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[bookmark: _Toc215750629]Abstract:
This dissertation examines the impact of quality of service on customer satisfaction and brand loyalty in the UK grocery retail market. The growing competitiveness of the industry and the rising significance of the physical and digital service experience motivate the study. The study is based on SERVQUAL, Expectancy Disconfirmation Theory, and Attitude Theory through which the research investigates how dimensions of the quality of services, such as reliability, responsiveness, empathy, assurance, tangibles, and digital reliability influence satisfaction and future loyalty results.
A quantitative research design was embraced, and a structured online survey was used involving 203 UK grocery shoppers. The correlation tests, regression examinations, and descriptive statistics were used to assess the connection between the variables. The findings indicate that reliability, empathy, and assurance are the best predictors of customer satisfaction, whereas responsiveness and tangibles have a minor impact. The phenomenon of digital reliability was discovered as a clear and prominent aspect of contemporary service quality. Regression results support the hypothesis that customer satisfaction positively and significantly influences brand loyalty, which accounts for 21% of the variation in brand loyalty.
The paper concludes that the key elements of promoting effectiveness and loyalty in the long term are consistent service delivery, empathetic relationships with the staff, and reliable digital tools. Among the recommendations are the improvement of the accuracy of the work, the enhancement of the training of the employees, and the improvement of the online user experience. Despite an inability to cover a broader geographic area due to the geographic focus, as well as self-reported information, the study still provides useful remarks on the retailer to improve their customer relationships in an ever-evolving multi-channel world. 
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[bookmark: _Toc215750631]1.1 Background
The grocery retail market is one of the largest consumer markets in the United Kingdom. It is an inalienable part of the economy, and it affects the lives of millions of people daily. The customers are dependent on this industry as their source of food, household goods, and other necessities. Over the years, the UK grocery industry has undergone some significant changes and developments (Kotler and Keller, 2015). The market has been redefined by a plethora of factors, including technology, competition, and customer expectations (Lovelock and Wirtz, 2016). Quality of service has become a significant aspect in this environment since it determines satisfaction (Grönroos, 2007). Customer satisfaction often leads to long-term loyalty, which is critical for business success. Retailers now see service quality as a strategy to attract and retain loyal customers (Tuti and Sulistia, 2022). This fierce competition reflects the maturity and saturation of the UK grocery market, where price and product offerings are often similar. As a result, service quality has become the key differentiator and a strategic tool for retaining and attracting customers (Reuters, 2025).
 This section gives the background of the industry and explains why service quality matters.
The UK grocery retail industry is dominated by large players like Tesco, Sainsbury's, Asda, Aldi, and Lidl. Together, these companies control a significant share of the national market (Reuters, 2025). Tesco is the market leader and serves millions of customers every week (Tesco PLC, 2024). Aldi and Lidl have grown very fast in the last ten years. They attract customers with affordable prices and reliable product availability (IGD, 2023). Waitrose and Marks & Spencer are also important but focus more on premium quality. This wide variety of competitors has made the market very competitive. Each retailer must work hard to offer the best service to gain loyalty. Customers can easily switch to another brand if their service expectations are not met (Veloso et al., 2018).
In recent years, technology has changed the way customers shop for groceries. Online platforms, delivery apps, and mobile payment systems have become common (Omar et al., 2021). The COVID-19 pandemic made digital shopping even more important because many customers avoided stores (Omar et al., 2021). Customers now expect smooth experiences when they shop online, including easy ordering and on-time deliveries (Omar et al., 2021). They also want fast responses to complaints and flexible return policies. Retailers must now manage both in-store and digital service quality at the same time. Failure to deliver good service online often causes dissatisfaction and brand switching (Zeithaml, Berry and Parasuraman, 2000). This change means service quality is no longer limited to store staff and layout. It now covers a complete mix of digital and physical touchpoints (Grönroos, 2007).
Customer satisfaction is an important factor in the grocery retail sector. It measures how happy customers are with their overall experience. When customers are satisfied, they are more likely to return and recommend the brand. This reduces marketing costs and increases sales revenue over time (Veloso et al., 2018). Dissatisfied customers, on the other hand, often share negative experiences and damage the brand’s reputation. This is why service quality is strongly connected with satisfaction in retail businesses (Nikou et al., 2016). Reliable service builds confidence, while poor service creates frustration and distrust (Grönroos, 2007). In the grocery sector, satisfaction depends not only on products but also on service delivery. Stock availability, checkout speed, staff behaviour, and digital platforms all affect customer experiences (Bitner, 1992).
Brand loyalty is another important outcome of service quality and satisfaction. Loyalty means that customers prefer one brand over others and continue buying from it (Tahir, Adnan and Saeed, 2024). Grocery retail is different from many industries because customers shop very often (Veloso et al., 2018). A loyal customer may shop once or twice a week for many years. This behaviour makes loyalty very valuable because it provides stable revenue (Kotler and Keller, 2015). Building loyalty is difficult because customers can easily compare prices and promotions. However, loyalty is stronger when customers trust a brand and enjoy positive experiences. Studies show that satisfaction is a foundation, but loyalty also requires trust and emotional connection (Tuti and Sulistia, 2022). Service quality is a significant way to create this trust and build long-term loyalty.
To measure service quality, many researchers use the SERVQUAL model by Parasuraman et al. (1988). This model identifies five dimensions: reliability, assurance, tangibles, empathy, and responsiveness. Reliability means keeping promises, such as delivering goods on time or ensuring stock availability. Assurance refers to the confidence and knowledge of employees when serving customers. Tangibles include store cleanliness, layout, and physical facilities. Empathy reflects care and understanding of customer needs, while responsiveness means offering quick and polite service. These dimensions help managers identify which parts of service need improvement. In grocery retail, reliability and responsiveness are especially important because customers shop frequently.
