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[bookmark: _Toc152527992]1. Introduction
[bookmark: _Toc152527993]1.1 Research Background
Customer loyalty is essential to a brand's success in today's competitive market (Liu and Hu, 2022). Knowing brand loyalty is vital for firms trying to build long-term customer relationships (Rasool, Shah and Tanveer, 2021). This study examines Apple Inc. to investigate how customer pleasure and brand image affect brand loyalty in the intensely competitive technology industry. Few tech organisations are as well-known as Apple Inc. Since 1976, Apple has created game-changing technologies including the iPhone, iPad, and MacBook, winning over consumers worldwide (Global Data, 2022). As Lovejoy (2022) indicates, Apple is anticipated to dominate the world's largest European market for years to come. Customer preferences, competition, and technology can affect brand loyalty. 
[image: ]
Market Share of Apple in the European Market
Source: (Lovejoy, 2022)
Customer satisfaction drives brand loyalty (Azizan and Yusr, 2019). Satisfied customers are more likely to buy again, recommend it, and continue with the brand (Rasool, Shah and Tanveer, 2021). Apple must prioritise consumer satisfaction to maintain its market dominance and grow long-term. Conversely, a brand's image is consumers' overall impressions (Ebrahim, 2020). Apple is known for its inventiveness, usability, and quality (Lovejoy, 2022). Understanding how brand image affects customer loyalty is vital in today's competitive industry. Technology and consumer needs change constantly (Liu and Hu, 2022). If Apple wants devoted customers, it must modify its strategy. This study will demonstrate how consumer pleasure and brand image affect brand loyalty at Apple, informing strategic decisions. Research approaches including questionnaire surveys were employed to collect data for this study. Quantitative research can improve understanding of customers' satisfaction, brand impression, and loyalty (Goddard and Melville, 2020). Age- and gender-diverse survey sample considerations Age- and gender-diverse survey sample considerations Geographically diversified survey sample considerations. Respondents will rate their overall satisfaction with Apple, the quality of the Apple brand, and their loyalty to Apple. The relationships between customer pleasure, brand perception, and brand loyalty will be examined using regression analysis and other statistical methods. These factors will be examined to determine Apple customers' brand loyalty.
[bookmark: _Toc152527994]1.2 Rationale of the Research
Apple Inc. must research how consumer happiness and brand image affect brand loyalty. In today's fast-paced technology world, Apple faces strong competition (Rasool, Shah and Tanveer, 2021). Understanding consumer happiness and brand image helps unlock brand loyalty for competitive advantage (Zia, Younus and Mirza, 2021). Apple's customer emphasis is well-known. Apple can improve its customer experience by studying consumer satisfaction and brand loyalty (Tran and Nguyen, 2022). Keeping Apple followers worldwide is crucial as the firm grows. This study has substantial implications for methods that try to satisfy various regional customer preferences. Understanding how brand image affects consumer loyalty is crucial to maintaining the company's uniqueness and innovation (Liu and Hu, 2022). Apple and other companies' long-term strategy planning can benefit from this study. Knowing which customer satisfaction and brand image factors matter most helps improve resource allocation (Zia, Younus and Mirza, 2021). Increased brand loyalty reduces customer retention costs. Maintaining and upselling existing customers increases revenues, according to research.  Customer happiness and brand image help explain consumer behaviour (Paudel, 2023). These findings are applicable broadly. This study may help policymakers ensure consumer safety and level the technology playing field. 
[bookmark: _Toc152527995]1.3 Research Aim
To investigate and understand the relationships between customer satisfaction, brand image, and brand loyalty with a specific focus on Apple Inc.
[bookmark: _Toc152527996]1.4 Research Objectives
The objectives of this research are as follows –
1. To evaluate how satisfied Apple consumers are with their overall experience, as well as how they feel about the company's products and customer service.
2. To assess Apple's brand perception and pinpoint the essential characteristics and associations that affect how customers view the company.
3. To analyse The impact of customer satisfaction and brand image on the brand loyalty of Apple customers.
[bookmark: _Toc152527997]1.5 Research Questions 
1. How satisfied Apple consumers are with their overall experience, as well as how they feel about the company's products and customer service?
