questions and reliable information from reliable journals, articles and websites information that are very important for maintaining research validity. 
[bookmark: _Toc4756590][bookmark: _Toc28990092]Reliability

Reliability indicates the quality of research outcomes that must be acceptable by the respective authority. Lee and Lings (2018) noted the meaning of reliability that as the accurate assessment of the research. The objectives of research may be called as reliable if the data, sources and evaluation are reliable. Like validity, reliability is the mandatory part of the research because research work can’t be accepted by the respective authority without it. There are some factors that help to ensure reliability include reliable data, sources of information, tools, analysis process for finding reliable outcomes. These reliable factors lead to reliable outcomes (Saunders et al., 2014). The researcher must be considered the methodology because it affects the research reliability (Russell, 2016). The reliable journals, articles and websites information are very important for maintaining research reliability (Chandra, 2017). This research paper has done on the basis on the reliable information from reliable journals, articles and websites information for maintaining research reliability. The researcher applied both systematic as well as scientific steps of research analysis for reliable research. 
[bookmark: _Toc4623991][bookmark: _Toc4756591][bookmark: _Toc28990093]3.4 Ethical issues 

Ethics means code of conduct at which the discipline is ensured.  In a research; there are several sections at which ethical issues are related. Firstly; ethical issues are correlated with the dta collection method because the researcher should arrange reliable data otherwise ethical issues may violate. Secondly; the quality of relationship with participants are also termed as ethical issue because the researcher should create a good relation and communication with the participants for getting the actual condition of the research study (Saunders et al., 2014). The research validity as well as reliability is affected by ethical consideration of the research. Ethical issues are related with moral factors. In all parts of the research, ethical requirements must be fulfilled to formulate a good research work (Lee, and Lings, 2018). It is the ultimate duty or responsibility of a researcher. The biasness is the opposite of the ethical consideration because it leads to unreal situation of the research. For this reason; free from bias is a condition of the research accuracy. The other codes of conduct relates with research are also maintained in the research for ensuring ethical issues.  The direction of supervisor must be followed by the researcher and the explanation of the research study is very accurate that fulfil the demand of the research (Russell, 2016). 

Chandra (2017) explained that all type of research studies must have followed some ethical issues that have connection with the real world. According to this opinion; this study has followed the ethical contents to make the research fruitful. The ethical issues connected with qualitative research are fulfilled in this study effectively. Firstly, a pilot study has done and then decided the final decision of the research activities (Supino, 2017). The orientation program has done to communicate with the director.  There is a good communication between researcher and respondents that leads to good ethical practice of research. 
[bookmark: _Toc4623992][bookmark: _Toc4756592]The researcher has considered the ethical contents as the routine activities. To control the research, the researcher has controlled the unethical practices in the study. In case of reviewing literature, the ethical contents have strictly maintained for focusing the main points only. In case of research methodology, the most appropriate pattern has selected. The reliable sources are also considered in the form of maintain ethics. Not only the subjective bias but also objective bias has given up by the researcher. It is also vital ethics that the respondents’ information must be secret. For this convey; the researcher has not disclosed the any information that hampers the participants’ interest. The adequate guidelines have ensured in this study because the researcher has very much sincere about the research ethics. 
[bookmark: _Toc28990094]4.0 Conclusion 

In summary; the main theme was connected with the customer buying behaviors and brand loyalty in the UK market. From the findings, it revealed brand name is vital with the image and ultimately it influences the buying behavior of the purchaser. If a brand has strong position in the market, the customers are very eager for purchasing the products without any hesitation. On the contrary; bad image declines the customers’ acceptability. Since brand image is most vital issue, the  retail business should concern about this factor very seriously. The purchasers make their buying decision on the ranking of the brand presented in the market.   The consumers make this ranking on the basis of performance of the products. High performance indicates the strong brand image. But lower performance indicates the poor image of the brand. From this research; it has noticed that there are numerous issues affecting image of the brand including price, performance and quality as well as customers services. A consumer may turn into loyal if the brand image is strong. In this regard;  business of UK should continue their business through various marketing mix programs.  The customer relationship department is very important to ensure good customers services that ultimately increase the brand image.   The pricing system and quality of brand are also vital issues for good branding. A brand is called increasing if the number of consumers has an increased trend. The consumer awareness also makes good pressure on the brand image. Some factors have presented that the brand has strong image.  It can be said that profitable business has strong brand image; the huge amount customers of business represents the strong brand image; the better customers’ response indicates strong brand image. All these factors influence the customers’ decision to buy that means buying behaviour. That is why; it is proved that there is an effect of customer buying behaviour on brand loyalty in the UK retail market. 
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