Other theories also explain the link between service quality, satisfaction, and loyalty. The Expectancy-Disconfirmation Theory by Oliver (1980) states that satisfaction comes from comparing expectations with experiences. If experiences meet or exceed expectations, customers feel satisfied. If expectations are not met, dissatisfaction occurs. Attitude Theory by Ajzen and Fishbein (1980) shows how positive or negative attitudes form based on experiences. Such attitudes influence long-term loyalty and decisions. These theories, combined with SERVQUAL, provide an understandable framework to study customer behaviour. They give the reason why the quality of services provided is not just a process, but a source of allegiance.
Service quality is more significant than ever before due to the competitive nature of the UK environment (Veloso et al., 2018). The discount stores would be competing intensively with price, whereas the premium store would be offering the price with uncompromising quality and customer care (Kotler and Keller, 2015). The middle-range retailers, such as Tesco and Sainsbury, attempt to strike a balance between prices and service experience (Lovelock and Wirtz, 2016). They are not bound to customers, and customers can make other choices and will not be loyal until they are satisfied. The quality of service is also more visible with the appearance of social media (Grönroos, 2007). Customers are able to leave reviews, complaints, and ratings online within a few moments (Kotler and Keller, 2015). A single unfavourable post could influence thousands of prospective clients. This proves that brand reputation must be preserved and fostered through embracing a standardised service quality (Grönroos, 2007).
Digital transformation is also making the quality of services more important. Many customers are currently insisting on personalised offers and suggestions (Lovelock and Wirtz, 2016). They want loyalty programmes in which they will be rewarded with frequent purchases, and they therefore enjoy shopping (Khandelwal and Yadav, 2023). Retailers need to use data and technology in order to deal with these expectations. They must, however, take care of the trust of the customers by handling the data very carefully as well (Tahir, Adnan and Saeed, 2024). Failure to guarantee privacy ensures or security may hurt the loyalty and brand image. By so doing, the quality of services has not only been enhanced in the store but also in digital belief and responsibility (Grönroos, 2007). Rival companies that excel in these areas are likely to find themselves winning the customers (Veloso et al., 2018).
The grocery retail sector in the UK continues to face many problems (Reuters, 2025). The retailers are under pressure due to the increasing costs and supply chain issues, and the consumer behaviour is variable (Kotler and Keller, 2015). Service quality can also help companies shine and create value even in troubled times. By focusing on satisfaction and loyalty, retailers are able to establish long-lasting and long-term relationships, which survive after competition due to price (Tuti and Sulistia, 2022). 
In this study, the researcher seeks to examine these relationships in greater detail and give practical recommendations (Veloso et al., 2018). It will demonstrate the impact of service quality on satisfaction, the role of satisfaction in creating loyalty, and the mediating role of brand image and trust (Grönroos, 2007). This background demonstrates the significance of the study and why it is timely.
[bookmark: _Toc215750632]1.2 Research Focus
This study aims to examine the correlation between quality of service, customer satisfaction, and brand loyalty in the UK grocery retail industry. The industry has a suitable background due to the excessively high competition, as well as due to the fast-changing requirements of consumers (Kotler and Keller, 2015). Customer behaviour relies heavily on service quality as a key driver, but not all retailers enjoy the same customer satisfaction and loyalty (Veloso et al., 2018).
The study will focus on the issue of how various dimensions of service quality will affect customer satisfaction, and in what ways the satisfaction, subsequently, will impact brand loyalty. Another mediating variable that the study takes into consideration is the brand image and trust between service quality and loyalty. Such a viewpoint is supported by the results of past research that indicate that loyalty is not just the outcome of satisfaction, but also reinforced in cases where customers trust the brand and have a positive perception of it (Veloso et al., 2018).
This research will take into account both physical and online service quality. Reliability, cleanliness, staff behaviour, and queue management factors are still important in physical stores. Customers prefer the usability of the site, the efficiency of the mobile application, the correctness of fulfilling the order, and the speed of delivery in the digital world (Ali et al., 2021). The combination of these two aspects can give a more comprehensive understanding of the service quality of contemporary grocery retail through this research.
The other aspect that the research is interested in is the interpretation of the way in which the changing consumer expectations influence loyalty. The customers have become less tolerant towards poor service and more exacting in terms of personalisation and convenience (PwC, 2022). Studying these shifting expectations can give retailers insights into how they can modify service strategies to keep customers within a competitive market.
The study is a quantitative study, which relies on survey data gathered by its customers in UK grocery stores. The survey design enables the measurement of customer perceptions and tests hypotheses concerning the service quality, customer satisfaction, customer trust, customer image, and customer loyalty.
[bookmark: _Toc215750633]1.3 Rationale of the Study
This research is informed by the fact that customer loyalty is increasingly becoming important in the UK grocery retail market segment (Veloso et al., 2018). Grocery shopping is a regular and frequent activity, meaning that customer retention has a significant effect on revenue and profitability. Loyal customers generate repeat purchases, recommend retailers to others, and contribute to a stable customer base (Kotler and Keller, 2015).
Despite the importance of loyalty, customer switching is standard in the UK grocery market (Kotler and Keller, 2015). Consumers can easily move between retailers, especially as online platforms make price comparisons and store changes simple (Omar et al., 2021). To maintain competitiveness, retailers must focus on service quality, which research shows is a key driver of satisfaction and loyalty (Grönroos, 2007). This makes the study highly relevant to the retail industry.
A further rationale comes from the rapid rise of digital grocery shopping. Poor digital service quality, such as unreliable delivery or confusing apps, leads to dissatisfaction and switching (Omar et al., 2021). However, some retailers continue to struggle with delivering consistent service across online and offline platforms. This research addresses this issue by exploring service quality in both contexts.
Academically, the study contributes to the literature by combining SERVQUAL, Expectancy-Disconfirmation Theory, and Attitude Theory to examine service quality and loyalty in the UK retail sector. While each theory has been used individually, fewer studies integrate them to explain customer behaviour in this industry. Including brand trust and image as mediators also provides a deeper understanding of the loyalty process.
From a practical perspective, the findings will help UK retailers identify service quality improvements that can enhance customer loyalty. This will support them in developing strategies for long-term competitiveness in a rapidly changing market.