2. What is brand perception and what are the factors affecting the brand perception of customers?
3. How do customer satisfaction and brand image affect the brand loyalty of Apple Customers?


[bookmark: _Toc152527998]2. Literature Review
[bookmark: _Toc152527999]2.1 Brand Image
According to Ebrahim (2020), a brand's image strongly influences consumers' perceptions and attitudes, which affects their inclination to buy and loyalty to the brand. The personality, associations, and reputation of a brand make up its image (Zia, Younus and Mirza, 2021). This section of the literature study examines brand image utilising Aaker's Brand Equity Model (1996) to examine its formation and its effects on consumer pleasure and brand loyalty.
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Aaker's Brand Equity Model
Source: (Amoako and Boateng, 2022)
Brand image analysis and maintenance are formalised by David Aaker's Brand Equity Model (1996) (Pham, 2020). The model's five important elements of brand equity include brand image. Aaker believes a brand's name, logo, and symbols should complement one another (Amoako and Boateng, 2022). These elements influence brand perceptions. Brand meaning can be literal (the product's features), metaphorical (the customer's feelings about the product), or experiential (the customer's actual interactions with the product). The number and quality of links affect brand perception. This dimension focuses on brand-consumer emotions. Positive brand reactions reflect a positive brand image (Azizan and Yusr, 2019). Customers' emotional commitment to a brand is measured by its "brand resonance." Patronage, advocacy, and repurchase are involved. Positive and durable brands resonate well. Aaker's pyramidal model shows brand identification to brand resonance (Pham, 2020). This pyramid aims to build brand-audience resonance.
Brand image affects customers' perceptions of a product's value, reliability, and quality. A positive brand image improves consumer attitudes and buying intentions (Amoako and Boateng, 2022). A positive brand image lets you charge more than competitors. Brand perception affects customer loyalty. Positive associations make customers more loyal to brands. Successful brand extensions into new product categories or markets are more likely with a high brand reputation (Ebrahim, 2020). Consistent branding helps maintain consumer trust.
Zia, Younus and Mirza (2021) found that Aaker's Brand Equity Model fully explains how brand image affects customer behaviour, especially brand loyalty. According to the studied literature, a strong brand identity is essential for impressing customers, standing out from the competitors, and building brand loyalty. Research on consumer pleasure, brand image, and brand loyalty rely significantly on this definition of brand image, notably for Apple Inc.
[bookmark: _Toc152528000]2.2 Customer Satisfaction
Any business prioritises client satisfaction. It shows buyers' opinions and ratings. Companies that seek loyal customers must understand what makes them pleased (Azizan and Yusr, 2019). The American Customer Satisfaction Model (ACSI) demonstrates customer happiness's complexity in this literature study.
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The ACSI model
Source: (Keskar, Pandey and Patwardhan, 2020)
Keskar, Pandey and Patwardhan (2020) say Fornell et al.'s (1996) ACSI methodology standardises consumer satisfaction analysis. It suggests that customer happiness is driven by many critical components, including a customer's assessment of a product or service's quality and performance. People are happier when they like something. Nguyen and Nagase (2019) observed that customers are happier with a company's products and services when they exceed expectations. Customers compare product or service quality to price. Customers' perceptions of value for money increase happiness (Tran and Nguyen, 2022). Addressing customer issues can lessen unhappiness and possibly enhance satisfaction. Excellent service often results in customer loyalty, extra purchases, and positive customer referrals.
Rasool, Shah and Tanveer (2021) found that customer retention reduces client acquisition costs. Satisfied customers are likelier to recommend products and services, boosting brand reputation (Tran and Nguyen, 2022). Satisfied customers can boost their lifetime value over time. Businesses get an edge by satisfying customers, who are less inclined to switch to competitors (Azizan and Yusr, 2019). Customer satisfaction surveys can reveal areas for improvement. Maintaining client satisfaction protects a company's reputation. The ACSI model says customer satisfaction depends on perceived quality, expectations, value, complaint handling, and loyalty (Keskar, Pandey and Patwardhan, 2020). It is essential for good customer connections, low turnover, and competitive advantage. Companies that prioritise clients are more likely to prosper in today's competitive business environment.
[bookmark: _Toc152528001]2.3 Brand Loyalty
Brand loyalty, which drives marketing and consumer behaviour, shows consumers' allegiance to a brand (Paudel, 2023). Organisations that desire long-term client connections must understand brand loyalty. The Brand Loyalty Model is examined in this literature study to better understand brand loyalty and its relevance to contemporary research.
