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[bookmark: _Toc114139351]ABSTRACT

The Purpose of this study was to investigate the impact of customer satisfaction and brand image on brand loyalty of PepsiCo, from a perspective of full-time university students, as emerging consumers. The study aims to determine what the key motivations and influences are on university students to remain loyal to certain established household named brands in the foods and beverage brands such as those found within the PepsiCo group range. Changes in the global business environments, have led to sustained increases in operational costs for organisations, further leading to alterations to standard operational business practices, invariably impacting on known consumer behavioural patterns, especially in remaining loyal to brands, as consumers struggle with the ever-increasing marketing communications from brands, intended to sway consumers towards their brands.  Students as emerging consumers are known to adopt savvy ways in stretching their already limited financial resource, to maintain preferences to certain known brands despite the potential negative impact on their finances.  Existing studies show that brand image is contained within a consumer’s perceptions and feeling about a product or service, while customer satisfaction is known to influence consumer’s purchasing habit especially in the fast food, snack, and beverage industry. A quantitative study is conducted, using set of structured questionnaires with a sample of 50 respondents, using cluster sampling method and cross-sectional data  study, to collect primary data, to determine what influence customer satisfaction and brand image has on brand loyalty. Drivers of customer satisfaction and influences of brand image on university students’ loyalty to PepsiCo brands are highlighted. Analysis of the sample results show that brand image and customer satisfaction both have a significant impact on university students staying loyal to PepsiCo food and beverage brands. Recommendations were suggested on how to further the study by expanding the sample size and demographic parameters, to determine if factor such as regional and cultural indices impact on university students brand loyalty, and how PepsiCo may use the finding to shape future market positioning and communication strategies.
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1.0 [bookmark: _Toc114139354]Introduction:

Many organisations invest heavily into marketing activities, to develop their brand identity in other to effectively position their brands within their target market and audience. PepsiCo a leading food and beverage manufacturing organisation, is one such organisation that have invested heavily in developing its multiple brand products within the food and beverage industry, under its corporate brand PepsiCo. The organisation, established in 1919 in the eastern region of United States of America, with operations in over 200 countries, and a global turnover of  $100B, boasts of over 50 well established household named brands, in the food and beverage industry (PespsiCo, 2022). PepsiCo owns some of the most popular brands in the food snack and carbonated drinks sector, commonly found in many recreational facilities within university environments. Brands such as Pepsi-Cola, PepsiMAx, 7Up, Lipton Iced tea, Gatorade Tropicana, Snack a-jack, Doritos, Sensation, Sun-bites, Max-Strong Crips, Walkers Crips, wotsits cheese puffs and other fast-food restaurants such as KFC and pizza-hut. Recent global events such as the covid-19 pandemic and Brexit have impacted many business operations, leading to global increases in general cost of production as cost of raw materials continue to rise and governments implement policies within markets, to help mitigate the impact of these rises within their specific markets.
Some of the cost increases are passed onto consumer in forms of price increase, and is known to have impacted or influenced their known behavioural spending or purchase patterns (Zeithaml, 1988), leaving many marketing experts with complex tasks of understanding the fast changing dynamics within the consumer markets and difficulties when reaching decisions on products and service developments strategies. University students find themselves in peculiar situations, in that they are already faced with having limited budgets and having to device savvy ways to stretch their finances, and are similarly known to remain loyal to certain brands or attach preferences to specific brands despite the challenges they face, as a result of  continued rising cost of food and beverage essentials. The decisions to remain loyal to  premium brands such as the PepsiCo range, is the subject of this study, as the study seeks to establish whether it is customer satisfaction or brand image that has more influence on full time university students’ decision on brand loyalty. 
1.1 [bookmark: _Toc114139355]Research Background: 

An important objective for every marketing research is to understand the impact consumer-based brand equity has on consumer’s future brand purchasing behaviour. This has led to numerous studies being undertaken in a bid to conceptualise and measure the different aspects of consumer-based brand equity across a varied range of contexts (Hsieh, et al., 2004).  Branding consists of a set of structured communication strategies, that provides organisations the opportunities to effectively differentiate their product from others, providing beneficial alignment to customer expectations, which creates information and communication values for consumers and brand owners in a market space (Aydin & Ulengin, 2015). Branding provides equitable values to its owners in forms of assets attached to a brand that either adds to or subtracts from the value provided by a product or service to a firm or its customers. Brand equity is a perception of belief that goes beyond familiarity to an extent of superiority, that is not tied to specific action (Janghyeon, et al., 2011). With the above in mind, it is beneficial for organisations such as PepsiCo to further understand what the motivations are for emerging consumers such as university students to remain loyal, as these will help shape future marketing communication strategies, to ensure they continue to build on their already established brand equity. (Ajagbe , et al., 2015), further opined that many factors already established in literature as key influences on consumer decision making, such as stimulus -response model, perception values, and promotional activities, have been exposed as being only a fraction of the real influences that impact on consumer behavioural patterns, and to ensure profitability of an organisation, understanding drivers of brand loyalty will become critical to retaining future and current consumers.
1.2 [bookmark: _Toc114139356]Rationale of the Study:

In the UK, there are more than 2.6 million students enrolled in higher education, 1.88 million of them are full-time first-year students (Universities UK, 2021). The majority of students are known to need loans and other forms of funding to pay for their higher education programmes, and they frequently employ clever strategies to stretch their budgets. Although these are luxury brands, students are also known to buy food and drinks from well-known fast food and snack chains, including those in the PepsiCo line-up. They prefer to forgo other personal needs in favour of being loyal to the brands. According to a recent study, it is beneficial for businesses to research consumer purchasing behaviour, habits, and motivations in order to take a more informed approach when developing products (Blackwell, et al., 2006).
There has been little research on the impacts and motives of full-time university students as emerging consumers to choose specific household known brands, such as the PepsiCo range, over currently accessible alternatives. By examining the many motivating elements and the combined impact of customer satisfaction and brand image has on gaining loyalty from future and emerging consumers, this research study intends to address the gaps in the body of existing literature. This study has several advantages because it may provide additional information about the factors that impact and drive full-time university students to maintain brand loyalty. Additionally, the results of this study may influence future market positioning tactics and aid organisations like PepsiCo in winning future business by boosting brand equity.
1.3 [bookmark: _Toc114139357]Literature Gap:

Customer retention and loyalty are essential components to organisations gaining and maintaining brand equity and competitive edge. Several studies have shown that it is harder to retain old customers than to gain new ones (Lodhi, et al., 2013). Furthermore, gaining new customers is known measure of an organisational growth and demonstrates positive impact of marketing communications strategies geared at building loyalty and equity. Several studies exist in areas of consumer behaviours with respect to decision making, and influences that contribute to customers satisfaction and brand loyalty, however, little studies exist in the fast food, snacks, and beverage industry area, with particular reference to full-time university students as emerging or future consumers, who spend a good percentage of their financial resources on fast-food, snack and beverages. This study seeks to test the existing findings against known behavioural patterns commonly associated with young emerging consumers to help determine whether it is brand image or customer satisfaction that weighs more on their decisions towards staying loyal to established brands such as PepsiCo brands.



1.4 [bookmark: _Toc114139358]Research Aims

The main aim of this research is to investigate the Impact of Customer satisfaction and brand Image on the brand loyalty of PepsiCo, with a quantitative analysis of full-time university students as emerging consumers as the main research area.
[bookmark: _Toc108083930][bookmark: _Toc114139359]1.5 Research Objectives:

· To determine the impact of brand Image of PepsiCo range products, on fulltime university students brand loyalty.
· To determine how customer satisfaction impacts on brand image and brand loyalty of PepsiCo
· To investigate what motivates university students in the UK to remain loyal to established brands such as PepsiCo.

1.5 [bookmark: _Toc108083931][bookmark: _Toc114139360]Research Questions:

· What is the impact of brand image of PepsiCo product range on full-time university students brand loyalty?
· What is the impact of customer satisfaction on brand loyalty of PepsiCo?
· What are the motivation drivers for full-time university students to remain loyal to establish brands such as PepsiCo range?

1.6 [bookmark: _Toc114139361]Hypothesis:

· Brand Image has a significant impact on University Students Brand Loyalty to Fast food Snacks and beverages.
· Customer Satisfaction is essential in consumers staying loyal to a brand
· Brand image has a greater motivational influence on brand loyalty than customer satisfaction
The listed hypothesis will be tested by analysing information from primary data collected from the research study, this will be further reviewed against secondary existing data to highlight any standout differences. Customer satisfaction and brand image remain independent variables while brand loyalty is the only dependent variable.
H1: Brand Image

	    ImpactH2: Customer Satisfaction
Brand Loyalty

	
Brand Loyalty
Customer Satisfaction
H3: Brand Image

	Higher impact	than

Fig. 1, Research Hypothesis Design

[bookmark: _Toc114139362]1.8 Dissertation Outline:

Chapter One: Introduction:
Chapter one includes the research introduction, it provides an overview of the research study, the background to the organisation and their product range on which the research is based on, the rational for the research study, secondary literature gaps within the research area and steps needed to complete to fully realise the aims of the research.
Chapter Two: Literature Review
This chapter takes an in-depth review of existing secondary data on key independent and dependent variables of the research topic. A critical analysis of the secondary data will be carried out to highlight any major benefits or limitations to existing findings withing the different variables. Established theories and models will be used to create conceptual framework to demonstrate relevance of research topic area and to connect the research findings.
Chapter Three: Research Methodology
This section of the research provides details of the steps taken in conducting the research study. It provides information on research design, investigation strategies, primary data collection and reporting strategies and research sampling methods.
Chapter four: Analysis and Evaluation
A detailed analysis of information gained from respondents of the primary research will be scientifically represented through graphs, tables and charts in all key hypothesis testing sections, using MS excel and JAMOVI software. Finding will be highlighted and compared against suggested hypothesis, attempt to reach conclusion based on finding will be made and limitations to research finding will be addressed within this section.
Chapter five: Conclusion and Recommendation
This chapter will provide summary discussion of the entire research project, the key research findings, and any reached conclusions. Any recommendation made that may further strengthen findings from the research study will be discussed and key benefits highlighted. 