[bookmark: _Toc215750634]1.5 Research Aim and Objectives
[bookmark: _Toc215750635]Research Aim
This study aims to examine how service quality affects customer satisfaction and brand loyalty in the UK retail sector, using SERVQUAL and related theories to identify key drivers and recommend strategies for enhancing long-term customer relationships.
[bookmark: _Toc215750636]Research Objectives
· To evaluate how different service quality dimensions impact customer satisfaction in UK retail businesses.
· To analyse the relationship between customer satisfaction and brand loyalty within the UK retail context.
· To examine how brand image and customer trust mediate the link between service quality and loyalty.
· To assess how UK retail businesses can enhance loyalty through service quality improvements and engagement strategies.
[bookmark: _Toc215750637]1.6 Research Questions
· What are the key service quality factors that influence customer satisfaction in UK retail businesses?
· How does customer satisfaction affect brand loyalty in the UK retail sector?
· How do brand image and trust mediate the link between service quality and customer loyalty?
· What strategies can UK retailers use to improve service quality and strengthen customer loyalty?
[bookmark: _Toc215750638]1.7 Dissertation Structure
The dissertation is organised into five chapters.
[bookmark: _Toc215708957][bookmark: _Toc215709412][bookmark: _Toc215750742]Table 1:Dissertation Structure
	Chapter
	Description

	Chapter One: Introduction
	This chapter introduces the research, providing the background of the grocery retail sector in the UK. It explains the rationale of the study, emphasising the importance of service quality and its role in customer satisfaction and brand loyalty. The aim and objectives of the research are clearly outlined, along with the research questions that guide the investigation. The chapter sets the foundation for understanding the dynamics of customer behaviour in the highly competitive UK grocery market.

	Chapter Two: Literature Review
	This chapter critically reviews existing theories and research on service quality, satisfaction, and loyalty. It explores key frameworks such as the SERVQUAL model, Expectancy-Disconfirmation Theory, and Attitude Theory. The review delves into how these models explain customer perceptions in retail environments and identifies gaps in existing research. This chapter sets the theoretical foundation for understanding how service quality impacts customer loyalty.

	Chapter Three: Methodology
	The research design and methodology are explained in the methodology chapter. It talks about the quantitative data collection techniques, such as the survey design and sampling structure. The chapter explains how the data were analysed, the ethical considerations during the research process, such as informed consent and participant anonymity. The weaknesses of the methodology are also identified, and this brings about transparency to the research process.

	Chapter Four: Findings and Analysis
	This chapter reports the survey on customers in the UK grocery retail sector. It includes statistical analysis to explore the relationship between service quality, satisfaction, trust, brand image, and loyalty. The analysis examines how these factors are connected. It also covers descriptive and inferential analysis, showing the impact of service quality on loyalty.

	Chapter Five: Discussion and Conclusion
	The last chapter is an interpretation of the results based on the current literature. It also talks of the practical implications of the research, with the UK retailers being given recommendations on how they can improve service quality and customer loyalty. The chapter also gives the contributions of the study to the academic literature, as well as proposes future research areas of service quality and brand loyalty in the retail context.


[bookmark: _Toc215750639]1.8 Conclusion:
In conclusion, the UK grocery retail market is highly competitive. Retailers compete through price, convenience, and especially service quality. Service quality strongly affects customer satisfaction and long-term brand loyalty. Reliability, empathy, assurance, and responsiveness are crucial service dimensions. These dimensions shape how customers view stores and digital platforms. Online and mobile shopping have further increased the importance of service quality. Customers now expect fast service, personal attention, and consistent reliability. Meeting these expectations builds trust and emotional connections with customers. Failure to deliver quality often leads to customer dissatisfaction. Retailers must adapt strategies quickly to sustain satisfaction and loyalty. In this fast-changing market, service quality is a true competitive advantage. Strong service quality ensures retention, trust, and business growth.


[bookmark: _Toc215429492][bookmark: _Toc215750640]Chapter 2: Literature Review
[bookmark: _Toc215429493][bookmark: _Toc215750641]2.1 Introduction
This chapter reviews major studies on service quality, customer satisfaction, trust, and loyalty in UK grocery retail. It explores how these factors connect through in-store and digital shopping experiences. The review builds a clear foundation using the SERVQUAL model, Expectancy-Disconfirmation Theory, and Attitude Theory. These models describe the way customers form judgments of service and build up loyalty for long-term retention. The reasons why these theories were chosen are that they are complementary to each other in the explanation of consumer perception and behaviour. The Attitude Theory provides a balanced theoretical basis since SERVQUAL measures service attributes, EDT explains the formation of satisfaction, and the replication of satisfaction to long-term loyalty.
The section critically examines studies published between 2018 and 2025 that analyse customer behaviour in changing retail environments. It highlights the growing importance of technology, personalisation, and ethical trust in shaping customer loyalty. Existing studies confirm the strong connection between quality and satisfaction, but rarely combine digital and physical service contexts. This review addresses that gap through a critical analysis of how service performance, reliability, and empathy affect modern customers. It builds a theoretical and empirical base to examine how service quality drives satisfaction and loyalty within UK grocery retail.
[bookmark: _Toc215429494][bookmark: _Toc215750642]2.2 Concept of Service Quality in Grocery Retail
[bookmark: _Toc215429495][bookmark: _Toc215750643]2.2.1 Definition and Dimensions of Service Quality
Service quality determines how customers perceive value and remain loyal to a retailer (Chaudhuri and Holbrook, 2001; Delgado-Ballester and Munuera-Alemán, 2001). The dimensions under review assist in developing the conceptual connection of service quality, satisfaction, and loyalty that this study explores in the UK grocery retail. Earlier research defined it as the gap between customer expectations and actual performance (Parasuraman et al., 1985; Dabholkar et al., 1996). This definition remains relevant because modern consumers constantly compare promised and delivered services.
Uzir et al. (2021) found that reliability, professionalism, and value strongly increase satisfaction in home delivery services. They concluded that trained delivery staff improve trust and shape customer experience. Falatouri et al. (2025) confirmed that responsiveness and empathy remain the strongest satisfaction drivers in food retail. Their findings prove that service quality is multidimensional and highly contextual in grocery retailing.
