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[bookmark: _Toc134168794]Chapter 1-Introduction
[bookmark: _heading=h.oktryjegwt1d][bookmark: _Toc134168795]1.1 Abstract
The purpose of this research is to determine and discuss about the positive and negative impact of the customer satisfaction ,of brand image and  brand loyalty of Apple . The research focuses on relating two hypothesis such as positive impact of brand image on brand loyalty and customer satisfaction on the brand loyalty. The second chapter discusses the term customer satisfaction as a measurement that determines customer happiness or disappointment of a person which outcome from differentiating product’s perceived performance. The chapter discusses about total Engagement model, Aaker Model of Brand Loyalty and Keller’s Brand Equity Model to discuss about benefits and disadvantages of customer satisfaction on Apple’s brand loyalty. Third chapter discusses the researcher implements pragmatism philosophy, inductive and deductive method, survey and interview, primary qualitative and quantitative data collection method to gather topic-related data. From the findings it is determined that customer satisfaction helps Apple to increase their NPS score, positively impact on their brand identification and brand loyalty. It is also determined majority of customers are satisfied with the Apple products. It is also recommended for Apple to consistently train their employees for latest technologies so that they can bring innovation on Apple products and maintain customer satisfaction rate.           
1.2 Acknowledgement 
I am thankful to everyone who help me with the dissertation. All my family  members, to my teacher that  have delivered extensive professional and personal guidance throw the steps that I have to go throw on my research.    
[bookmark: _Toc134168796]1.3 Background 
The dissertation is going to assess the brand image and customer satisfaction and brand loyalty of Apple. The secondary research describes brand image along with customer satisfaction as both have a positive impact on brand loyalty. The secondary research has revealed brand image's impact on brand loyalty which was bigger than customer satisfaction and its impact. Apple users prefer the brand innovativeness of Apple and its impact on their life after using the products. The meaningful innovation of a product has a positive impact on customer loyalty at the time of product newness, which is fewer valuable features can impair customer loyalty. Apple always focuses on customer satisfaction by maintaining its brand loyalty (Hokky and Bernarto, 2021). The secondary research states that Apple maintains high brand loyalty by paying attention to detail moving beyond the items, into the experience and packaging which is attached to it. Apple does not deliver purchased products in the standard packaging of cardboard. This moves beyond and above and provides attention to detail in the packaging as this does for all the items. Even to maintain brand image and customer satisfaction, employees of Apple address directly the major concerns of customers about using the products of Apple. This offers customers an impression that Apple offers proper care and major customer service. Even Apple makes customers think their employees themselves determine the technology of Apple is enjoyable to play with (Yang, 2020). 
The secondary research states that Apple interacts with the customers as to what they are caring about. Apple after the conversation understands that the main matter is experienced not the megabytes. The attention of marketing to detail sets just like sleek designs to keep the message relatable and simple, which gets people talking. Apple to expansion the customer loyalty follows important drivers of loyalty such as personal fortitude (depth of one's interest and involvement), social bonding and product superiority (Mel and Berlianto, 2022). The organisation leverages every factor- personal fortitude, product superiority, and many more. The key products Apple offers to customers to maintain customer satisfaction and also their brand loyalty are iPhones, Apple Watch, iOS, iPad, macOS, AirTag, Logic Pro, Apple TV and Macintosh. Through these products, Apple gains competitive benefits and also makes customers come again and again to their stores.              
[bookmark: _Toc134168797]1.4 Research rationale
Apple faces many issues in their different product categories. In many countries worldwide like India, Apple is struggling to provide major quality after-sales services to the customers. As per the strict retail laws in India, Apple is unable to offer the proper after-sales services. For this purpose, in India Apple phones and other products are less recommended compared to other products of companies such as Xiaomi, Samsung and many more (Aditya et al., 2021). Therefore, Apple is receiving fewer marks for issue resolution, store staff and its empathy to the customers, customer satisfaction and many more. It is determined from the secondary research that all the processes are observed as non-personal and highly transactional. It is not that acceptable from the global brand called Apple. The major reason for this type of issue is that it failed to operate as a first-party store because of strict government regulations in India. In this case, customers have to rely on third-party providers who are not directly managed by Apple. For this purpose, the customers are failing to get proper service and it negatively impacts the brand image of Apple and its customer satisfaction level (Campbell, 2019). 
Even from the secondary research, it is determined that products like Apple Watch are creating challenges for Apple and their brand image. If the Apple Watch product is bad at telling the time then the users could undoubtedly be ticked off (Hokky and Bernarto, 2021). Even Tim Cook the CEO understands telling time is important for the expensive timepiece. The CEO emphasises the device is effectively operating within 50 milliseconds. While the battery is depleted the watch kicks into the mode called 'Power Reserve', shutting down entire things. Apple also realises that something is missing- this ultimately brings Apple to focus on its brand loyalty and image to maintain effective customer satisfaction (Eyal, 2016).         
[bookmark: _Toc134168798]1.5 Aims, objectives and research questions.
Aim 
The dissertation aims to evaluate the different types of impact of brand image as well as customer satisfaction on brand loyalty at Apple. 
Objectives 
· To determine the negative and positive impact of brand image and customer satisfaction on brand loyalty of Apple
· To evaluate strategies Apple should take to overcome the negative impacts of brand image and customer satisfaction. 
Research questions   
1. What is the negative and positive impact of brand image and customer satisfaction on brand loyalty of Apple?
2.  What are the strategies Apple should take to overcome the negative impacts of brand image and customer satisfaction? 
[bookmark: _Toc134168799]1.6 Dissertation outline
The first chapter of the dissertation is the ‘Introduction’. In this chapter, the researcher discusses the research background, research rationale, research aim, questions and objectives. 
The second chapter of the dissertation is ‘Literature Review’. In this chapter, the researcher discusses the key variables of the topic and theories related to the variables. The researcher also discusses conceptual framework and literature gaps.
The third chapter of the dissertation is ‘research methodology’. In this chapter, the researcher discusses different data types with the help of Research Onion. The researcher discusses sample size, qualitative, sampling method, data collection method and sample type. The researcher also discusses data collection such as Excel. 
The fourth chapter of the dissertation is ‘data analysis’. In this chapter, the researcher uses survey questions to bring findings and analyse the data based on the findings. In this case, the researcher discusses the results of every question set in the questionnaire. 
The fifth chapter of the dissertation is ‘Conclusion/Recommendation’. In this chapter, the researcher discusses different strategies and future research. 
1.7 Research hypothesis 
H1: Brand image has a positive impact on the brand loyalty
H2: Customer satisfaction has a positive impact on brand loyalty  