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Oliver's Loyalty Model 
Source: (Belli et al., 2022)
Cognitive loyalty, like Jacoby and Kyner's behavioural loyalty, measures customers' genuine repeat purchase propensity. Oliver notes that habit or lack of choice may motivate this rather than loyalty (Belli et al., 2022). In addition to acts, affective loyalty includes brand sentiments. Affective brand loyalty increases customer advocacy and positive word of mouth (Paudel, 2023). This reflects the customer's future brand loyalty. In 2020, Mustaffa, Rahman, and Nawai found that conative loyalty predicts brand loyalty and purchase frequency.
High brand loyalty increases consumer happiness (Zia, Younus and Mirza, 2021). Happy buyers are more loyal to the manufacturer. According to studies by Mustaffa, Rahman and Nawai (2020), brand quality perceptions drive customer loyalty. Repeated exposure strengthens quality perceptions. Trust in the brand is necessary for brand loyalty. Reputable brands retain clients (Paudel, 2023). Customers who feel emotionally connected to a firm and its products or services are more loyal (Tran and Nguyen, 2022). When it takes a lot of time, energy, or money to switch brands, customers may reconsider, which boosts brand loyalty and benefits the company (Paudel, 2023).
3. Research Methodology
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The Research Onion Model
Source: (Saunders, Lewis and Thornhill, 2019)
[bookmark: _Toc152528002]3.1 Research Philosophy
In this research, the researcher will employ the positivism philosophy of research. Positivism asserts that reality can be observed through empirical investigation regarding the subject matter of the research (Kruger and Mitchell, 2019). This philosophy will be adopted since the researcher intends to grasp an accurate and closer view of the research subject. The interpretivism philosophy was not selected since it may outline the most recent view of the research subject by interpreting the view or observations of others (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc152528003]3.2 Research Approach
In this research, the deductive approach will be employed by the researcher. The deductive approach involves developing knowledge through hypothesis testing, focusing the researcher's attention on specific hypotheses to be tested (Saunders, Lewis, and Thornhill, 2019). This approach has been chosen because it aligns with the researcher's goal to maintain a specific focus throughout the research process. Unlike the inductive method, which aims to generate knowledge by posing and answering questions (Kruger and Mitchell, 2019), the deductive approach provides a structured framework for investigating specific hypotheses, thus narrowing the research focus.
[bookmark: _Toc152528004]3.3 Research Method Choices
The researcher will adopt the quantitative research method. The quantitative research method supports collecting and studying quantitative or numerical data for the research to reach a more accurate and precise conclusion (Bryman and Bell, 2015). Using the quantitative method, the researcher will be able to draw a better correlation between the variables of the research. In contrast, the qualitative research method involves collecting and using qualitative or non-numerical data which is supportive of getting an in-depth and details view regarding the research subject (Kruger and Mitchell, 2019).
[bookmark: _Toc152528005]3.4 Research Strategy and Data Collection Method
Concerning research strategy, this research will employ a survey strategy. The survey will be used since it is highly efficient in terms of collecting quantitative data which can save lots of time, effort and money for the researcher (Kruger and Mitchell, 2019). On the other hand, to collect the quantitative data for this research, the researcher will design and distribute an online questionnaire using Google Forms. This method of data collection will be used by the researcher since it is completely free and easy to use by the researcher and highly effective in terms of maintaining data security and privacy.
[bookmark: _Toc152528006]3.5 Sampling and Data Analysis Method
For this research, the researcher will adopt a random sampling method using which the researcher will employ 50 participants for this study randomly. The participants of the study will be customers of Apple either existing or previous customers. The random sampling method will be used since it will enable the researcher to avoid biases and hence develop a more credible and valid database (Goddard and Melville, 2020). Again, for analysing the research data, the researcher is going to use the statistical data analysis method. As part of the statistical analysis, the researcher is going to employ descriptive and correlation analysis. As a tool for data analysis, the researcher will use SPSS. This will enable the researcher to draw valid conclusions by describing the dataset and examining the relationship between variables in the dataset (Bryman and Bell, 2015).
[bookmark: _Toc152528007]3.6 Ethical Considerations
In this study, the researcher will follow all the ethical considerations which are necessary to maintain the ethical standards of the study such as harmlessness, data protection and security, anonymous employment of participants, informed consent etc.
[bookmark: _Toc152528008]4. Timeline of the Research
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