The SERVQUAL model identifies five dimensions: reliability, responsiveness, assurance, empathy, and tangibles (Parasuraman et al., 1988; Brady and Cronin, 2001). Reliability means doing what is promised, such as delivering orders correctly and on time. Responsiveness reflects the ability to respond quickly and solve issues effectively. Assurance involves employee confidence and knowledge that reassures customers. Empathy refers to individual attention, while tangibles include physical appearance, layout, and store cleanliness (Beneke et al., 2012; Kumar, 2018).
Uzir et al. (2021) emphasised reliability and responsiveness as essential in delivery contexts because failures immediately damage trust. Falatouri et al. (2025) argued that empathy and assurance build emotional loyalty through personal care and professionalism. Kanwal et al. (2024) added that digital responsiveness and accurate information directly influence online satisfaction.
Sun et al. (2023) observed that unstaffed digital systems now replace traditional human contact in many retail contexts. They found that automated systems demand stronger technical reliability to create the same emotional confidence. Li et al. (2023) confirmed that social media interaction quality shapes how customers assess digital service performance.
Overall, modern service quality depends equally on human and technological consistency. The balance between operational reliability and digital responsiveness defines excellence within the UK grocery industry (Ahmed et al., 2019; Noel and Govender, 2024).
[bookmark: _Toc215429496][bookmark: _Toc215750644]2.2.2 Importance of Service Quality in Competitive Retail Markets
The UK grocery sector is highly competitive, with Tesco, Sainsbury’s, Aldi, and Lidl dominating the market (Zeithaml, 1988; Esch et al., 2006). In such conditions, superior service quality becomes the main differentiator. Faria et al. (2022) found that store layout and professional behaviour improve satisfaction and perceived value. Their findings showed that environmental design and interpersonal skills create confidence and brand trust.
Nesset et al. (2021) argued that loyalty programmes only build repeat purchase behaviour when combined with strong service quality (Srivastava and Sharma, 2013; Ladhari et al., 2017). Without this foundation, discount cards and points systems fail to create genuine loyalty. Their results prove that service quality remains the foundation for long-term customer commitment.
Uzir et al. (2021) demonstrated that consistent delivery performance builds positive experiences and protects reputation. Falatouri et al. (2025) added that dependable service systems reduce complaints and enhance trust in grocery brands. Customers reward reliability more than price reductions because quality builds emotional attachment (Iglesias et al., 2011; Aaker, 1996). Nesset et al. (2021) confirmed that emotional loyalty outweighs transactional incentives in the long term (Chaudhuri and Holbrook, 2001).
Li et al. (2023) also showed that social media discussions amplify both positive and negative experiences. A single poor review can damage a reputation and reduce loyalty intention. Therefore, uniform quality standards across outlets and platforms are vital for brand stability.
Faria et al. (2022) noted that firms with strong service cultures recover faster during crises such as COVID-19. High service quality protected reputation and preserved loyalty under economic pressure. These studies collectively prove that quality strengthens competitive advantage and supports brand resilience in dynamic UK markets (Anderson et al., 1994; Bitner, 1990). Nonetheless, the traditional SERVQUAL model has limitations when adapting to changing retail environments due to the assumption of unchanging expectations (Parasuraman et al., 1988; Cronin and Taylor, 1992). E-SERVQUAL is an adaptive digital channel tool, which is extended to online responsiveness and technical reliability as a quality means of assessing quality with omnichannel innovation (Boulding et al., 1993).
[bookmark: _Toc215429497][bookmark: _Toc215750645]2.2.3 Service Quality in Omnichannel and Online Grocery Retail
Digital transformation has reshaped grocery shopping behaviour and service evaluation (Goić et al., 2021; Nguyen et al., 2018). Monoarfa et al. (2024) discovered that reliability and delivery accuracy are significant loyalty predictors in online retail. Late deliveries or technical errors cause immediate dissatisfaction and switching behaviour.
Li et al. (2023) reported that usability, information clarity, and support speed improve satisfaction in online grocery stores. Customers value transparency and fast digital responses as much as traditional service reliability. Sun et al. (2023) found that automated and unstaffed services require improved system precision to match human empathy.
Jo (2024) observed that AI-based systems enhance efficiency but may weaken emotional connection when poorly managed. Automation must therefore maintain empathy and accuracy to preserve trust (Chaudhuri and Holbrook, 2001; Delgado-Ballester and Munuera-Alemán, 2001). Rahman et al. (2025) explained that consistency between physical and digital channels determines customer satisfaction and loyalty. Fragmented experiences weaken emotional connection and reduce trust (Iglesias et al., 2011).
Monoarfa et al. (2024) showed that one poor digital experience can outweigh several positive ones. Falatouri et al. (2025) recommended integrating customer feedback from both online and offline channels to sustain quality.
Sun et al. (2023) cautioned that digital convenience also increases expectations, making customers less tolerant of minor delays. Jo (2024) advised blending automation with human support for a better emotional experience. Digital transformation thus enhances competitiveness only when empathy and reliability remain consistent across all platforms (Beneke et al., 2012; Kumar, 2018). Omnichannel quality now represents the key standard for UK grocery retailers seeking stable customer loyalty (Ahmed et al., 2019; Noel and Govender, 2024).
[bookmark: _Toc215429498][bookmark: _Toc215750646]2.3 Customer Satisfaction and Its Determinants
[bookmark: _Toc215429499][bookmark: _Toc215750647]2.3.1 Theoretical Foundation: Expectancy-Disconfirmation Theory
Expectancy- Disconfirmation Theory (EDT) interprets satisfaction as an expectation-perceived performance discrepancy (Oliver, 1980; Fornell, 1992). Customers have some expectations, and then they assess whether these expectations are met or not, as well as whether the expectations are surpassed. In situations where the performance is higher than expected, the performance is positive disconfirmed, and that generates satisfaction (Boulding et al., 1993). Failure to meet leads to negative disconfirmation that causes dissatisfaction (Parasuraman et al., 1985).