[bookmark: _Toc134168800]Chapter 2- Literature Review 
[bookmark: _Toc134168801]2.1 Introduction 
The purpose of the chapter is to discuss dependable and independable variables such as customer satisfaction, brand image and brand  loyalty. The purpose of the chapter is to discuss the theory related to these variables. The purpose of the chapter is to discuss the impact of customer satisfaction and brand image on brand loyalty at Apple. The chapter is also going to discuss the strategies firms take to overcome the negative impacts of brand image and customer satisfaction. The chapter is also going to discuss the major literature gaps. 

2.2 Customer satisfaction 
In Accordance to Bernarto and Prwanto (2022)  the term ‘customer satisfaction’ is known as the measurement which identifies the happiness level of the customers. This happiness depends upon the capabilities, services and products of the company. The information on customer satisfaction including ratings and surveys may support the organisation in identifying the way to change or improve the services and products (ASQ, 2023). 

Customer Satisfaction is a measurement through which it can be understood how much the customers are happy with the company's services, products and overall capabilities. A company's main focus is to enhance customer satisfaction so that more people would get attracted towards the brand. According to Hult et al. (2022), in customer satisfaction, the company has to realise who its customers are and what needs and wants they have in order to provide the services or products accordingly. When the expectations of customs are fulfilled by the company the customer satisfaction value increases.
As per Philip Kotler, the term ‘customer satisfaction’ is the disappointment or feeling of pressure of the person that resulted from differentiating the outcome or perceived performance of the product against her/his expectations. The term ‘customer satisfaction’ is the perceived expectations and performance function. Perceived performance is a belief of customers about the service or product experience. The expectations of buyers are influenced by reviews, testimonials or recommendations, word of mouth, and product performance in the current past (Rajeev, 2022).   

2.3 Brand Image 
In accordance to Bernarto and Prwanto(2022), the term 'brand image' is the integral brand equity component as this conveys brand worth to the customers. This represents emotional aspects which determine the brand of the organisation or the products. As opposed by Putri and Yasa, (2022), brand equity is a brand value that is determined by the perception of the consumers of their desirability and quality. 