[bookmark: _Toc114139363]Section 2
[bookmark: _Toc114139364]2.0 Literature Review:
[bookmark: _Toc114139365]2.1 Customer Satisfaction 

Customer satisfaction is a crucial notion that has been utilised to interpret consumer behaviour. Regarding what constitutes consumer satisfaction with a product or service, various concepts and opinions exist. According to the notion of expectation disconfirmation, this psychological state is what happens when consumers' earlier feelings regarding their consumption experience are combined with their emotions around disconfirmed expectations (Oliver & Swan, 1989). According to this concept, a client feels satisfied when their expectations are realised or met; otherwise, disappointment results. According to another author, customer satisfaction is made up of cognitive and affective components. Cognitive components include the justifiable prices attached to purchased goods, while affective components include the expressions of happiness and pleasure that show the fulfilment of expectations (Bigne, et al., 2018). Both definitions are based on the feelings or sentiments that customers express after an encounter, but empirical research have found that customer pleasure is a consistent indicator of revisit intentions (Javed, et al., 2018).
[bookmark: _Hlk109204437]From an organisational perspective, gaining customer satisfaction is said to be critical to achieving sustained growth, as it is used as a measure of business success, as customers post consumption evaluations such as behavioural  and attitudinal loyalty, are gauged using this construct (Cooil, et al., 2007).Customer satisfaction levels have been found to boost brand equity and loyalty and have been used as mediating factor when assessing the relationships between key organisational measuring constructs such as service evaluations, service quality and re-visit intentions (Ekinci, et al., 2008). Other variables such as self-congruence, lifestyle congruence and brand identifications are known determinants and drivers of customer satisfaction. Self-congruence refers to the degree to which a consumer’s actual self-concept, coincides with a brand image leading to satisfaction (Sirgy , et al., 2000). This concept suggests that individual’s decision to own or purchase a brand is somewhat driven by their need to enhance their self-esteem. Lifestyle congruence refers to attitudes, beliefs and aspirations of customers that are fulfilled through their association to a brand or their desire to belong to or fit into a societal status through association with a brand (Foxal , et al., 1998). Brand identification refers to related satisfaction gained as a result of consuming or associating with a brand (Del Rio, et al., 2001). 
These are positive values attached to brands such as good reputations that consumers aspire to be associated with in other to belong to a social circle or group. Building on these variables, customer satisfaction is an aggregation of all overall experience or attitude of a consumer in purchasing or owing a brand. PepsiCo brands enjoy high brand association within university environments and students have demonstrated high levels of satisfactions by repeatedly repurchasing the brands and recommending same to peers, these actions support hypothesis two which states that customer satisfaction is essential to consumers staying loyal to a brand.
[bookmark: _Toc114139366]2.1.1 Total Engagement Model:

Total engagement model deals with the unique and important steps an organisation takes to fully engage their customers in other to gain maximum benefits from their custom. The steps involve aligning organisational brand value propositions with key internal culture values delivered through engaged employees, who ensure organisational values and propositions are properly delivered, to gain maximum customer satisfaction (Roberts , 2010). It constitutes communication of organisational value propositions, internal and external cultural dispositions, and combining these with customers physical and emotional experience, to provide customer key reasons to continue association with a brand. The model further seeks to address known challenges consumers face when associating with brands, such as commoditisation, rapid product inventions cycles, increased communications, media dilution. These factors lead to consumers feeling undervalued as they struggle to keep up with fast changing brands initiatives, and organisations struggle with aligning their brand values to their customers, for the primary reason of achieving customer satisfaction and retention. Organisations must ensure that all culture and brand propositions are aligned in other to achieve a planned customer experience through engaged employees. A study by LaMalfa, 2008, concludes that an engaged employees is one that is fully in sync with organisations strategic direction and is committed to making this successful (LaMalfa, 2008). PepsiCo invests heavily in developing customer engagement practices by ensuring direct communication channels between its consumers and the organisation through investing in advertising, price promotions, sales incentives, to create awareness, increase sales, investing in their employees and ultimately increase customer satisfaction.
[image: Diagram
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Fig. 2 Total Engagement model. Source (Roberts , 2010)

PepsiCo corporate mission is “to create more smiles with every sip and bite”. This mission captures the organisations operational values, culture, and commitment to be the best possible partner for its customers by delivering game-changing innovations and satisfaction through continued investment in its workforce, creating meaningful opportunities for them to ensure they are best positioned to deliver their operational proposition (PespsiCo, 2022).
Customer satisfaction have been directly linked to increased retention and increased predictability of consumer behavioural pattern, and one which organisation must strive to achieve if they are to gain competitive advantage within a competitive market (Anderson, et al., 1994). Keeping the theory of expectation disconfirmation and total engagement model in mind, organisations must consistently seek to align their values and propositions to their target customers and ensure they minimise disconfirmation threats, at the same time increase engagement activities, to further boost the chances of increased customer retention and satisfaction (LaBarbera & Mazursky, 1994).
[bookmark: _Toc114139367]2.2 Brand Image: 

Developing a positive brand image is considered one of organisations top operational strategies if it is to achieve competitive edge within its operational market. Global and local organisations strive to achieve this by positioning their organisational aggregated activities as the best there is in term of quality and value within their target markets (Asim, et al., 2012).  The definition of image is "the set of beliefs, ideas, and impressions that a person has about an object." (Keller, 2001), in terms of a brand, it is the mental representation of a brand that a consumer has based on individual beliefs, ideas, and impressions (Malik, et al., 2012). According to another author, brand image is "largely a subjective and perceptual phenomenon formed through consumer interpretation, whether reasoned or emotional" (Dobni & Zinkhan, 1990). Definitions have been based on either desired image, referencing an organization's perspective of a brand, or perceived image, referencing consumer views on a brand, depending on the author's point of view. The deference perspectives create gaps in understanding the various constructs, as developing a full understanding of a brand image becomes somewhat hampered, necessitating additional research to gain more insight from emerging consumers.
Brand image is critical in developing a sustained relationship with a brand (Aaker, 1991), and is often referred to as brand awareness (Yoo & Donthu, 2001). An effective brand aids consumers in organising the set of association cues in a meaningful way in their memory, which they will call upon when making purchase decisions. Keller,(1993), stated that brand image is the perception of a brand as reflected by brand association held within a consumer memory (Keller, 1993), however, other supported literature have opined that brand image has two key dimension, a cognitive and affective element (Bianchi & Pike, 2010). The cognitive element is said to be concerned with the estimate of attributes of a brand, while the affective element deals the levels of emotions towards a brand (Lin, et al., 2013). Aaker(1991) similarly stated that others view brand image from the viewpoint on which it creates value for both the organisation and the consumer and concludes that brand image provides value to the brand  as it leads to increased brand loyalty helping organisations gain competitive advantage (Aaker, 1991).
Furthermore, the impact of brand image on brand loyalty is an important consideration to make when building a marketing strategy. Brand image is the sum total of the visual, verbal, and experiential cues that communicate the brand to the consumer. A well-managed brand image can strengthen brand equity, increase brand recall, and build a strong foundation for future brand growth. However, a brand image that is not well-managed can result in a decline in brand loyalty and a decrease in brand recall (Hosseini & Nahad, 2012). Brunner et al, in their study, concluded that brand image was an important antecedent of brand loyalty (Brunner, et al., 2008), (Hermanto, et al., 2014), this was further supported by a study on product recall crisis management and its impact on manufactures image, where the result findings reinforced the important positive impact brand image has on loyalty and consumer purchase intention (Soiden & Pons, 2009). However, a different study on the impact of brand image on university institution loyalty in Iran, found that brand image had little significance to the loyalty attained by universities in Iran (Ramaseshan, et al., 2013), though it could be argued that associating with certain  higher institutions in Iran, is a known driving factor to increased brand loyalty. 
Brand Image is an important factor to consider when developing marketing management strategies (Srivastava & Skocker, 1991). While the management of brand image is a distinct component in designing marketing mix for products, effective communication of a brand image helps consumers identify needs the product or services offered can satisfy, and further helps differentiate a brand from its competition within a market (Park, et al., 1986). The ability of  a consumer to remember or recognise a brand, is consistent with the strength of a brand presence in the consumers mind, in term of perceived brand quality and brand association, and is considered important aspects of building brand equity (Aaker , 1996). Perceived quality refers to the overall perception of quality or superiority a consumer has for a product or service (Keller, 2003), while brand association relate to the concepts that are linked to the brand name in consumers memory (Lehmann & Keller, 2006). A recent study by Karam and Saydam(2015), where the impact of brand awareness on consumer perception of a brand was discussed, an evaluation of the consumer-based brand equity, found that brand loyalty has a lesser rating in building brand equity than other dimensions such as brand awareness and perception (Yadavalli, et al., 2021). Another author later concluded that brand awareness as in important dimension of brand equity and has a considerable level of influence on consumer decision to buy a particular product or service (MOISESCU, 2009). PepsiCo group applies sophisticated levels of integrated marketing communication strategies with a view a creating a consistent brand image positioned as offering high levels of satisfactions, quality and value under one umbrella, this image have been found to influence emerging consumers such as university students who are looking for levels of social acceptance through association with brands with perceived levels of satisfaction and quality, hence supporting the first hypothesis that brand image has a significant impact on university students brand loyalty to fast food snacks and beverages. 
[bookmark: _Toc114139368]2.3 Brand Loyalty