This effect was confirmed by Francioni et al. (2018) in the case of grocery retail, demonstrating that the level of satisfaction increased in cases when the services were more successful than expected. The same trend was observed by Vakulenko et al. (2019) in the context of online retail, in which a fast delivery increased the level of satisfaction.
However, EDT has weaknesses in the dynamic digital environment. Kuikka et al. (2024) established that throughout the pandemic, the expectations were rapidly changed as technological use was adopted. The customers insisted on instant convenience, which pushed the level of perceived quality. This shows that expectations are not fixed and conditioned by new experiences (Anderson et al., 1994). However, EDT is more cognitive since it emphasises a rational comparison and ignores the effect of emotions on satisfying needs (Ladhari et al., 2017). This drawback is the reason to incorporate Attitude Theory in the future, which addresses affective and behavioural aspects of loyalty formation (Oliver, 1999; Dick and Basu, 1994).
ETD is crucial in the interpretation of customer perception despite limitations. It demonstrates that satisfaction is formed in a process of cognitive comparison that involves the expectation and outcome (Boulding et al., 1993). A synergistic relationship between EDT and SERVQUAL provides a more comprehensive picture of the service performance in the UK grocery sector in the context of satisfaction (Parasuraman et al., 1988; Brady and Cronin, 2001).
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Satisfaction among grocery retail formats takes a direct relationship with service quality (Caruana, 2002; Srivastava and Sharma, 2013). Uzir et al. (2021) established that honest and reliable delivery employees were of great importance in enhancing customer satisfaction. Their study established the fact that even in digital systems, human interaction can still be considered significant. Falatouri et al. (2025) emphasised that responsiveness and empathy were better predictors of satisfaction compared to tangibility.
The two most effective indicators of satisfaction are reliability and responsiveness (Parasuraman et al., 1985; Brady and Cronin, 2001). Faria et al. (2022) demonstrated that emotional comfort and confidence were enhanced by physical environment and store design. Kanwal et al. (2024) went further to associate mobile app usability and accuracy of delivery with satisfaction. As found by Monoarfa et al., reliability is rated by customers higher than price or product variety in 2024.
Comparison studies indicate that reliability creates trust, whereas empathy creates loyalty (Chaudhuri and Holbrook, 2001; Delgado-Ballester and Munuera-Alemán, 2001). In the physical shops, perception is overridden by behaviour and layout, and in the online business, satisfaction is determined by speed and clarity (Beneke et al., 2012). Sun et al. (2023) cautioned that complete automation will tend to make things cooler, less emotionally satisfying. Li et al. (2023) also included that digital communication renders better reassurance and trust in its transparent form (Iglesias et al., 2011).
Mentoring, as a management perspective, allows keeping the satisfaction levels constant by constant assessment of the performance of the services (Caruana, 2002). Falatouri et al. (2025) suggested digital upgrades to be integrated with staff training to minimise the gaps in service provision. Uzir et al. (2021) suggested a connection between the surveys of satisfaction and audits to detect the weak points at the initial stage. All this, together, proves that satisfaction is the mediator between service quality and loyalty in the grocery industry (Zeithaml et al., 1996; Fornell, 1992). Lack of focus on the standards of service will lead to a quick loss of customers in the UK retail brands (Morgan and Hunt, 1994; Sirdeshmukh et al., 2002).
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Customer satisfaction also depends on external and cultural influences beyond direct service performance (Kanakaratne et al., 2020; Ladhari et al., 2017). Kanakaratne et al. (2020) found that national culture and social norms shape how people interpret service quality. In the multicultural UK market, identical service may create different satisfaction outcomes (Bitner, 1990).
Kuikka et al. (2024) noted that the pandemic changed consumer expectations permanently. Convenience, hygiene, and time-saving became major satisfaction drivers (Oliver, 1999). Falatouri et al. (2025) observed that customers accept higher prices only when reliability is proven. Kanwal et al. (2024) confirmed that efficient transactions can compensate for moderate pricing differences (Parasuraman et al., 1988).
Li et al. (2023) reported that transparent information on fees and policies builds trust and satisfaction. Ethical communication, therefore, matters as much as performance quality (Sirdeshmukh et al., 2002). Piernas et al. (2022) found that removing unhealthy products improved brand perception. Golding et al. (2022) showed that ethical and sustainable practices-built consumer trust (Esch et al., 2006).
Sustainability now influences satisfaction by connecting moral and emotional values (Chaudhuri and Holbrook, 2001). Kuikka et al. (2024) found that environmentally responsible brands gained stronger customer approval. Kanakaratne et al. (2020) emphasised that recognising cultural and ethical diversity ensures stable satisfaction levels (Delgado-Ballester and Munuera-Alemán, 2001). Overall, satisfaction now depends on service excellence combined with responsibility, safety, and social awareness (Zeithaml, 1988; Fornell, 1992).
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Brand image reflects how customers mentally view a retailer’s identity, reliability, and values (Musasa and Govender, 2023; Slack et al., 2020). Tahir et al. (2024) described it as impressions formed through repeated experiences and communications. A strong brand image builds confidence and influences how customers interpret service performance.
Beacom et al. (2024) showed that positive brand image fosters emotional loyalty through pride and identification. Their findings linked brand consistency with long-term customer attachment. Li et al. (2023) added that online visibility and transparency strengthen brand image by improving confidence and credibility.
Faria et al. (2022) demonstrated that store design and presentation influence how customers perceive reliability. Beacom et al. (2024) found that consistent visual identity across online and offline platforms enhances recognition and trust. Tahir et al. (2024) emphasised that emotional cues, such as friendliness and care, often outweigh visual design.