Brand image has a powerful impact on consumer purchasing behaviour. For any company, the brand image helps to create an impression. The Customers can build the brand and business impression depending upon several factors including the way staff are dressed, business cards, websites, store cleanliness and many more (Gaid, 2021).         
[bookmark: _Toc134168802]2.4 Brand loyalty 
This term is considered a dependable variable. This is the term while customers are continuing to buy from the same brand again and again, despite the competitors offering similar services or products. As mentioned by Putri and Yasa, (2022), customers of any organisation through brand loyalty continue to purchase and engage from the same brand, however, they associate positive feelings with the brand. This is the term when customers select the repeated purchase of the product developed by the same firm despite the efforts of competitors to entice them. For example, the brand loyalty of the customers depends upon the perception. Customers who prefer Coke will purchase it every time and those who prefer Pepsi will purchase it always (Stewart and Small, 2012).     


As stated by Gordon, (2021), brand loyalty depicts the positive feeling people have about a company's products or services using which they prefer those products over the company's competitor products. In this, repeat purchases are included. Customers of a company think that they provide a better-quality product than any other companies in the market. Thus, that individual keeps coming back to the company.(Gordon,2021)

[bookmark: _Toc134168803]2.5 Theory and model related to variables.
The literature initially discusses the total engagement model. This model mainly focuses on CVP or customer value proposition. In this CVP, organisation, employees and customers are the 3 major entities. The employees are entirely committed to the customers and offer planned and unique customer experiences. The organisation maintains strong brand advertising which is depending upon the strong insight of the customers. In terms of customer satisfaction, the total engagement model ensures customers about the brand premise. The major advantage of this model is customer engagement. In current days, businesses face many issues which make the engagement of customers highly important than ever. This model reduces the challenge and enhances the growth in customer engagement for businesses. For example, Apple maintains effective customer engagement. The customers love Apple items and become loyal. The account of Apple Support embraces every type of feedback such as bad, good and everything in between. This account makes every customer feel valued by acknowledging the people who are complimenting them and working fast to solve the grips. It supports encouraging important feedback and develops lasting relations with the customers. On the other hand, this model has been criticised a lot. It is because of a major communication gap. The communication issue occurs among the developer and customers. For example, Apple faces some communication gap issues as the company does not advertise and promote its products. Therefore, it becomes challenging for the production team to understand the requirement and demands of customers. Due to the lockdown and COVID-19, the word of mouth of customers are also decreased (BMB, 2022). 
[image: ]      
Fig 1: Total-engagement model 
(Source: Roberts and Venkatesh, 2017)         
This literature is going to discuss the customer satisfaction of the company by using the Aaker Model of Brand Loyalty. This model states strong loyalty to the brand that may allow the firm to concentrate on maintaining loyal customers. It may support eliminating marketing costs. This theory offers firms the benefit over their rivals in the market, who can be unable to convince loyal customers to shift to another brand (Bernarto and Purwanto, 2022). For example, Apple has high brand awareness and the company is a lovable and valuable brand. All these generate a major interest from the small investment in advertising. Apple becomes beneficial in terms of their advertising dollars moving further as ads from the well-developed/well-known brand get major attention from the viewers. This model has been criticised for not mentioning the single brand equity measure. Even the model offers indications on various items which may contribute to measuring effectively. This is not clear which and how products will combine based on getting a brand valuation. For example, Apple faces disadvantages in terms of its brand assets perspective. The company has a limited network in their distribution because Apple sells their products by itself. There are limited stores that are scattered all across the world. Therefore, in terms of customer satisfaction, this model supports the company to pinpoint those via concentrating on performance and attractive attributes. As an outcome, the product developers may determine USP or unique selling points which make the customers highly satisfied. 
[image: ]
Fig 2: Brand-equity model
(Source: Simplynotes, 2022)
The literature is also going to discuss the brand loyalty model called Keller’s Brand Equity Model. This is a customer-based brand-equity model. The tool supports the firms to determine ways to develop a strong brand by shaping how customers feel and think about them. This model creates benefits for the customers to determine the stages their brand belongs to and things companies will do to move ahead. For example, Apple has a strong brand identity. This emphasises qualities of exclusivity, memorability, innovativeness and simplicity. This model has been criticised a lot. This fails in taking into the consideration equity of brand names of manufacturers in contrast to individual brands of products. In major cases, customers downplayed the importance of brand elements and also expressed confusion. For example, Apple faces brand response issues because of their limited promotions and advertisement. The organisation has solid loyal customers, even after limited resources for advertising. Marketing Apple relies heavily on flagship and iconic retail stores. Due to this success, this company does not feel the requirement of having major spending on advertisement in comparison to different big brands including Pepsi, P&G, Coca Cola and many more. Even the firm can engage with the customer service group where they are speaking to customers daily. Ensuring these service teams have channels to transfer critical data to authentic groups internally (Vukasović, 2022).    
[image: ]  
Fig 3: Keller’s Brand Equity Model 
(Source: Hawker, 2019)       
[bookmark: _Toc134168804]2.6 Impact of brand image and customer satisfaction on brand loyalty of Apple
Advantages of brand image and customer satisfaction on Apple 
Prioritises their customers
The secondary research states Apple prioritises their customers in all the things they do. Apple by its branding strategy has positioned itself as one of the most innovative firms, embodying its slogan of ‘Think Different’. For example, Apple’s ‘Shot on iPhone’ advertisements (Yu-TeTu et al. 2013). 
Leverages emotion