The notion of brand loyalty has evolved over time with several studies arriving to various conclusions on what constitutes loyalty to a brand from a customer perspective (Back & Ahn, 2018). Much of research has investigated consumer brand loyalty from two main perspectives, behavioural and attitudinal loyalty. Behavioural loyalty is concerned with the frequency in which a consumer repurchases a brand, while attitudinal loyalty refers to psychological commitment a consumer holds about a brand in which he displays intent to purchase a brand or willingness to recommend a brand to others (Bandyopadhyay & Martell , 2007). Brand loyalty is defined as a deeply held commitment to attach a preference to re-buy or re-patronize a specific brand's product or service consistently in the future, resulting in a repetitive purchasing habit of same brand, regardless of situational influences and pressures with the potential to cause switching behaviour (Oliver, 1999). As time progressed, it was recognised as a complex multi-dimensional construct (Alfian, et al., 2019) as opposed to a univariate measure (Cunningham, 1961), when analysing consumer purchasing behaviour. 
Brand loyalty can be viewed from three suggested dimensions, behavioural, affective, and attitudinal loyalty, with the various dimensions focusing on factors such as admiration or conformity propensity, which deals with preference attached to a brand, cognitive or evaluative factors, which deals with positive evaluations associated with a brand, and behavioural perspectives, which focuses on explicit brand behavioural loyalty, demonstrated through enthusiastic responses from buyers (Sara, et al., 2021). From a later viewpoint, a customer's loyalty can be measured by the number of times they purchase or consume a particular brand within a given time frame. The first steps to brand loyalty are affective loyalty developed as a result of the impact brand image has on consumers over a period. The impact of continuous brand communication leads to development of certain affections by the consumers and subsequent patronage to a brand. Depending on the outcome of initial engagement with a brand, the consumer may have positive or negative evaluation of a brand and either choose to promote or disengage with a brand. These evaluations set the criteria upon which the consumer develop their behaviour towards a brand and behaviour may become explicit to a brand if evaluation is positive leading to persistent consumption activities interpreted as loyalty (Chaudhary, et al., 2018).
Effects of brand loyalty means that consumer remains connected with a particular brand over a lifelong period as a result of affection developed over time. Organisations gain sustained competitive advantage when a strong relationship exists with its customers by developing brand loyalty. Brand loyal customer allows organisations to generate higher revenue, improve market share and position, hence the cohesive bonding between consumer and brands allow for positive impact on brand profitability (Flavian & Guinaliu, 2006). PepsiCo with its large portfolio of brands commands a high level of consumer retention as a result of strong relationship and product branding developed over time. The organisation reported an increase of 12.9% growth on revenue with operating margins of over 14% in 2021 compared to 2020, a direct reflection of strong brand performance and strong consumer loyalty (Bureau, 2022). Organisations such as PepsiCo adopt several defensive marketing strategies such are increased loyalty programs and consumer engagement in other to gain more market share and consolidate their position with respect to brand loyalty. PepsiCo through its direct consumer engagement and communication have increased confidence and trust in its brand within its consumers, invariably impacting on their intention to make purchase. This is referred in literature as consumer confidence on exchange partners reliability and integrity (Morgan & Hunt, 1994), and recognised as an association to brand attributes such as proficiency, reliability, quality, and trustworthiness, which impacts subsequent loyalty as it affects consumers desire to pursue affiliation and commitment (Martinez & Rodrguez del Bosque, 2013).
[bookmark: _Toc114139369]
2.4 Keller Brand Equity Model

Brand equity refers to a set of attributes used in describing or communicating a brand composite proposition to its customers. It is a set of assets and liabilities linked to a brand such as its name, symbol that either adds or subtracts from the value the product or service provides to a firm or its customers (Aaker, 1991). Brand equity model is a framework for understanding the relationship between a brand's image, brand identity, and brand values. It helps marketers understand the drivers of brand loyalty and the impact of a brand's image on its brand loyalty. Brand equity is further viewed as the differential effect of a brand knowledge on a consumer’s response to the marketing of the brand (Keller, 1993), and is considered essential from a marketer’s viewpoint when building marketing strategies. Keller’s brand equity model is derived from consumer viewpoint and leans on consumers perceptions , awareness, brand association and perceived quality that have been developed over time, which leads to identity development, increased purchase behaviour, relationship development and increased loyalty (Charnotony, et al., 2008). Six key stages were considered within the model as essential consumer engagement stages in building and developing brand equity. The six stages include salience, performance, imagery, judgement, feeling, and resonance, with the ultimate aspiration of every organisation to reach the resonance stage with its customers, where a completely harmonious relationship exists between customers and the brand, and they achieve increased brand equity and loyalty.
[image: ]
[bookmark: _Toc114139370]Fig;3 Keller Brand Equity Model Pyramid. Source: (Keller, 2003).

2.4.1 Salience:

Salience is concerned with what image a consumer holds of the brand. Keller (2003) argues that the initial step in building a strong brand is to ensure a right brand identity, with a primary purpose of creating an identification of the brand with consumers and developing an association of the identity in their minds for the specific products or service geared towards meeting consumer’s needs. To achieve this, brand salience must exist, which consist of aspects of brand awareness and association. Brand awareness must be present in a consumer mind if association is to be developed (Washburn & Plank, 2002). Salience category on Keller’s building block is therefore made up of needs satisfaction and category identification, focusing on how brand is positioned in the minds of target audience, how effective the communication strategies are in creating brand awareness as a go to place to fulfil the consumer want.
PepsiCo have invested billions of dollars in developing salience within its consumer based. It deploys its corporate umbrella branding strategy, to showcase many leading brands under its portfolio, creating cross brand association while positioning the brand as a go to place for quality and satisfaction. The organisation multiple brand range offers so many quality varieties and alternatives through line and brand extensions strategies, making it easy for consumers to recognise and associate quality to their products, which have gone someway to influence their customers purchase intentions and habits and further supports hypothesis three which states that brand image has a greater motivational influence on brand loyalty that customer satisfaction.	
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Fig. 4 PepsiCo Salience strategy
PepsiCo salience development strategy as shown in fig 4, directly impacts its consumer behaviour and purchase intentions. Product line extension provides more choice for their consumers while making a purchase, Mult-brands allow for multiple brands under a similar product category, brand extension allows for introduction of new brands under existing brands to further strengthen brand recognition, known and category appropriate celebrities are used to reinforce brand image and awareness in consumer minds.
[bookmark: _Toc114139371]2.4.2 Imagery

Imagery refers to outwards strategies deployed by a brand in its attempt to meet and satisfy consumer’s psychological and social needs. Imagery aids in establishing brand meaning by linking tangible and intangible brand associations such as brand performance or functional attributes and image related associations. Product futures such as primary ingredients, supplementary features, reliability design, and price, as perceived by the consumer in their need to satisfy a need or wants. PepsiCo brand portfolio consists of products easily associated with quality and variety and is developed with consumer personality, value, and heritage in mind, making the brand very desirable and appealing to consumers of all ages.
[bookmark: _Toc114139372]2.4.3 Judgement:

This aspect of the model refers to consumers own opinion and how they respond to a brand. It represents judgement and evaluations of the brand based on a combination of associations identified in the brand meaning. Evaluation such as overall quality, credibility considerations and superiority. Consumer feelings, emotional responses and reactions towards a brand, developed as a result of successful execution of salience and imagery development. PepsiCo deploys several consumer engagement strategies to give more meaning and value to its brand within its consumer base. The organisation sponsors several grass root initiatives, encouraging healthy lifestyle and youth development activities, which consumers easily identify with.
[bookmark: _Toc114139373]2.4.3 Feelings

This stage deals with consumer focus on functional emotional and self-expressive benefits of brands. They align their emotions with aspects of the brand which they are most satisfied with and take steps to share and recommend these to others. Keller (2003), suggest that this stage in brand equity development is a risky stage, as any negative impact about the brand can greatly affect a consumer association with the wider brand. PepsiCo customer engagement strategy is somewhat driven by its consumers. For example, its mountain Dew brand has a community following of over 20million (PespsiCo, 2022) where suggestions of product development, associations  and extension ideas are shared, aiding the organisation to raise over $10B in revenue in 2020 demonstrating a strong brand engagement  and association with their consumer.

[bookmark: _Toc114139374]2.4.5 Resonance:

Resonance relates to relationship levels developed as a result of derived values from a brand. Brand relationships constitutes of brand responses converted to create intense, active and loyalty relationships between a consumer and a brand. These relationships are attitudinal, behavioural, and active and community engagement loyalty attributes (Keller, 2001). Loyalty attributes can be indicated by the number of repeated purchases and commitment a consumer is willing to display in self-promoting a brand. University students as known to freely recommend certain brands such as Crips snacks and soda beverages to friends, where they have found satisfactory complementing quality and tastes. This is a classic display of resonance as the consumer is willing to share their experience and promote the brand among their peers.
Advantages of Kellers Brand Equity Model:
· Keller Brand equity model is an effective way to develop brand differentiation and positioning strategies. It can assist marketers in developing brand specific communication initiative that aid consolidation of brand equity.
· Brands enjoy higher loyalty and growth rates if stage developments are carefully followed, especially with the consumer market remits.
· Brand resonance is an effective way of tracking impact of marketing communications in aspects of brand loyalty and relationships that can influence a brand.
Limitations of Keller Brand Equity Model:
· Keller brand equity model is known to be too customer focused and not suitable for industrial marketing context. Though research have found that many of the attributes may apply to the industrial sector, however these are ignored by the model (Bendixen , et al., 2004).
· Research have shown that the model does not consider the human element when building brand equity especially in the B2B sector and therefore the resonance levels may need modification when applied in a B2B sector.
Strong brands almost make instant impact on consumers and easily creates band identification cues in consumer minds. Several benefits persist from developing a strong brand equity as these goes a long way in generating much desired growth and revenue for organisations such as PepsiCo. Financial performance may be measured using this model especially from a consumer perspective and may even be applied to wider business context, however care must be taking when evaluating outcomes as aspect of the model does not cover the industrial sectors. 
Aaker D (1991), on the other hand considers brand equity as a combination of assets and liabilities that can be directly linked to a brand, its name or identification symbols that can either add to or subtract from the value provided by a product or service to a firm or that firms customers (Aaker, 1991). Unlike Keller equity model, Aaker broaden the scope in which brand equity can provide benefits to cover both firms and their customers and attempts to highlight the most popular brand equity dimensions as they affect aspects of brand building process, and impact they have on brand loyalty. Aaker’s model, groups brand equity dimensions into five categories, brand loyalty, brand awareness, perceived brand quality, brand association and other proprietary brand assets. Brand loyalty generates value for firms by reducing marketing cost and leveraging increased trade. While loyal customers expect the brand to always be there and encourage others to use it, thereby creating a barrier for competition to properly engage with brand switching strategies. Brand awareness on recognition levels provides a sense of familiarity and signals substance or a level of commitment, suggesting a level of reliability and reasonable quality. Perceived quality provides reason to purchase a brand and sometimes viewed as strong factors for positioning and differentiation especially where high quality is assumed. This can aid extension and increased pricing, generating resources for firms to reinvest in brands. Brand association may refer to the context in which the brand is used or personality or lifestyle of consumer as they may process an experience when recalling a brand. Ability to gain strong association, may suggest brand superiority, thereby acting as a barrier to competition. Other proprietary brand assets, such as patents, trademarks, and channel relationships, can provide competitive advantage as they provide varied levels of protection to a brand.
Aaker brand equity model demonstrates the strong interrelationships behaviours that occur between the four main equity dimensions, which can enhance brand loyalty providing consumers reasons to buy into a brand, and further enhances use satisfaction. Brand equity according to Aaker, can help customers process, interpret, and retrieve huge quantities of information relating to a brand or its products. it can further impact on customer confidence thereby impacting purchase decision making, especially where consumer have not used the brand before, while perceived quality and brand association can provide value to customers by driving customer satisfaction. From an organisational perspective, brand equity can significantly increase efficiency and effectiveness of organisations marketing programs. Brand awareness, perceived quality, and brand association can all significantly impact on brand loyalty by providing a customer with reason to buy a product or service. Furthermore, brand equity can provider grounds for higher pricing, thereby generating higher margins and premiums, whilst reducing the need for reliance on promotions. Brand equity can also provide platforms for growth as it allows room for extension and wider distributions channels, all pointing to the fact that a strong brand can represent a barrier that prevents customers from switching to the competition (Moisecu, 2005).
[bookmark: _Toc114139375]2.5 Maslow Motivation-needs theory