Digital consumers depend heavily on brand reputation because direct staff contact is limited (Sivapalan and Jebarajakirthy, 2017; Yuen and Chan, 2010). Li et al. (2023) confirmed that brand image mediates between quality and loyalty by reinforcing reliability and emotion. Therefore, coherent communication and consistent delivery together shape a credible and trusted image (Orel and Kara, 2014; Tannady et al., 2019)
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Trust represents the willingness to rely on a retailer under uncertain conditions (Khare, 2013; Solimun and Fernandes, 2018). Kan and Fabri (2021) defined trust as both an emotional and a behavioural belief developed through consistent fairness. It transforms satisfaction into loyalty by reducing perceived risk.
Burgess et al. (2025) found that ethical data protection strengthens trust in omnichannel retail. Customers equate privacy with reliability and fairness. Uzir et al. (2021) confirmed that professional and honest behaviour creates interpersonal trust within service delivery. Faria et al. (2022) linked polite employee interaction with integrity and customer respect.
Online trust depends on secure transactions and accurate fulfilment. Burgess et al. (2025) showed that visible security measures increase customer confidence. Li et al. (2023) noted that proactive communication reduces digital anxiety and builds satisfaction (Kumar et al., 2013; Anderson and Srinivasan, 2003).
Trust mediates satisfaction and loyalty by converting temporary approval into emotional commitment. Kan and Fabri (2021) found that trust encourages continued support even with competing offers. Falatouri et al. (2025) agreed that reliability nurtures trust, which reinforces repurchase intention (Tyrväinen et al., 2020; Gao and Huang, 2021).
Sun et al. (2023) warned that technical failures can destroy trust quickly. Burgess et al. (2025) added that data misuse severely damages relationships. Therefore, retailers must protect trust through transparency, ethical practice, and continuous quality control (Cheah et al., 2022; Xuan et al., 2023).
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The process of making loyalty comprises a close interweaving of brand image, trust and satisfaction (Balbín Buckley et al., 2024; Laurensia et al., 2023). Li et al. (2023) put forward that image and trust are enhanced by open communication simultaneously. Uzir et al. (2021) have reported that the two perceptions are improved through quality and reliable service. Tahir et al. (2024) claim that emotional attachment and repeat behaviour are aided by positive brand image. Beacom et al. (2024) supported it and showed that resilience after a minor service failure is improved when there is consistency in identity.
Trust provides the emotional action between contentment and loyalty: it helps the customers to forgive the occasional failure, and loyalty towards them in case of rivalry (Failli Forzoni et al., 2022; Jin et al., 2018). However, Kuikka et al. (2024) were able to determine that some customers are income and convenience conscious when economically stressed, and Kanakaratne et al. (2020) were able to find that trust was not as importantly prioritised in making decisions, and culture played a role.
Such differences show that the mediating effect is specific to the market conditions (Norbert and Rygl, 2015; Blom et al., 2017). Falatouri et al. (2025) have suggested that transparent and ethical branding is based on trust, even in a hostile environment. Li et al. emphasised the validity of an open engagement whereby credibility and satisfaction are encouraged.
The two elements, trust and image, are the two elements that come together to form emotional and cognitive association between service quality and brand loyalty in the UK grocery retail market. It is important to note that three-quarters of consumers surveyed claim that they are more loyal to a brand that claims to be authentic, and that three out of five state that trustiness is a highly valuable aspect when deciding whether to use a brand or not (McKinsey, 2021). In the UK retail market, loyalty card usage has grown by 18% since 2022, reflecting rising commitment levels (Statista, 2025). Around 67% of Tesco customers report staying loyal due to consistent brand values. Nearly 72% of respondents associate ethical transparency with long-term trust. Furthermore, 82% of shoppers under age 35 identify authenticity as their top loyalty factor (Kantarretailiq, 2024).
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[bookmark: _Toc215429507][bookmark: _Toc215750655]2.5.1 Conceptualising Loyalty: Behavioural and Attitudinal Dimensions
Customer loyalty can be viewed as the repeat purchase behaviour, as well as emotional attachment to a reliable retailer (Foroudi et al., 2020; Timoumi et al., 2022). According to Nesset et al. (2021), the concept of behavioural loyalty is presented as the consistent purchase, even when there is a large number of substitutes. They revealed attitudinal loyalty to be an emotional commitment that is developed by satisfaction, trust, and similar values. In their argument, Wallström et al. (2024) believed that loyalty is more of a social relationship and is based on mutual experience. Loyalty in grocery retail is a complicated issue since buying habits are regular and competition is stiff. Most consumers purchase due to convenience and not because they are attached, hence losing emotional bondage as time goes by.
Attitude Theory describes the effects of recurring positive experiences to support positive beliefs and identification in the long term. Uzir et al. (2021) affirmed that emotional reinforcement of repurchase is the effect of satisfaction and reliability together. Nesset et al. (2021) noted that regular contentment leads to behaviour being habitual and promotional. However, loyalty is weakly bound where it is based on promotions or a temporary reduction in price (Ye et al., 2023; Khoa and Thanh, 2025).
Wallström et al. (2024) emphasised that retailers should develop emotional and social dependence, rather than transactional one. Emotional involvement assists the customers in justifying the brand even when something goes wrong at times (Agarwal et al., 2022; Meyer-Waarden, 2015).
This is made fragile by the grocery environment due to the ease of switching barriers and the proximity of options. According to Falatouri et al. (2025), trustworthy relationships have been observed to be more tolerant of operational mistakes or delays in goods. As Kan and Fabri (2021) stated, trust transforms rational satisfaction into psychological attachment and stability. Telling the truth is more a matter of perceived honesty and reliability rather than cheap prices or discounts. Most importantly, most UK retailers are over-dependent on loyalty cards without providing quality experiences. Nesset et al. (2021) established that cards enhanced frequency when the quality of services was consistently high (Dorotic et al., 2012; Pandit and Vilches-Montero, 2016).
Therefore, the long-term loyalty is based on satisfaction, emotional credibility, and long-term service reliability (Zakaria et al., 2014).
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The studies prove that the key drivers of loyalty are satisfaction, trust, and perceived value (Musasa and Govender, 2023; Slack et al., 2020). Uzir et al. (2021) demonstrated that fairness and service reliability had more impact on retention compared with promotional offers. Kan and Fabri (2021) established a successful mediating influence of trust among satisfaction and behavioural loyalty. This mediation confirms that emotional confidence transforms satisfaction into long-term purchasing behaviour (Solimun and Fernandes, 2018).