Apple leverages emotion to develop its brand identity. Effective branding always engages emotions and developed in terms of its connections to build a memorable identity. This thing happened in the mid-1990s when the popularity of Apple had waned (Cale, 2017). The brand recognition at that time was low. Under the leadership of Steve Jobs, Apple launched an advertising campaign which featured heroes- both gone and living- whose convictions and passion had altered the globe in a significant manner (Power, 2022). Customer satisfaction with Apple reaches 92% because the loyal customers of this company are highly passionate about Apple products. Loyalty builds word-of-mouth marketing which drives new customers to the organisation. 
Exceptional experience
Apple offers an exceptional experience to the user which keeps the customers coming again and again for more. For example, iPhone customers state that they are going to use the products of Apple in the upcoming years (Briggs, 2015).    
Disadvantages of brand image and customer satisfaction on Apple
High-priced products
Even the secondary research also states that Apple could not target low and low-mid-income group people because of their high-priced products. Apple products are only affordable to mid and high-income customers. Because of the premium pricing, the low-income groups are dissatisfied about not afford Apple products. 
Allegation of tracking
As mentioned by Bernarto and Purwanto (2022), Apple has an issue related to customer dissatisfaction which negatively impacts their brand loyalty. Apple has an allegation of tracking. It is because trust issue occurs among the tracking users. The company accuses tracking apps on phones, that revealed the precise location of the customers. However, the current version of the Apple phones offers customers the right to declining tracking. Therefore, trust is hard to regain once this is lost (Ghiyath, 2023). 
Unfair practises of business
On the other hand, due to unfair practices of business the brand image of Apple is negatively impacted. Apple is under a major investigation for its unfair practices of business. The investigation was started after Apple received payment to make the search engine ‘Google’ the default search engine for their web browser called ‘Safari’. The secondary research states collusion between Apple and Google makes this hard for them to enter and grow into the market of search engines (Staff, 2019).
Positive and negative impact of customer satisfaction on Apple  
Customers satisfaction creates positive impacts on Apple and its profitability, reducing purchasing anxiety and increasing customer loyalty. 
Profitability
The main purpose of Apple is to make more money and for that, the company becomes a customer-centric company. The probability would not have been that successful and instead of focusing more on money they are focusing more on customers which has paid off for them (Bernarto and Purwanto, 2022). 
Reducing purchasing anxiety 
Apple offers 24*7 customer support and offer extensive coverage of product warranties. The policies support them ensuring customers are satisfied with the purchase and relives the purchasing anxiety (Bernarto and Purwanto, 2022). 
Increase customer loyalty 
As Apple achieves a score of 82 out of 100 in terms of customer satisfaction, the customers want to purchase more products from Apple in the future (Bernarto and Purwanto, 2022). 
Even customer satisfaction also creates a negative impact on Apple and its brand image, allegation and switching to other products. 
Negative publicity
Apple is not affordable to low-income groups and also vulnerable to the 3rd world countries. They utilise the brand image of selling counterfeit items. As an outcome, Apple gets negative reviews and publicity from users (Bernarto and Purwanto, 2022).  
Allegation 
Apple gets allegations from users because of tracking their locations. It loses the trust of users and negatively affects the brand image.  
Switch to other products   
Due to the high price of Apple products, the threat increases of customers switching to different products. Samsung, and Dell become the tough competition of Apple. They can offer products at low prices which makes customers use their products instead of Apple.              
[bookmark: _Toc134168805]2.7 Strategies companies take to overcome negative impacts of customer satisfaction and brand image. 
Companies that are having negative impacts of customer dissatisfaction because of poor convenience and variety can implement extensive distribution. For the convenience items, the initial marketing strategy of the company will be extensive distribution. This product can be available in all the conceivable outlets and should be simply accessible in the outlets. The items are normally of low unit value and are highly standardised. The purpose of the companies will be to target as many customers as possible in terms of achieving the highest market penetration. The major purpose of the extensive strategy of distribution is to make the customer aware of a specific line of products or products. It is specifically opposite of the selective distributions (Bernarto and Purwanto, 2022). 
Even companies can increase convenience goods by using intensive distribution strategies. As opined by Putri and Yasa, (2022), these strategies are normally applied for convenience offerings- items customers buy on the spot without maximum shopping around. For example, Apple Inc. applies an intensive strategy of distribution for its maximum products. The partners of Apple with various retail outlets, including electronics stores, retail stores and big-box retailers, making the products highly accessible and available to consumers. In the business model of Apple, the company mainly leverages both indirect and direct channels. The innovative firm sells the products directly through Apple stores. As the initial goal of the companies is to increase product sales and maintain customer satisfaction levels, inbound distributions will create opportunities for companies to make available products for the maximum number of customers. This will automatically increase the chance of product selling and increase customer loyalty toward that brand or products of the brand. 
As opposed to Jasin et al., (2023), companies increasing product variety and customer satisfaction levels can focus on more diversity in their products. Even companies have to keep their eyes open for the products which complement what they recently offer. Organisations should try to offer options to the potential customers which will help them to understand the current trends and preferences of the customers. Even the companies have to offer quality items at affordable prices. It will increase the chance of the customers purchasing the products. Companies in this case cut above everything and effectively mark up the items to increase the chance of people paying and purchasing more for the quality. For this purpose, the companies have to do rigorous control checks. It will increase the chance for the companies to avoid the damage by offering bad products. This will maintain their reputation and customer loyalty toward the products will be increased (Bernarto and Purwanto, 2022).        
[bookmark: _Toc134168806]2.8 Conceptual framework 