Maslow motivation – needs theory is applied to this study to help demonstrate the impact human needs have on their behaviour and decision-making processes especially in areas of brand association and loyalty. Maslow’s (1970), theory of motivation, suggests that there are five different levels of needs which every human being possess, organised in a hierarchy, with the most prevalent need being at the bottom. Each need level is prepotent to the next levels, meaning that individuals will not be motivated to seek satisfying the next level, unless their needs are satisfied on initial levels (Mathes & Edwards, 1978). The five levels of needs as suggested by Maslow are Psychological, security, belongingness, self-esteem, and self-actualisation, with the Psychological and belongingness levels being areas of interest. The psychological area of needs is concerned with individual desire to satisfy the most basic life needs such as hunger, thirst, shelter, and love, while the belongingness level is concerned with the desire to be loved, accepted within a social group, or have the sense of belonging to that group (Gawel, 1996).
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		        Fig 5: Maslow motivation needs Hierarchy 
  Though the Maslow motivation needs theory was mainly applied in analysing employee motivations in a work environment, the theory applies when trying to understand consumer behaviour with respect to decision making especially in areas of brand association and loyalty, as OH (2003), posited that in order to adequately satisfy consumer needs, it is important to understand their behaviour, demand patterns and their stimulating and motivating factors (Oh, 2003). University students all have the same basic psychological needs, their desire to satisfy these needs remain tied in with their desire to find value (belongingness) in how they go about achieving that satisfaction. Literature opined consumers are satisfied because of the value package of their perceptions such as the price, product quality, service quality, corporate image (Fredericks & Salter, 1995), and further stated that once consumer receives actual expected outcome of value package, they are more likely to display a more satisfied outlook and their behaviour towards a brand becomes more favourable (Oke , et al., 2016). Other factors such as culture, values, social class, perceptions, and behaviours influenced by family members are all known influencers of consumer behaviours (Oke , et al., 2016). 
Issues of work-related motivations have been addressed using Maslow theory; however, individuals often have problems consistently articulating what they want and in most cases are driven to making decision based on other people’s perception of what they believe they need at the time. Therefore, application of Maslow theory with respect to actual motivating factors to why emerging consumers such as university students chose to remain loyal to premium food brands such as the PepsiCo brands, should be limited to the two areas of interest as mentioned earlier for the purposes of this study.
[bookmark: _Toc114139376]Section 3.0
[bookmark: _Toc114139377]Methodology:

Within this section, details covering specific steps and processes adopted in conducting this research study are discussed. Details on research question design, the demographic composition of the intended research subjects, reason for selecting these components are discussed and analysed, whilst expected findings and methods applied in the analysis of the research finding are also discussed, to help demonstrate logical and systemic approach used in gathering the needed information to support the various hypothesis. Research methodology is essentially a decision-making process which is used to demonstrate the inter-connectedness between research processes and the impact or influence a research decision has on a next step or stages of the research (Brannick & Roche, 1996).
[bookmark: _Toc114139378]3.1 Definition of Research 

The term research is defined as a logical and systemic approach used in gathering new information required fulfilling a specific purpose, usually intended to arrive at a solution to a scientific or social problem, derived through objective and systematic analysis (Goundar, 2012). Research can be further defined as a process involved with creation of new knowledge or utilisation of existing knowledge in creative ways to arrive at new concepts, methods, or understandings.  The notion of research is consistent with a wider idea of experimental development of creative work, undertaken in a systematic basis to increase knowledge required for new application and new ideas. For the purposes of providing overview on how information on this research will be collected and analysed, the Research Onion model will be applied to the study to provide a systematic and structured approach to the research study.
[bookmark: _Toc114139379]3.2 Research Onion Model.

The research Onion provides description for every strategic level all researchers must go through while developing an effective methodology for a given research (Saunders, et al., 2007). The model consists of 5 key layers that contains information on each research step to be followed by a  researcher when developing a strategy. The use of the research onion will allow the researcher to better understand how the research questions will be answered and guide the researcher in choosing the most appropriate method based on the research ideas and topic areas when analysing the findings. The commitment any researcher makes in developing a research strategy is contained within this research tool and acts as a structured springboard to conduct research.

[image: Understanding the Research Onion | Writing Guides | 15 Writers]
	Fig.6 Research Onion	(Saunders , et al., 2009).
[bookmark: _Toc114139380]
3.2.1 Research Philosophy:

Research philosophy or epistemology of a research study is concerned with the overall important assumption based around the views of the researcher on their surrounding environments. These assumptions will ultimately influence the strategy adopted for the research and methods selected as part of the research development strategy (Saunders , et al., 2009). The philosophy stage plays a vital role in shaping an entire research process, in that philosophy adopted will be based on the researchers “direct view of the relationship between the knowledge and the steps in which the research is developed” (Saunders , et al., 2009).  The research onion tool provides three key research philosophy approaches, which researchers may use in initially approaching their research strategy. These are Positivism, realism, and interpretivism.  The positivism approach provides for a highly structured methodology supported through quantifiable observations and statistical analysis (Saunder, et al., 2009). This approach is widely recognised by many researchers, as it provides for independent observation where the researcher can be detached from the entire research process, focusing only on the outcome of the analysis of the collected quantitative data. Though many other researchers may choose other philosophical approaches due the nature of their research, they in most cases, adopt a combination which includes positivism generating a mixed method. The nature of this research requires that a positivism approach is adopted due to the subjective nature of the research. Existing information around the research topic area, as well as quantitative data collected using survey questionnaire method, will be used in developing the research strategy allowing for arriving to a comprehensive and effective conclusion.
[bookmark: _Toc114139381]3.2.2 Research Approach:

A research approach is concerned with the process adopted by the researcher in reaching a conclusion or determining the overall outcome of the research. An approach adopted for a research study should be seen to serve the main purpose of the study and address all the relevant issues identified prior to commencing the research (Saunder, et al., 2003). Two main approaches exist with the research onion model. Inductive and deductive approaches. Inductive approach provides basis where an entirely new theory is suggested by the researcher and research information is tested against these theories before findings are interpreted or generalised. Deductive approach is based on developing hypothesis and theories on the onset with a view of finding definitive conclusion through experiment or survey inspection. This is a leading research approach, as it is based on scientific methods where research variables can be measured and analysed in an environment (Crowther & Lancaster, 2009). Inductive approach leans more to interpretivism, while deductive approach leans more to positivism and therefore is suited more to this research study. Positivism supports extracted facts rather than impressions or feeling as would be in case of interpretation. Deductive approach intel’s deducing a hypothesis from a theory, expressing these in an operational term, demonstrating relationships between any variables, testing the hypothesis, examining specific outcomes of the research enquiry, and finally modifying the theory, if necessary, based on the findings (Saunders, et al., 2007). These steps allow for effective analysis of predetermined problem of this study and will allow for thorough analysis of collected information and reaching a comprehensive conclusion.


[bookmark: _Toc114139382]3.2.3 Research Strategy

There are various research strategies available to researchers within the research onion model. These include experiment, survey, case study, grounded theory ethnography and action research. The research strategy adopted is usually geared towards responding to the overall plan on how the research will go, by addressing the research questions that have been pre-set (Saunders , et al., 2009).  The decision to use a particular strategy in guided by the research design and aligned with the research question and main objectives, in order to allow the researcher, the opportunity to successful answer those questions and set objectives. Much  business research however, lean towards the survey methods as it uses direct feedback from questionnaires sent to researchers as coded  quantitative questionnaires. This strategy has been chosen for this study as will aligns with the research design, allowing for direct questionnaire to be used in a quantitative manner, where information gathers can be easily analysed to address the key research objective areas, further allowing the research to draw conclusive inference if a good sample size could be obtained at the primary data collection stage. This is particular important in a research where behavioural preferences are considered as in this case where variables such as consumer preference towards branded products can be collated and analysed (Crowther & Lancaster, 2009).

3.3 Types of Investigation
[bookmark: _Toc114139383]3.3.1 Primary research 

Primary research is a process of directly collecting necessary research information from study subjects or research samples for the purposes of carrying out present and future studies analysis. A research study consists of varied levels of observation where new or existing information is collated for use in a study. Primary research is predominantly concerned with collecting first-hand information directly from the source upon which the study relies on. Primary research intel’s adopting a structured observation method of collecting data with predetermined structure such as set questions and scoped range of responses (Saunder, et al., 2016). Primary research strategy will be adopted for the purposes of this study as it provides for a detached observation strategy using survey questionnaires, allowing for research sample to provide the required data in the manner as required by the research design. A set of 10 structured questions is sent in form of survey, directly to 50 respondents requesting for an instinctive response, within a time frame. Questions are designed to gain feedback on key aspects of the research aims and objectives. Responses are collected in form of quantitative data and constitute core part of the primary research data.
[bookmark: _Toc114139384]3.3.2 Secondary Research

Secondary research is a process of collating and using existing data, and information, collected by other researchers, government, or publications for the purposes of providing evidential solutions to a research study (Stewart & Kamins, 1993). This process of research provides for a relatively inexpensive way of gathering important research study information and always stems from a result of a primary research conducted beforehand. Secondary research data was used in the form of literature review in this study. Existing research findings, publications and theories from authors and experts around the key research topic area, was reviewed, and used as supporting evidence for the suggested hypothesis, which is then tested against new findings from the current primary research study.

[bookmark: _Toc114139385]3.3.2.1 		Advantages and Disadvantages of Primary and Secondary research

	Primary
	Secondary

	Advantage
	Disadvantage
	Advantage
	Disadvantage

	
Primary Research allows for control of research process and collection of only required information


	Primary research can be very time consuming and expensive, with no real guarantee that required information will be obtained
	Use of secondary research allows for enormous saving in resources particularly in arears of time and money (Vartain , 2011).
	Information available during secondary research, may not always cover the required research topic

	
Primary research allows for greater awareness of current research environment, allowing for greater accuracy in research design and objectives.
	