This process is affected by the loyalty programmes that demonstrate genuine appreciation and not fake appreciation. According to Nusrat et al. (2024), a sense of recognised encouragement inspires customers to keep shopping frequently. They cautioned that excessively complicated systems bring about perplexities and liquidity of feelings. Myftaraj et al. (2023) affirmed that the state of transparency and simplicity enhanced the programme participation and perceived honesty. Real benefits should be provided by programmes and not symbolic rewards to ensure credibility and satisfaction (Agarwal et al., 2022).
Loyalty also builds upon technology by way of personalised digital communication and integrated convenience. According to Jo (2024), access and interaction with the brand became easier by using mobile apps and digital wallets. As confirmed by Rahman et al. (25), seamless online-store experiences enhanced satisfaction (Tyrväinen et al., 2020; Gao and Huang, 2021).
Flexibility and consistency were signs of respect to the customers who were more interested in it than in discounts. The digital involvement thus encourages the rational comfort and the emotional comfort in the context of loyalty-making (Cheah et al., 2022).
Emotional attachment is the best motivator for long-term loyalty. According to Nesset et al. (2021), behaviour that is sustained by satisfaction only cannot be reinforced solely by emotions. This was what Wallström et al. (2024) referred to as social loyalty, in which similar values enhance affiliation to the retailer (Failli Forzoni et al., 2022).
Uzir et al. (2021) established that positive delivery experiences were promoted by politeness, resulting in familiarity and returning customers. Li et al. (2023) noted that online interactions affected trust and intention to return negatively when they were poor (Xuan et al., 2023; Balbín Buckley et al., 2024). Therefore, emotional satisfaction is a superior indicator of loyalty in comparison to rational assessment (Laurensia et al., 2023).
Retailers should also be novel and relevant to ensure the same. Falatouri et al. (2025) cautioned that even satisfied shoppers would be less loyal due to complacency. Kan and Fabri (2021) proposed that reliability and innovation are to be used together to maintain excitement and confidence (Blom et al., 2017; Foroudi et al., 2020). Hence, loyalty is a result of balanced performance and emotional attachment based on operational excellence (Timoumi et al., 2022).
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Omnichannel integration links physical stores, websites, and mobile platforms into a unified customer journey (Jin et al., 2018; Norbert and Rygl, 2015). Rahman et al. (2025) discovered that integration builds loyalty by ensuring smooth transitions between channels. They found that inconsistency weakens confidence, increasing the likelihood of customer switching. Customers expect identical reliability, pricing, and tone across all interaction points. Recent surveys show that 82% of UK shoppers use at least two channels before purchasing (Blom et al., 2017).
Jo (2024) emphasised that digital coherence maintains a single continuous relationship with the retailer. Rose et al. (2024) reported that smooth transitions between online orders and in-store pickup improved loyalty (Tyrväinen et al., 2020). Li et al. (2023) found that social media engagement reinforced relationships beyond the buying moment. Omnichannel success, therefore, depends on consistency in communication, support, and after-sales interaction (Gao and Huang, 2021). Around 76% of customers claim they would change retailers after one poor cross-channel experience (Cheah et al., 2022).
However, maintaining this consistency remains difficult for most UK supermarkets. Sun et al. (2023) noted that automated systems often lack empathy, weakening perceived care (Balbín Buckley et al., 2024). Rahman et al. (2025) observed that poor logistical integration causes service delays and fragmented communication (Laurensia et al., 2023). Retailers must unify data systems and train staff for both online and offline responsiveness. Consistency in message, tone, and support restores confidence and encourages repeated engagement (Failli Forzoni et al., 2022). Nearly 68% of UK grocery retailers still operate with partially siloed data systems.
UK retailers display distinct loyalty models reflecting these principles. Tesco Clubcard offers personalised discounts through digital tracking and mobile integration. Nectar links Sainsbury’s customers to partner rewards, broadening perceived value and network strength. Lidl Plus focuses on instant digital coupons that enhance real-time engagement (Pandit and Vilches-Montero, 2016; Zakaria et al., 2014).
Nesset et al. (2021) found that customers valued clarity and simplicity more than reward volume. Transparency, accessibility, and convenience proved stronger predictors of loyalty than financial incentives (Musasa and Govender, 2023; Slack et al., 2020). In 2024, Tesco reported over 22 million active Clubcard users, marking record engagement.
Wallström et al. (2024) argued that emotional consistency across all channels defines sustainable loyalty. Rahman et al. (2025) confirmed that inconsistency signals neglect, damaging emotional trust. Rose et al. (2024) demonstrated that aligned experiences strengthened both satisfaction and repeat intention (Norbert and Rygl, 2015; Foroudi et al., 2020).
Therefore, effective omnichannel loyalty combines convenience with consistent emotional reassurance. Over 70% of repeat customers cited consistent experience as the key reason for continued loyalty (Timoumi et al., 2022; Ye et al., 2023).
[bookmark: _Toc215429510][bookmark: _Toc215750658]2.6 Emerging Trends in Consumer Behaviour and Digital Transformation
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Artificial intelligence and big data have had an effect on the loyalty behaviour in the grocery retailing industry (Stathopoulou and Balabanis, 2019; Bolton et al., 2000). Predictive analytics identifies buying patterns and predicts personal preferences to enhance relevance and timing (Li et al., 2023). This knowledge will allow targeting accurately and the promotion of offers in the emergence of needs. Tesco encourages healthier or sustainable alternatives at checkout and in-app using Clubcard histories. Scale: Tesco has over 21 million Clubcard households in the UK (Tesco, 2025). The effects of personalisation are physical; executives note 10-15% increases in revenues by customised experiences (McKinsey, 2021). Lee et al. (2021) demonstrated that data on loyalty cards continue to enhance public health and nutritional studies as well. Burgess et al. (2025) discovered that the aggregated data will show new trends and specific groups of consumers. These understandings inform strategic marketing decisions and focus limited resources on areas of expansion. Several ethical and privacy concerns, however, arise in large-scale data collection, which gnaws at consumer confidence in the long run (Azeem et al., 2018; Vilches-Montero and Pandit, 2018).