[bookmark: _Toc134168807]

Brand image and customer satisfaction 
Aaker Model of Brand Loyalty
Keller’s brand equity Model
Brand loyalty 
Fig 1: Conceptual framework 
(Source: Created by the learner)




[bookmark: _Toc134168808]2.9 Literature gap
This chapter highlights dependable and independable variables such as customer satisfaction, brand image and brand loyalty. The chapter also discusses different theories related to customer satisfaction and brand loyalty. The chapter also discusses the positive and negative impacts of customer satisfaction and brand image on brand loyalty. However, all the concepts and theories have been discussed in the past at various times. Readers may not be interested in reading the chapter after the first time and will not recommend it to others. Therefore, the literature creates major gaps and reduces the quality of the research.   
[bookmark: _Toc134168809]2.10 Conclusion 
The research chapter concludes with the dependable variable called brand loyalty and indepedenable variables called brand image and customer satisfaction. The research chapter concludes with different theories related to the variables such as the Aaker Model of Brand Loyalty and Keller’s brand equity model. The chapter determines various customer satisfaction impacts such as customer commitment, and continuing communication have created positive impacts and lack of variety and lack of convenience are the negative impacts. The research chapter concludes with all the issues that can be mitigated by the companies by using extensive and intensive distribution strategies. The research chapter also concludes with gaps because of old-fashioned theories usage. 