Gaining access for primary research can be difficult as researcher may have to deal with various levels of authority before reaching the desired target. This is not always possible and could entirely derail a research study.
	 Secondary research supports unobtrusive process as information sought has already been collect and in existence.
	Access to information may be difficult especially in situation where existing information was collected for commercial reasons

	
 Primary research is particularly suitable for targeted research such as within organisation or institutions and can be easily merged with other research methods to provide credibility to research finding 

	
Potential for bias is increased in a primary research process especially where the researchers is relatively close or have close ties to the research topic or objectives areas.
	Secondary research allows for longitudinal studies made possible by creating own data sets or using existing multiple source data sets. 
	Quality of information available may be distorted and reported as facts on different sources. Therefore, critical review is always encouraged in secondary research to check validity and accuracy of information

	
Primary research allows for collection of data at the time they occur in their natural setting, with no need for reliance on secondary phenomenon (Saunder, et al., 2016)
	
Complexities surrounding collection of data, may lead to limitations to research finding as use of certain methods such as structured approaches do not provide for pattern,  behaviours and interaction necessary in determining impact of the structure on the research subjects or samples.
	Secondary research can lead to new and unexpected discoveries as reanalysing existing data my highlight information that may have been deemed irrelevant at time of collection, but fully supports current study or research (Dale, et al., 1988)
	


[bookmark: _Toc114139386]
3.4 Choices:

Quantitative and qualitative data approaches are types of research strategies that can be used in any research study. Quantitative data approach reflects information in numeric forms allowing for easy analysis while qualitative data uses descriptive details in data collection (Goundar, 2012). Quantitative research method  is predominantly associated with positivism especially when used with predetermined and highly structured data collection process (Saunder, et al., 2016), and  allows for provision of raw data, which can be easily analysed using specific tools to measure required variables in a research study. Quantitative Research approach will be appropriate for this research as the research design allows for single data collection technique using survey questions.  It deals with numeric information and will allow for Mono methods to be easily applied in developing relevant information required, due the type of questioning strategy that is proposed in the survey being closed questions. Though the use of mono method is not always encouraged, as multi-method approach make provision to overcome any weaknesses associated with using a single or mono-method and allows for richer approach in data collection and interpretation (Saunders , et al., 2009). 
Advantages and Disadvantages of only using quantitative data.
· Quantitative research methods allow for easy examination of relationships between research variables as uses numerical data which can be easily analysed and compared.
· Quantitative research method allows for implementation of control measures to ensure the validity of data in experimental research.
· Quantitative research allows for generalisability of research samples as it uses probability sampling techniques 
Disadvantages of Quantitative research methods
· Quantitative research method may provide for a limited scope to research finding as it may not allow for testing of other relevant variables within a study.
· May lead to inconclusive findings especially where the required number of samples are  not obtained 
· Quantitative research may increase the potential of bias in case where the researcher is closely associated with the research sample. This may impact the accuracy of the research findings.
· Gaining access to relevant type of quantitative information may not always be possible as required samples sizes may not always be accessible
[bookmark: _Toc114139387]
3.5:  Time Horizon 

Time horizon is concerned with the overall length of time allowed to conclude a research study, time scope allocated to collecting required research data as permitted by research design, and how this may impact the overall outcome of the research findings. Two distinctive approaches are mentioned within the research onion model, longitudinal and cross-sectional approach. Longitudinal approach support research design where multiple strategies are used in collecting research data and there is enough time to allocate to the various strategies while maintaining the integrity of the research. Cross sectional data time horizon will be adopted for this study due to short amount of time 16weeks required to complete the quantitative research and analyse the data.
[bookmark: _Toc114139388]3.6: Data collection and Analysis 

[bookmark: _Toc114139389]3.6.1 Sampling

Sampling is the process of analysing a predetermined number of observations taken from a larger population in order to test research objectives when it is not possible to observe or measure the entire population under study, thereby allowing researchers to generalise their findings to the larger population (Bhardwaj, 2019). Researchers have access to a variety of sampling methods, which can be split into two primary categories: probability and non-probability sampling (Saunders, et al., 2007). Probability sampling is utilised when there are known probability outcomes or a highly homogeneous population, e.g., simple random sampling and cluster sampling, whereas non-probability sampling is utilised when there is no known probability within the sample size, e.g., convenience and purposive sampling.
[bookmark: _Toc114139390]3.6.2 Sampling Type and Size
Cluster sampling method will be applied to this research study due proximity issue of the sample population. Cluster sampling requires that the researcher splits the target population into discrete groups prior to sampling (Barnett, 2002). Students will predominantly come from University of Wales Trinity St David London campus and will make up the entire sample frame. Access to data will be sought from university authorities. Students sample will come from undergraduate, certificate course students, and postgraduate students at no more than MBA level.  Research data will be obtained from a sample of no more than fifty (50) full-time university students from this sample split, made up of male and female between 19-50years old. No more than 16 hours of part-time job per week are permitted for students. Students from the specified population will be polled within the allotted timeframe of three weeks. Due to the limited amount of time available to complete this research, the sample size has been determined as described above. Although the sample can be expanded to other campuses within the institution, it is assumed that obtaining the necessary feedback may become difficult, which may impact the accuracy of the research findings. If this is the case, existing literature will be used to support findings. Future research on this topic may strive to increase the sample size in order to obtain a more diverse demographic representation.
Advantages & Disadvantage of cluster sampling method 
· Cluster sampling provides an operational approach that allows for a researcher to select an effective number of samples that will support a research study.
· Cluster Sampling may help researchers manage overall costs commonly associated with collecting data. Especially when conducting primary research where face to face approach is not feasible. 
· Cluster sampling will provide for a researcher to target specific arears of the research to ensure enough information required for the study are collected, effectively trading off precession for benefit gained large sample size
· Cluster sampling allows for flexibility in research strategy as sample can be reduced should a sample frame size indicate greater propensity of not achieving set objectives. 
A major hold back on cluster sampling particularly in probability sampling, where  it is essential to obtain a sample frame, is the accuracy of the sample frame. Howard et al (2007) highlights the possible problems of using sample frames such as existing data bases, as they found that individual data bases are often incomplete, inaccurate, or out of date. Cluster sampling technique is known to reduce the representativeness of the target samples and can limited accuracy of research outcomes. 
[bookmark: _Toc114139391]3.7 Data collection methods

[bookmark: _Toc114139392]3.7.1:  Survey Questionnaire 
A combination of primary and secondary research will be used in collecting required evidence for analysis. Primary research is based on the principle of a scientific method of collecting raw or first-hand data or information using questions or hypothesis, that are measurable, observable, and not prone to bias (Driscoll, 2011).  A set of structured questionnaires will be used to conduct primary research around the subject area. Survey questionnaire will be distributed using survey monkey platform. 10 structured questions with multiple choice answers, allowing for respondent to select most applicable answer to them. Maximum of 10 mins will be allowed to achieve the most instinctive response that mirrors respondent’s feelings. The conceptual model of investigation may need to be extended if intended or required number of responses are not achieved through initial investigation. Secondary investigations in forms of academic and literature reviews will be used to support primary research findings and to test hypothesis within research area. 
[bookmark: _Toc114139393]3.8 Analysis of Data 

Data analysis is an integral part of any research study and final layer within the research onion, where numerical information is used in analysing and explaining important parallels in a research study. Data analysis tools used in research is dependent on the research type and type of data being analysed. This research study is based on quantitative data collected using survey method with Likert scale, to measure responses. Quantitative data can be analysed by tabulating data in specific or chosen parameters to show scales or patterns, where summary conclusion can be drawn from (Easterby, et al., 1991). Microsoft excel will be used to initially collate data into a spreadsheet displaying all the measurement parameters. This will be further analysed using JAMOVI graphic analysis tool, version 2.3.12, where data will be represented using tables, graphs, charts, and numeric values represented in percentage values. Four  key areas of information are analysed, the demographic representation of the samples, with clusters numbered as (A) level 4 certificate student course level (B) Level 5 undergraduate (C) level 6 undergraduate (D) MBA postgraduate. Further analyses will be performed on responses to statements on the two main researched variables, Brand image (BI) and Customer satisfaction (CS) and main dependent variable brand loyalty (BL). Due to the single source of data collection, issue of common method bias will be tested to ensure validity of result analysis (Podsakoff, et al., 2003). If CMB is found to be present, these will be resolved by applying statistical remedies such as the Harman’s single-factor test (Chin, et al., 2013). However, initial care was taken when designing the survey questionnaire and sample sizes to minimise the risk of CMB issues.

[bookmark: _Toc114139394]3.9 Research Ethics. 

Research ethics refers to a set of moral principles designed to guide researchers using information gathered during a research study, to ensure the use of such information does not harm participants associated with their study or research, who have provided information for the benefits of the research study (Kumar, 2019). Data acquired for the purposes of this research will be treated in strict accordance with the Data Protection Act of 1998, ensuring that all personal information is kept private and confidential and is only used for the reasons for which it was collected. Prior to granting access to the survey, consent and confidentiality permissions were obtained via electronic formats from educational institutions where sample respondents are based and survey participants. Only personally identifiable information, such as age and gender, relevant to the study samples will be gathered; this information will not be shared with any third parties and will be used solely for research purposes.
[bookmark: _Toc114139395]4.0 Presentation of Data and discussion of Findings.

Within this section, details of the research finding following the completed survey are analysed and presented. Statistical data was gathered using survey questionnaire method from a sample size chosen from the University of Wales trinity St David’s, London campus. Result findings are presented following the set research objectives, and discussions highlighting the identified differences on the impact customer satisfaction and brand image has on brand loyalty,  based on a variation of questions asked on the survey questionnaire, are presented to demonstrate the impact these have on the selected study sample. The variables and dimension are measured and connectedness between the variables is revealed.
[bookmark: _Toc114139396]4.1 General Information

The research design required that study samples be taken from a single source, with specified number of samples. Structured questionnaire was used, with scoped parameters, allowing for uniformity in anticipated impact on respondent. Specific demographic questions on age, gender and study levels were asked to determine the authenticity of the research respondents. Matrixed statements were made on the key research testing variables and respondents were requested to select one most relevant statement to them, from a list of five statements, in other to gauge respondents’ instinctive feelings, to minimise any related issues of bias.
[bookmark: _Toc114139397]4.2 Response Rate

Total number of 70 respondents were contacted using electronic source. Survey questionnaire was distributed using respondents’ emails addresses, inviting them to participate in the research study by completing the questionnaire. It was anticipated that the required number of responses maybe achieved if a slightly higher number of students were approached, as the survey period coincided with student assessments periods and summer break. 50 responses were achieved, all 50 completed correctly with 100% of the requested information, providing an acceptable representative sample size for the research study.   
[bookmark: _Toc114139398]4.3 Presentation and Interpretation of Data

[bookmark: _Toc114139399] Questionnaire in Question:

Within this section, ten questions were used and designed to gather feedback from respondents on key areas of the research objectives. Specific information relating to the data samples was requested to ensure that the sample respondent’s fall within the required scope as described within the research study design. Questionnaire was designed to be completed within five minutes and respondents were required to provide their most instinctive responses, that most represents their views on the questions. An average of 2m.05s, in survey completion time was achieved from the 50 respondents, representing less than half the required time, and a good indication of accurate views of respondents. Three key demographic information were chosen as the base (level of study, age, and gender,) to represent average age range of full-time university students currently at university of Wales trinity Saint David. A further three questions were used to established respondent’s current lifestyle and behavioural patterns, with specific reference to income and purchase behavioural pattern while in university campus. Twelve carefully designed statements around key objectives areas, were used to help determine respondent overall views and opinions on the key research study area, measuring customer satisfaction, brand image, and impact these have on consumer brand loyalty.
[bookmark: _Toc114139400]4.3.1 Demography analysis
[bookmark: _Toc114139401]4.3.1.1 Level of study: 
Q1
	What level are you currently studying at the University of Wales Trinity St David

	Level
	Frequency
	Percentage

	4
	3
	6%

	5
	14
	28%

	6
	15
	30%

	7
	18
	36%

	Total
	50
	 


Table 1 Current Level of Study of Respondents


Fig. 7 Level of Study of respondents
Table 1 shows that a total number of 50 respondents returned a fully completed questionnaire, representing 100% of the targeted sample size. 6% of the respondents came from level 4 students, which is the university foundation degree level, 28% came from level 5, 30% came from level 6 and 38% from level 7 or the post graduate levels. The response percentages show a good spread across the surveyed sample size with a median point of 25% demonstrating a good split across the student base.
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	Q2

	What is your gender?

	Level
	Frequency
	Percentage 

	Female
	28
	56%

	Male
	22
	44%

	Other Specify
	0
	0%

	Total
	50
	 


Table 2 Gender of Respondents


Fig.8 Gender of Respondents Split
Table 2 illustrates background information of the respondents, with particular reference to their gender bracket splits. 56% (28) of the respondents were female while 44 %( 22) were male. While this can be considered an evenly split response rate, it is worth noting that more of the female gender were available to complete the questionnaire and is representative of the population split of the university of Wales  London campus split.
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	Q3

	What is your Age

	Level
	Frequency
	Percentage 

	18-30
	24
	48%

	31-45
	19
	38%

	41-60
	7
	14%

	Total
	50
	 


Table 3 Age of Respondents


Fig. 9 Age of Respondents
Table 3 illustrates an important aspect of the demographic information which is the age group split of the respondents. Majority of respondents were female. The sample was a total 50 respondents, with a representation age group of 18-30 (48%), which was greater than other age groups; 31-45(38%), 46-60 (7%). The percentage of 18-30 years at 48% is representative of the emergent consumer age groups commonly known to be at the study age of their carriers and supports the business case of this research.
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	Q4

	Are you currently working in a paid employment where you work for more than 16 hours per week?

	Level
	Frequency
	Percentage 

	Yes
	15
	30%

	No
	30
	60%

	Prefer Not to Say
	5
	10%

	Total
	50
	 


Table 4. Work Status of Respondents


Fig. 10 Work Status of Respondents
In trying to ascertain the financial capability of the survey samples, it was important to determine their income status, as typically full-time students are expected to work no more than 16 hours per week to qualify for certain financial supports such as grants and loans, available to full time students in the UK. Furthermore, understanding this aspect will help position the surveyed students as emerging consumers, as they will fall within the predetermined threshold of working a maximum of 16 hours per week, and therefore not be pre exposed to excessive funds, that may impact on the choices they make when deciding on a brand. From the 50 returned and qualified surveys, 60% of the respondent confirmed to not working more than 16 hours per week, while 30% confirmed to working more than 16hours per week. 5% of the respondents chose not to declare this information, which was also an important option of their personal information management. It may be assumed that having more than half of the sampled respondents fall into the predetermined category of full-time students, fully supports the viability of the sampled respondent. 30% of the respondent are assumed to come from the post graduate levels students, who although are also fulltime, are known to hold more permanent paid positions in employments.
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	Q5

	Do you buy food snacks and drink beverages while in university campus 

	Level
	Frequency
	Percentage 

	Yes
	31
	62%

	No
	3
	6%

	Sometimes
	16
	32%

	Total
	50
	 


Tables 5 Consumer behaviour


Fig. 11 Consumer behaviour

This section was design to establish an existing behavioural pattern within the surveyed sample as part of the fact-finding studies, to support the earlier assumption that students spend a considerable portion their finances on food beverages and snacks while within the campus or recreations facilities. Measuring these behavioural patterns shape the background in measuring the different variables that drives their behaviours towards choosing certain brands over others. From the 50 returned questionnaire, 31(62%) of the respondents answered yes to regularly buying food and beverage snack, 3(6%) said they only do sometimes, while 16(32%) answered that they did not buy food snacks and beverages while in the university campus. It is worth noting that most students especially those within the urban areas, as in the case of the surveyed samples, bring in their own food and drinks from home as part of finance management processes. Whilst this number is high, the actual number that answered yes far surpasses this and further supports the assumptions made earlier on student’s behavioural patterns.

[bookmark: _Toc114139406]4.3.1.6 Purchase food snacks from PepsiCo Range 

	Q6

	Do you buy any of PepsiCo brands food snacks and beverage range such as (Walkers Crisps, Doritos', Cheese Puff, Lays, Munchies, Sabritas, Pepsi Cola, PepsiMAx, diet Pepsi, 7UP, Mountain Dew, Gatorade, Mirinda, Tropicana, Cheetos)?

	Level
	Frequency
	Percentage 

	Yes
	33
	66%

	No
	2
	4%

	Sometimes
	15
	30%

	Total
	50
	 


Table 6 Consumer purchase behaviour Patterns


Fig:12 Consumer Purchase Behavioural Pattern

 Table 6 further illustrates the behavioural pattern of surveyed samples and aims to assess their knowledge or awareness levels of the main research study brand. A selection of snacks and beverage brands owned by the PepsiCo group and found within the university premise and recreational facilities, were used in assessing how aware students were of the PepsiCo range, compared of other brands available within the same environment. 2(4%) of the respondents indicated that they don’t buy any of the mentioned brands, 15(30%) indicated that they sometimes buy from these brands, while 33(66%) of the respondents, indicated that they would regularly buy from these brands. The total number of respondents indicating that they do not buy from these brands was remarkably low at 4%, suggesting that they either did not know of the brands or preferred other brands. However, 96% of the total respondents admitted to knowing and occasionally purchasing these brands which further supports earlier assumption of the impact of brand salience as purported by Keller (2003) brand equity model.

[bookmark: _Toc114139407]4.3.1.7 Impact of Customer Satisfaction on Brand Loyalty 

	Q7

	Impact of Customer Satisfaction on Brand Loyalty

	CS1
	I buy from PepsiCo brands because they offer so many options of snacks to choose from
	19
	38%

	CS2
	I buy from PepsiCo brands because the quality of their products satisfies me
	17
	34%

	CS3
	I buy from PepsiCo brands because their products are reasonably priced
	7
	14%

	CS4
	I buy from PepsiCo brands because I enjoy sharing them with my friends
	7
	14%

	 
	Total
	50
	 


Table 7. Impact of Customer Satisfaction


Fig 13. Impact of Customer Satisfaction
In this section, drivers of customer’s satisfactions comprising of psychological and affective elements such as quality, price, and sentiments towards a brand, are measured to determine what impact these have on respondents’ behaviour towards PepsiCo brands. Four key statements labelled CS1-CS4 in the charts were used, frequency of respondents showed that where CS1,measures psychological element of variety and positioning, 19(38%) of the respondent felt this aspect was more important to their decision to purchase from the brands, CS2, measuring brand quality element, recorded the second highest response of 17(34%), demonstrating the dimension of perceived quality influence towards attaining customer satisfaction,  while CS3 and CS4, measuring cognitive elements such as rational valuation attached to acquired products (Bigne, et al., 2018), and cheerfulness displaying encountered experience (Javed, et al., 2018), both leading to customer satisfaction, came in at 7% of the total surveyed respondents. The finding supports assumption that achievement of drivers of customer’s satisfaction such as mentioned earlier, within brands such as PepsiCo, has direct influence on achieving customer satisfaction which further leads to increased brand resonance and brand loyalty.
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Q8

Fig. 14 Impact of Brand Image
This section investigated the impact brand image has on achieving brand loyalty. Like in the previous section and to maintain consistency in testing processes, 4 statements measuring key drivers or monitors of brand image were used and were labelled BI-1-BI-4. Dimensions such brand awareness influencing cues (Yoo & Donthu, 2001), returned BI-1- 40% of the totals responses, representing the highest rate of importance to the study sample. Brand perception and association dimension ( (Keller, 1993), labelled BI-2, returned 36% of the total responses, representing second highest score out of the total responses received. BI-3 measured impact of brand salience dimension and returned 18% of the total returned responses. 6% of the total respondents BI-4, indicated that they did not know of any PepsiCo brands, whilst this may be considered a very low number, it is worth noting this as a future marketing opportunity, and one brands could look to explore and adapt their brand salience activities to capture such consumers who may have been missed with current brand awareness campaigns. The overall findings support the earlier assumption and theories that brand image had a direct influence on brand loyalty.
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Q9