[bookmark: _Toc134168810]Chapter 3- Research methodology
[bookmark: _Toc134168811]3.1 Definition of methodology 
The term ‘Research methodology’ is a particular technique or procedure used to select, determine, analyse and process data related to the topic. In a research paper, the methodology chapter allows readers to evaluate critically the overall reliability and validity of the study. (Rumsey, M.  32(8-9).2022) 
[bookmark: _Toc134168812]3.2 Definition of research
The term ‘research’ is known as new knowledge creation and usage of existing knowledge in a creative and new way. The purpose is to create new understandings, methodologies and concepts.  (Sydney University, W. 2022).  
[bookmark: _Toc134168813]3.3 Research onion model
[image: ]
Fig 5: Research onion model 
(Source: Saunders et al. 2007)
Research onion mainly suggests strategies that may include experimental research, action research, surveys, interviews, systematic literature review or case study research. Strategy is selected depending on the information needed for the purpose of study and research. The advantage of the research onion model is creating a series of stages under various data collection methods may be understood. This model also illustrates steps by which the methodological research may be discussed. (Saunders et al. 2007)
[bookmark: _Toc134168814]3.4 Research philosophy, approach and strategy
The term ‘research philosophy’ is the belief about the process where data about the phenomena will be used, analysed and gathered. The research philosophy will used  is  positivism. The researcher in this research uses positivism philosophy. Due to primary qualitative research, the researcher uses this technique. Through this technique, the researcher determines the impact of customer satisfaction and brand image on the brand loyalty of Apple (Sydney University, 2022). 
The term ‘research approach’ is a procedure selected by researchers to interpret, analyse and collect data. There are 2 approaches to the research deductive and inductive approach. The deductive approach is known as the top-down approach and the inductive approach is known as the bottom-up approach. The researcher for this research uses both deductive and inductive approaches. For primary qualitative, the researcher uses the inductive and for quantitative method, the researcher uses the deductive approach (Rumsey et al. 2022). Through these approaches the researcher identifies the hypothesis related to customer satisfaction and brand image on brand loyalty of Apple and determines the impacts of these variables on Apple.
The research strategy offers the entire research direction including the process through that research is effectively conducted. Surveys, experiments, and case studies are common research strategies used by the researcher. The researcher in this research uses a survey and interview strategy to collect data related to the positive and negative impact f customer satisfaction on brand loyalty at Apple.         
[bookmark: _Toc134168815]3.5 Primary research
This is the data that obtains first-hand. It means the researcher conducts research themselves. Primary research means moving directly to the source instead of relying on the pre-existing samples of data. 
[bookmark: _Toc134168816]3.6 Secondary Research
This involves the researcher applying the data which someone had gathered for her or his own purposes. The researchers also leverage the analysis of secondary data in an attempt to answer new research questions.  
[bookmark: _Toc134168817]3.7 Benefits and Disadvantages of Primary and secondary research choices 
The major benefit of primary research is this allows the researcher obtains authentic information which is specific to her or his needs. 
The major disadvantage of primary research is that primary research is a time-consuming and costly process.
The major benefit of secondary research is it already has existing information derived from past research. It is less expensive. 
The major disadvantage of secondary research is the researcher can have challenges obtaining data particular to her or his requirements.
The researcher in this research uses primary research to collect data related to the brand loyalty of Apple.      
3.8 Time horizon
Time horizon is defining us depending on the objectives of the research, long-term, mid-term, short-term future as well as point of retrospective may be selected as research time horizon.
Cross time horizon will be adobpted for this study due to shourt time , The research was conducted in 10 weeks ,qualitative research was required for the survey to collect the data 
[bookmark: _Toc134168818]3.9 Data analysis and collection 
The researcher collects quantitative data through surveys and qualitative data through interviews. After collecting the data from the survey the researcher uses Excel to analyse and interpret the data by using graphs, and charts. On the other hand, the researcher uses semi-structured interviews to collect data and uses tables to analyse it. 
[bookmark: _Toc134168819]3.10 Sampling technique
For the survey, the researcher will use random probability sampling. It is an easy and time-saving approach. Through this, the researcher can collect data from randomly selected people. 
[bookmark: _Toc134168820]3.11 Sampling size
The sample size for the survey is 43 persons fort the questionnaire . The major participants for the survey are customers, and employees of Apple . 
[bookmark: _Toc134168821]3.12 Data collection methods
The researcher uses  qualitative data collection methods. The qualitative data on the other hand helps the researcher to do in-depth analysis and understand what customers of Apple think.     
[bookmark: _Toc134168822]3.13 Survey questionnaires 
[Referred to appendix]
3.14 Analysis of data
· The researcher determines the brand image of Apple positively impacts its brand loyalty.
· The researcher also analyses customer satisfaction of Apple's positive and negative impact on its brand loyalty. 
[bookmark: _Toc134168823]3.15 Research ethics 
The researcher maintains total confidentiality with the respondents by signing the research ethics form. This encourages the respondents to provide proper and detailed answers. 
The researcher uses an anti-virus on the computer to avoid unnecessary malware attacks. Even the researcher uses an external hard drive to store the collected data. It will be helpful for the researcher to carry this out during the final submission. (Sydney University, W. (2022).)