Fig. 15 Customer Motivation towards Brand Loyalty

Consumer motivation factors are the influencing factors that directly or indirectly impact consumer behaviour into positively associating with a brand or making decision whether to or not buy into a brand. These factors are psychological, emotional, and personal desires to be socially accepted by peers (Mathes & Edwards, 1978). Psychological factors such as price and emotional influences were measured as key motivational influences and decision drivers of full-time university student, towards staying loyal to brands such as PepsiCo. Price is considered a major motivation and driver towards consumer loyalty, as it is seen as persuasive and valuation tool to attract customers to buy into a brand (Zeithaml, 1988). Four statements covering key measurement areas were used and labelled CS-1 to CS-4. CS-1 price dimension, returned 38 %( 19) of the 50 returned responses. CS-2, emotional dimension, returned 42%(21), CS-3, affective or social acceptance dimension, returned 12%(6), while CS-4 8%(4) of the respondents responded as do not buy any of PepsiCo brands. CS-2 returned the highest response rate suggesting that emotional dimension weighed more on the surveyed samples as main driver towards brand loyalty. While the price dimension is not too far off, it can be assumed that consumers of PepsiCo may have viewed the price dimension as equitable, thereby appraising this as non-discriminatory, hence the emotional dimension weighed more in this instance. However, factors such as the age range of the respondents may further affect the outcome of the finding if a larger sample size was used. Overall, the findings support both assumptions that customer satisfaction, and brand image have direct impact on consumer brand loyalty.
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Q10

Fig. 16 Consumer Brand Loyalty
Brand loyalty is concerned with how committed consumers are or the commitment consumers hold towards a brand. These commitments are behavioural, attitudinal, or affective in nature and can be demonstrated through a consumer’s intention to repurchase, share experience, or attribute a set criterion, mostly positive, to a brand (Rather & Sharma, 2017). Loyalty to PepsiCo brand was measured with the surveyed sample using four key statements covering indicators of consumer brand loyalty. Statements covering consumer preferences to repurchase, and affections grown as a result of evaluated experience was labelled BL-1 to BL-4. BL-1 measuring the affective dimension on brand loyalty returned 38 %( 19), BL-2 measuring the intention to repurchase, returned 30 %( 15) & BL-3 measuring the intension not to repurchase returned 4 %( 2). BL-4 measuring consumer commitment to brand returned 28 %( 14). Affective dimension which includes consumers desired preference returned the highest response, suggesting that students within the surveyed samples had deep affection towards PepsiCo brand developed as a result their experience with the brand. Behavioural intention to repurchase returned the second highest score, indicating willingness of students to seek out a familiar PepsiCo brand outside the university campus. Consumer commitment to brand returned the third highest score, further indicating the willingness of student to seek out known brands first, before searching for alternatives. The findings support the conclusion that brand loyalty stems from a combination of consumer experiences and deep held evaluation held by consumers over a period of time.





4.4 Discussion

This study set out to help gain understanding on major influences on emerging consumers decisions to remain loyal to premium brands such as those found within the PepsiCo group corporate brand umbrella. Full time university students were chosen for the study, as they are considered important contributors, towards shaping future marketing communication and product designs. Established consumer behavioural influences such as salience, satisfaction, and motivations, were measured to see which of these weighed more on emerging consumers, such as university students’ decision making processes, towards remaining loyal to a brand. PepsiCo brand was chosen for the study as they hold a wide range of fast food and snacks brands commonly found in many food stores and amongst many other brands found within university campuses. Three main research objectives were established, and anonymous questionnaires were used to canvas a cluster sample within a set university environment, to determine which of the various cues and drivers, such as price, quality, emotions, generational tendencies,  within measuring parameters, had a potential to cause a shift in known behavioural patterns, as previous studies has shown that teenagers are known to learn their purchasing skills while shopping with parents (Blackwell, et al., 2001), and display different behaviours and have many stages of decision making when buying a product or brand, with the last stage being reflective stage where they pay more attention to social aspects of being a consumer (McNeal, 1993).
Key demographic and existing behavioural patterns were gauged to help determine levels of behavioural patterns commonly found within young consumers considered emerging consumers and to test any pre-held affiliations towards PepsiCo brands. The findings showed that majority of the respondents fell within the  bracket age of (18-30), currently working less than 16 hours per week or not working at all and spend a lot on fast food and snack beverages, behaviours commonly associated to  young emerging consumers. Finding also showed that a high number of the students attested to knowing of PepsiCo brand and had previously bought into the brand before. These findings support the main reason for the study, which was to gain an understanding to the key motivations of emerging consumers to remaining brand loyal, even when they know of brand alternatives available to them within the same environment. Previous studies had shown that many factors such as family, friends mass media, schools and retailers  are enablers of teenage socialisation, with family being the primary agent (Ward, 1974), and supported by (Sheth, et al., 1999), when they opined that consumer socialisation occurs when teenagers learn to make choices among brands, knowledge about product futures and functions of market place, and further supports the findings as respondents’ indication shows high knowledge of PepsiCo brands, which could have been developed as a result of these socialisation enablers. It is therefore prevalent to conclude that key socialisation cues as indicated from the findings, are present within the surveyed samples and plays a crucial part in the behaviours of the students towards staying loyal to PepsiCo brand. 
Customers Satisfaction dimension was measured and specific drivers of satisfaction such as variety options, price and quality were used to gauge the impact this dimension has on customer satisfaction and in turn brand loyalty. Prior studies conferred that customers satisfaction is a critical determinant of brand loyalty (Lee, et al., 2019) in the context of fast-food industry, stimuli play a crucial role in creating customer satisfaction (Naderi, et al., 2018). Fast food snacks and beverages are found in every corner of university campuses, with wide range of brands available within vending machines, restaurants, and surrounding shops within the university environment, and as such the study on brand loyalty influences, adds notable value to the snacks and fast food industry with particular reference to university students as emerging consumers. 
The findings from the study shows that brand induced stimuli in this case, variety of available PepsiCo brands, ranked highest from the results, suggesting that students highly valued the fact that they had a large choice of brands from the PepsiCo range to choose from, and therefore found that this most influenced their choices. This aspect is supported by a previous study which found that diversity-seeking conduct is part and parcel of human nature when it comes to consumption of products or services (Ratner, et al., 1999). This was closely followed by quality of products, which came in with the second highest score from the respondents. In consideration of the cue utilisation theory, consumers utilise innate and adventitious cues to evaluating worth of a products, particularly in the case of food products (Olson & Jacoby, 1972), in this case, adventitious cues such as brand, price, taste, and product details, were rated and valued as key influence to creating satisfaction. Price considerations were explored and came in with the third highest score. A recent study on influence of price on decision making processes for students, concluded that 62% of  students believed that price is the most imperative reason for making a decision to patronise a brand or buy a product (Klassen, et al., 2015), and further supports this study findings. Finally, social factor influences were measured and came in with similar score as the price dimension, further suggesting its strong validity in aiding the achievement of customer satisfaction.  These findings are significant in that it corelates empirical studies which found that the aforementioned stimuli have profound influence on achieving satisfaction within customers (Dutta, et al., 2014), and further supports the hypothesis (H2) that customer satisfaction is essential to consumers staying loyal to a brand.
The study further measured the influences achieved as a result of image related factors such as positioning, identification and brand communication activities and the extent in which they impacted a consumer’s decision to remain loyal to a brand. Brand image is considered another important dimension for consideration in achieving consumer brand loyalty. It deals with how consumers view a brand in term of quality and price and overall value and how the brand is positioned within a consumer’s mind. PepsiCo brand image rank highest within this category, as students associated the brand to having good quality and taste and would initially think of the brand when they want to purchase fast food snacks and beverages. This is significant in that it is supported by many experts and empirical studies as with Keller (2003), which states that brand image occurs when customers associate themselves to a particular brand, holding a positive view about a brand and are willing to share their experience with others. Brand image has been known to have direct impact on purchase behaviour of consumers (Baseer, et al., 2015), and companies give valuable considerations in building image, investing capital and executing strong marketing and communication strategies designed to enhance their brand image (Asim , et al., 2012). Brand awareness ranked second highest suggesting that PepsiCo strong marketing communication initiative is having the desired impact, further supporting the impact of their numerous market related campaigns. Organisational identification theory states that an individual becomes a member of a social group in other to support his identity and sense of belonging  and similarly, consumers define their social identity, by consuming brands or associating with brands (Del Rio, et al., 2001).These together with the existing empirical findings supports hypothesis one (H1) which states that brand image has a significant impact on University Students Brand Loyalty to Fast food Snacks and beverages.
Factors that drive consumer motivation to remain brand loyal was tested, the finding showed that the main motivations for student to remain loyal to PepsiCo brands were more psychologically based. Majority of the students suggested that they felt good when buying PepsiCo brand and were very contended with sharing these experiences with their friends. This suggests a high level of brand equity exists amongst student and one which PepsiCo can further exploit. Keller brand equity model shows this as the highest level of brand equity known a Resonance (Keller, 2003), and suggests that organisations strive to attain this within their consumer base, and this can only go to demonstrate the high levels of loyalty found within emerging consumers such as students within the university environments. However, the findings do not support the third hypothesis (H3) which states that brand image has a greater motivational influence on brand loyalty than customer satisfaction, but rather shows key satisfaction cues such as price and emotional feeling were more present within the study sample. It will be interesting to know if the outcome may vary if a larger sample was used in the research.
Finally, Students overall loyalty toward PepsiCo brands was measured to determine how much impact other previously established dimensions have on their loyalty. Affective and behavioural tendency returned the two highest scores, highlighting deep held affections towards the brand from the students. Interesting to note that while a higher number indicated that they would initially opt for a PepsiCo branded product, a fair number indicated that they would buy alternative brands in an event they don’t find a suitable PepsiCo brand. This in itself present an opportunity for PepsiCo in areas of product extension within its most popular lines, through engagement with student to ensure it does not lose such loyal customers to the competition. Brand loyal customers are known to be willing to expend chunks of money for foodstuff or products, without giving due consideration to factors such as price (Sara, et al., 2021). Therefore, the presence of the cohesive relationship between consumers and a brand will always have a positive attribute to a brand profitability and equity, and brand such as PepsiCo must be prepared to adopt defensive marketing strategies to gain more market share especially in the emerging consumer sector (Kitapci & Ergun, 2018).
[bookmark: _Toc114139412]4.5 Conclusion