[bookmark: _Toc134168824]Chapter 4- Presentation of data and discussion of findings  
[bookmark: _Toc134168825]4.1 General information 
The researcher is presenting the data by using survey technique, the surveys was  conducted in person ,and online , the respond rate was 10 min . The collection of data was  on random people with different ages , work status. In the survey the researcher design the question to be multiple choise ,  demographic and topic-related questions. In demographic questions the researcher asks gender, age and work status of the respondent’s.  The researcher focuses on 3 major topic related questions such as customer satisfaction on brand image and loyalty along with brand image on the brand loyalty of apple . The discussion is made in terms of comparing literature review with the data findings.  
[bookmark: _Toc134168826]4.2 Response rate
The sample population for this research was 90. The sample size is 43. It means out of 90 responses only 43 have respond to the questions of the researcher. It means the response rate is 47.77%. It means less than half of respondents are eligible in the chosen sampe. 
[bookmark: _Toc134168827]4.3 Presentation and interpretation of data
Survey Questionnaires 












Demographic 
What is your gender ?

[image: ]
Fig 1: Gender responds  
(Source: Created by the learner)


The above chart showcases that out of 43 respondents 23 are male and 18 are female. It means majority of the respondents are male. 


What is your age ? 
[image: ]

Fig 2: Age of responds 
(Source: Created by the learner)
The above chart showcases that out of 43 respondents 19 are between 18-25 years old, 15 are 26-39 years old and only 5 are 55 and its above. It means majority of respondents are belonged to 18-25 years old. 


What is your work status ? 
[image: ]
Fig 3: Work Status 
(Source: Created by the learner)
The above stated graph tells that out of 43 respondents 7 are students, 11 are working professional, 12 are servicemen and 13 are businessmen. It means majority of the respondents are businessmen for this survey round.  
Apple-data-related analysis



Apendix2 Question related to apple 

1. Do you agree that Apple has the best brand image in the world?
[image: ]
Fig 1: Brand image of Apple
(Source: Created by the learner)
From the above graph, it is determined that out of 43 respondents 18 are strongly agreed, 12 are agreed, 5 are stayed neutral, 5 are disagreed and 3 are strongly disagreed about the fact. Therefore, majority respondents are agreed that Apple has the perfect brand image in the world.   









2. Are you satisfied with the products of Apple that you are using?

[image: ]
Fig 2: Product satisfaction of Apple 
(Source: Created by the learner)
From the above chart it is determined that out of 43 respondents 17 said yes and 15 said no as a answer of the question. It means majority people are satisfied with the products of Apple which they are currently using.   











3. Do you agree that Apple maintains their brand loyalty effectively?



[image: ]
Fig 3: Brand loyalty of Apple
(Source: Created by the learner)
The above graph tells that out of 43 respondents 10 are strongly agreed and agreed about the fact. On the other hand, 6 are staying neutral, 10 are strongly disagreed and 7 are disagreed about the fact. Therefore, it is concluded that majority have agreed that Apple maintains brand loyalty at effective manner.      










4. Do you think Apple is taking strategies to improve its brand image?

[image: ]
Fig 4: Apple takes strategies to improve brand image 
(Source: Created by the learner)
The above graph tells that out of 43 respondents 13 said yes and no about the fact. Even 17 respondents cannot say anything related to the answer. That means it is not clear whether Apple is taking strategies effectively or not to improve the brand image.
5. Do you use Apple products in the future or switch to other brands?
   
[image: ]
Fig 5: Apple products or switch to other products 
(Source: Created by the learner)
The above graph states that out of 43 respondents 15 said yes and no related to the question. Even 13 respondents cannot say anything related to the question. Therefore, it is not clear that weather majority of customers will use Apple products in the future or they may switch to other brand. In this case, Apple requires consistent innovation in their products to maintain the customer satisfection.   