The key objectives of this study were to determine the impact brand image of PepsiCo has on university students; the impact customer satisfaction has on brand loyalty of PepsiCo and key motivations for university students to remain loyal to PepsiCo brands. The findings from this study reinforced the benefits of maintaining strong and positive brand image as this increases the chances of consumer association (Akaah & Korgaonkar, 1998), as found in this case. PepsiCo has a relatively strong brand association and awareness with university students and the impact of their communication strategies are clear to see, as high number of the study respondents indicated of knowing of the brand, its products, and will consider the brand as their initial option when making purchases of fast food snacks and beverages.  This indicates a high level of brand equity; however, the findings show that the respondents based their decision on affection held due to perceived quality experienced with the brand. PepsiCo must therefore ensure it maintains the quality within its product range, if it is to continue enjoying the strong levels of brand loyalty.  Brand loyalty is critical to organisations achieving and maintaining competitive edge in any market which they operate. Organisations spend vast budgets in marketing communication activities to highlight key benefits of their products and thereby position their brands in their target audience minds. Effective positioning of a brand directly impacts consumer perception, which in turn leads to satisfaction. Considering the vast choices available to consumers within the fast food snacks and beverage industry, the tendencies for consumers to switch brands are very high and therefore one organisation such as PepsiCo must strive to avoid. Customer satisfaction cues as identified from this study especially in the areas of product variety and quality should be maintained, as they have been shown to be important affective and motivational factors in students staying loyal to PepsiCo brand. Emerging consumers are known to be curious and are willing try new products as they develop their consumption preferences, Brands such as PepsiCo must fully engage such consumer to ensure it adopts a consumer led product development and communication strategies if it is to gain future and bigger market share for its brand.
[bookmark: _Toc114139413]5.0 Limitations

The present Study has some limitations which may need to be taken into consideration when reviewing the study findings. The timing of the study was extremely limited and coincided with student exams and assessment periods, this led to difficulties in collecting primary data, as survey response rate was low and response times were delayed. Furthermore, gaining access to students’ data for use in primary research was problematic and further delayed the timescale available to conduct the research.  This led to selection of smaller sample size which may have impacted the outcome of the study. A bigger sample size of at least 200 students should be considered and additional measurement constructs, such as effects of integrated marketing communication (IMC) may be included to properly gauge the impact brand activities have on emerging consumers brand loyalty. 
[bookmark: _Toc114139414]6.0 Recommendation

Brand loyalty is an important construct every organisation must continue to strive for. Empirical studies have shown that positive brand image can directly lead to increased brand association, which in turn leads to increased repeat purchase intentions for brands. However, consumer loyalty in form of affective loyalty is considered critical in attaining brand loyalty, as this is where the initial relationships leading to behavioural and attitudinal brand loyalty are developed. Further studies should be carried out on what fully constitutes or drives consumer loyalty outside brand construct, as these may help with improving product development and communication strategies. PepsiCo as an organisation may consider extending similar customer engagement programs such as co-creation strategies, as they have in other markets, to consumers in UK and especially emerging consumers of full time university background, as this strategy may help shape future attitudes and behaviours towards PepsiCo brands.
 The concept of co-creation is concerned with an organisation joining hands with its consumer base to come up with future products or services, using the power of internet and social media interactions. This strategy may be suitable as it is supported by human behavioural theory, the social exchange theory (Homans, 1961),which states that “ consumers interact virtually with companies and participate in virtual co-creation events as they believe that it will be rewarding” and self- determination theory which views activities of co-creation “as a function of internal and external motivations determined by self, leading to enjoyment, friendships and satisfaction” (Deci & Ryan, 1985). The main benefit of this strategy is that consumers are more likely to stick with the product or services as it would already meet their needs. It may create and increased sense of value among consumers, help gain insight of various product use and help shape future segmentation (Yadav, et al., 2016). 
Brand Image has been shown to aid consumer satisfaction in areas of perceived quality leading to brand loyalty within students. As an extension to the co-creation strategy, PepsiCo may  look to modify its business model and marketing communication strategies, to a more integrated marketing communication   that encompasses on-going collaborative consumer led strategies, especially in areas of innovation and product development, where managers will use various social media platforms to deliver mutual benefits to both the consumer and brand through better understand and knowledge of consumer experience and ways this can be further enhanced. This will lead to increased customer satisfaction and a reduction in customer expectation-experience gap (Healy & McDonagh, 2013). Adoption of this strategy may lead to increased brand awareness and brand image as consumers through the engagements will self-promote the brands, making them go viral, creating increased sense of connection to the brand and invariably increasing PepsiCo brand loyalty. Furthermore, PepsiCo will stand to benefit from this strategy in areas of increased revenue, product innovations and competitive advantage. 
 6.1 Future Research.
Further research could be conducted on a wider student sample such as secondary school students with specific study on image related influences and the findings compared to similar study on customers satisfactions influences. This may shed a clearer picture from younger emerging future consumers on what matters most to them and aid organisation such as PepsiCo in developing future products and marketing communication strategies.
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[bookmark: _Toc114139417]Questionnaire

This research study is designed to help in understanding the impact customer satisfaction and brand image has on consumer brand loyalty, as well as determine which of the variables has a greater influence on brand loyalty.  The researcher is an MBA student at the University of Wales Trinity ST David, and information gathered from this questionnaire will be used for an MBA dissertation.
Your responses will be used purely for the purposes of this research study and treated with utmost anonymity and privacy. There are 10 questions in total in the questionnaire and will take no more than 5mins to complete. Please answer all the questions as honestly and spontaneously as possible, as this is important to the success of the research study.

Top of Form
1. What level are you currently studying at the University of Wales Trinity St David?

4
5
6
7
2. What is your gender?

Female
Male
Other (specify)

3. What is your age?

18-30
31-45
41-60
60 or older


4. Are you currently working in a paid employment where you work for more than 16 hours per week?

Yes
No
Prefer not to say
5. Do you buy food snacks and drink beverages while in university campus 

Yes
No
Sometimes

6. Do you buy any of PepsiCo brands food snacks and beverage range such as (Walkers Crisps, Doritos', Cheese Puff, Lays, Munchies, Sabritas, Pepsi Cola, PepsiMAx, diet Pepsi, 7UP, Mountain Dew, Gatorade, Mirinda, Tropicana, Cheetos)?

Yes
No
Sometimes
7. Impact of Customer Satisfaction on Brand Loyalty

I buy from PepsiCo brands because they offer so many options of snacks to choose from
I buy from PepsiCo brands because the quality of their products satisfies me
I buy from PepsiCo brands because their products are reasonably priced
I buy from PepsiCo brands because I enjoy sharing them with my friends

8. Impact of Brand Image on Brand Loyalty

When I think of PepsiCo Brands, I think of quality and good taste
I always recognise PepsiCo brands when I see One
I buy PepsiCo Brands because of the number of advertisements  I see on TV, social media, and print media
I do not know any PepsiCo brand
9. Customer Motivations towards Brand Loyalty

I always buy from PepsiCo brands because they are reasonably priced
I will always buy PepsiCo brands because of how I feel about the brand
I will always buy PepsiCo brands because my friends and family buy these brands 
I do not buy any PepsiCo Brands

10. Consumer Brand Loyalty

I consider PepsiCo brands as my first choice for food snacks and beverages
I would always try to find a familiar PepsiCo brand when shopping or buying food snacks and beverages 
I would not buy an alternative brand of food and snack beverages if PepsiCo brands were available
I would buy an alternative brand of food snacks and beverages if PepsiCo brands were not available
Bottom of Form

Thank you for your co-operation





What level are you currently studying at the University of Wales Trinity St David	occurance	

4	5	6	7	3	14	15	18	What level are you currently studying at the University of Wales Trinity St David	occurance	
4	5	6	7	0.06	0.28000000000000003	0.3	0.36	What level are you currently studying at the University of Wales Trinity St David	occurance	
4	5	6	7	What level are you currently studying at the University of Wales Trinity St David	occurance	
4	5	6	7	What level are you currently studying at the University of Wales Trinity St David	occurance	
4	5	6	7	No. of levels


N0. of responses



Gender

Frequency	
Female	Male	Other Specify	28	22	0	Percentage 	
Female	Male	Other Specify	0.56000000000000005	0.44	0	

Age of Respondents

18-30	31-45	41-60	24	19	7	18-30	31-45	41-60	0.48	0.38	0.14000000000000001	




Work Status

Yes	Frequency	Percentage 	15	0.3	No	Frequency	Percentage 	30	0.6	Prefer Not to Say	Frequency	Percentage 	5	0.1	Total	Frequency	Percentage 	50	



Consumer behaviour


Yes	No	Sometimes	31	3	16	
Yes	No	Sometimes	0.62	0.06	0.32	

Consumer Behaviour 

Frequency	Yes	No	Sometimes	33	2	15	Percentage 	Yes	No	Sometimes	0.66	0.04	0.3	




Impact of Customer Satisfaction on Brand Loyalty

CS1	CS2	CS3	CS4	19	17	7	7	CS1	CS2	CS3	CS4	0.38	0.34	0.14000000000000001	0.14000000000000001	





Impactof Brand Image 

Frequency	When I think of PepsiCo Brands, I think of quality and good taste	I always recognise PepsiCo brands when I see One	I buy PepsiCo Brands because of the number of advertisements  I see on TV, social media and print media	I do not know any PepsiCo brand	BI 1	BI 2	BI 3	BI 4	20	18	9	3	Percentage	
When I think of PepsiCo Brands, I think of quality and good taste	I always recognise PepsiCo brands when I see One	I buy PepsiCo Brands because of the number of advertisements  I see on TV, social media and print media	I do not know any PepsiCo brand	BI 1	BI 2	BI 3	BI 4	0.4	0.36	0.18	0.06	


Customer Motivation Towards Brand Loyalty

Frequency	I always buy from PepsiCo brands because they are reasonably priced	I will always buy PepsiCo brands because of how I feel about the brand	I will always buy PepsiCo brands because my friends and family buy these brands 	I do not buy any PepsiCo Brands	CS 1	CS 2	CS 3	CS 4	19	21	6	4	Percentage	I always buy from PepsiCo brands because they are reasonably priced	I will always buy PepsiCo brands because of how I feel about the brand	I will always buy PepsiCo brands because my friends and family buy these brands 	I do not buy any PepsiCo Brands	CS 1	CS 2	CS 3	CS 4	0.38	0.42	0.12	0.08	




Consumer Brand Loyalty 

Frequency	
I consider PepsiCo brands as my first choice for food snacks and beverages	I would always try to find a familiar PepsiCo brand when shopping or buying food snacks and beverages 	I would not buy an alternative brand of food and snack beverages if PepsiCo brands were available	I would buy an alternative brand of food snacks and beverages if PepsiCo brands were not available	BL 1	BL 2	BL 3	BL 4	19	15	2	14	Percentage	
I consider PepsiCo brands as my first choice for food snacks and beverages	I would always try to find a familiar PepsiCo brand when shopping or buying food snacks and beverages 	I would not buy an alternative brand of food and snack beverages if PepsiCo brands were available	I would buy an alternative brand of food snacks and beverages if PepsiCo brands were not available	BL 1	BL 2	BL 3	BL 4	0.38	0.3	0.04	0.28000000000000003	
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