[bookmark: _Toc134168828]4.4 Discussion 
From the secondary research, the researcher identifies that Apple increases customer satisfaction by leveraging their emotions. Effectively engage with the emotions help Apple to create strong brand identity. Secondary data also states that 92% increase in loyal customers of Apple because of high customer satisfaction rate (Cale, 2017). On the other hand, from interview or primary research it is determined that customer satisfaction of Apple increases their net promoter score which is 72. Comparing with other brands, it is considered by one of management as high among the technology sector. It is unattainable for other brands to develop Apple like process to achieve high brand loyalty. Therefore, it is concluded that high customer satisfaction increases the brand loyalty of the company. 
From the secondary research it is determined that Apple offers exceptional experience to their customers. This automatically encourages customers to use same and upgraded products of Apple in future days. Apple eliminates purchasing anxiety of the customers by giving them 24*7 support. This helps Apple to make customers to purchase Apple products at consistent level (Bernarto and Purwanto, 2022). Even from interview and survey it is determined that maximum people are satisfied with the Apple products and in future it is difficult for them switch to other brands. This clearly states about high brand identification of Apple. Therefore, it is concluded that high customer satisfaction increases the brand image of the company.       
[bookmark: _Toc134168829]Chapter 5 
Conclusion 
The  objectives of this research  where to determine the impact of costumer satisfaction and brand image on the brand loyalty of Apple . The findings of this study reinforced the benefits of maintaining strong and positive brand image as this is increasing the costumer satisfaction (Akaah&Korgaon,1998)  The costumers increasing the brand loyalty to Apple products considering the brand as initial option one purchases. Companies us Apple spend a vast   budget in marketing activities to positioning the brand in audience mind. Conisdering the vast choisis available on the market costumers can fast swich  brands are very low , one organisation such Apple  The key objectives is to  determines various customer satisfaction impacts such as customer commitment, and continuing communication have created positive impacts and lack of variety and lack of convenience are the negative impacts. The research chapter concludes with all the issues that can be mitigated by the companies by using extensive and intensive distribution strategies. The research chapter also concludes with gaps because of old-fashioned theories usage.  

[bookmark: _Toc134168830]5.1 Limitation of the research 
The major limitation in this research is not using thematic analysis. The researcher applies  survey  technique which take lots of time to gather data and interpret it. For this reason, it is hard for the researcher to submit the entire dissertation within time with proper research quality.  The limitation occurs as explanatory design fails to bring conclusive results. There are various findings during survey where the researcher could not conclude whether Apple is taking effective strategy for the future or not and customers will switch to another brand or stays with Apple. Therefore, the outcomes are not that valid externally for the research perspectives.    
[bookmark: _Toc134168831]5.2 Recommendation    
· The researcher can use or implement thematic analysis over survey from future research. It is because this type of analysis does not need any technological and theoretical knowledge of different qualitiative approaches like questionnaire . Even the researcher will get highly accessible analysis form, specifically for the new researcher. Even thematic analysis will offer the researcher flexibility in the research and can access to bigger data set than survey . 
· To avoid customers to shift to other brands, Apple has to train their employees effectively. To habituate with latest technologies and to effectively think sales and marketing alignment, Apple management has to improve the current knowledge and skills of their team. This will help Apple to maintain their smooth process of onboarding for customers. Even employees can understand customer feedback properly to make the changes accordingly to bring the best innovation for them in the future. This will help Apple to avoid customers to switch to other brand in the market and increase brand loyalty.    



Future research.
A future research can be conducted in the similar way , on costumer satisfaction , brand image on Apple by other students in sampling mixted method , and conducting by an interviu with the Apple employee , To discover the new brands development and strategies in the organisation. 
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Appendix 1- Demographic Questionnaires 
1. What is your gender?
· Male
· Female
· Others 
2. What is your age?
· 18-25 years old
· 26-39 years old
· 40-54 years old
· 55-avobe 
3. What is your work status?
· Student 
· Working professional
· Servicemen
· Businessmen 
Appendix 2- Apple-related Questionnaires
1. Do you agree that Apple has the best brand image in the world?
· Strongly Agree
· Agree
· Neutral
· Disagree 
· Strongly disagree 
2. Are you satisfied with the products of Apple that you are using?
· Yes 
· No
· Can not say
3. Do you agree that Apple maintains their brand loyalty effectively?
· Strongly Agree
· Agree
· Neutral
· Disagree 
· Strongly disagree 
4. Do you think Apple is taking strategies to improve its brand image?
· Yes 
· No
· Can not say
5. Do you use Apple products in the future or switch to other brands?
· Yes 
· No
· Can not say    
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