Burgess et al. (2025) cautioned against over-surveillance as it would destroy the trust of loyal customers. Li et al. (2023) have held that transparency and informed consent are elements of perceived service quality (Nishio and Hoshino, 2022). Data mismanagement may reverse years of brand-trusted service. The retailers thus have to strike a balance between the benefits of personalisation and open and responsible use of information (Madani et al., 2021).
Human judgment in the management of loyalty should not be substituted by automation. Burgess et al. (2025) suggested ethical standards that would harmonise corporate practice with the corporate law of data protection. According to Lee et al. (2021), the sharing of anonymised data towards social good also increases brand reputation (Stanković and Popović, 2024). Loyalty is therefore strengthened through ethical analytics, which show respect and honesty, and openness to the people (Curatman et al., 2022; AIN et al., 2024).
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Environmental sustainability is a fundamental requirement that is influencing contemporary customer loyalty (Stathopoulou and Balabanis, 2019). Piernas et al. (2022) noted that brand attitudes were enhanced by responsible product placement and waste reduction. Golding et al. (2022) demonstrated that emotional loyalty was created by ethical sourcing and promotion of healthy choices. Sustainability is becoming evidence of genuine concern, not a marketing gimmick, among customers (Dowling and Uncles, 1997; Azeem et al., 2018).
According to Kuikka et al. (2024), consumers in the post-pandemic period required supply chain and packaging transparency. According to Piernas et al. (2022), visible pro-eco-friendly designs were helping to strengthen the feeling of trustworthiness and kindness. This type of authenticity transformed moral satisfaction into habitual preference and repeat purchase behaviour (Vilches-Montero and Pandit, 2018). However, hyperbolical environmental claims, or greenwashing, soon wiped away built-up confidence (Bolton et al., 2000).
Waitrose and Tesco are UK retailers that applied quantifiable sustainability promises in their favour. Golding et al. (2022) affirmed that customers compensated sincere ethical behaviours by remaining loyal to them (Nishio and Hoshino, 2022). Thus, sustainability has become a competitive advantage closely related to emotional satisfaction. The contemporary ethical loyalty approaches are characterised by honesty, accountability, and quantifiable improvement (Stanković and Popović, 2024).
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The pandemic increased the speed of digital transformation and shifted the priorities of customers regarding the quality of services (Madani et al., 2021). Kuikka et al. (2024) described the general use of online delivery, self-checkout, and contactless payment. Customers integrated placing orders online with infrequent visits to the store, as it is convenient and safe. The stores also implemented the use of click-and-collect as well as a mobile payment system to address new expectations (Azeem et al., 2018).
Rahman et al. (2025) discovered that digital acceleration increased the demand for speed and transparency. Late updates or ambiguity of communication lowered satisfaction and perceived reliability at once. According to Sun et al. (2023), automation was found to increase productivity but decrease emotional warmth in interaction. Retailers should hence integrate technology and empathy in order to retain trust and comfort (Stathopoulou and Balabanis, 2019; Curatman et al., 2022).
New dimensions of perceived quality are also health and safety. Kuikka et al. (2024) indicated that observable hygiene practices had a positive effect on increasing reassurance and brand credibility. In comparison to the standard shopping practices, customers have linked safety to professionalism and corporate responsibility. The brands that showed empathy via protective measures made greater post-pandemic loyalty (Bolton et al., 2000; Nishio and Hoshino, 2022).
Convenience-driven consumers now need hybrid service models. As Rahman et al. (2025) elucidated, confidence and retention are enhanced by flexible switching between channels. Li et al. (2023) also included that cohesion in communication between environments maintains satisfaction (AIN et al., 2024; Stanković and Popović, 2024). The future loyalty can rely on emotional empathy in effective digital systems.
Collectively, data analytics, ethics, and sustainability redefine modern service quality. Their interaction shows that responsible digital use and ethical practices enhance satisfaction and strengthen trust, positioning service quality as both technologically and morally driven (Dowling and Uncles, 1997; Stathopoulou and Balabanis, 2019).
More importantly, the post-pandemic era requires a compromise between humanity and innovation. Technology must not substitute comprehension or ethical accountability, but must support the connection. The retailers who do not consider empathy would lose trust despite high levels of automation. The UK grocery loyalty is now relying on trusted digital experiences with apparent care and ethics (Curatman et al., 2022; AIN et al., 2024).
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The reviewed literature supports a clear relationship between service quality, satisfaction, trust, image, and loyalty. Based on this evidence, an integrated conceptual model is proposed for this study. The model connects service quality as the independent variable with customer satisfaction as the immediate outcome. Satisfaction then influences brand image and trust, which act as mediators toward loyalty. 
· H1: Service quality has a significant positive effect on customer satisfaction in UK retail businesses.
· H2: Customer satisfaction has a significant positive influence on brand loyalty in the UK retail sector.
· H3: Brand image and customer trust significantly mediate the relationship between service quality and brand loyalty.
· H4: Improved service quality leads to higher customer engagement and stronger brand loyalty in UK retail.
The mediating role of trust and brand image between the relationship of quality of service and loyalty is supported by previous literature, including Kan and Fabri (2021) and Li et al. (2023). These results give a theoretical backing to H3 and a justification for their presence in the model.
The model also considers moderating variables such as digital channel experience and demographic factors. Li et al. (2023) showed that online users evaluate service differently from in-store shoppers. Age, income, and technology familiarity also affect satisfaction levels. These moderating variables help explain variation in loyalty outcomes across customer segments.
Critically, this conceptual model combines SERVQUAL dimensions, Expectancy-Disconfirmation Theory, and Attitude Theory. SERVQUAL defines service attributes; EDT explains satisfaction formation; and Attitude Theory links positive experience to behavioural commitment. Together, they create a structured framework for analysing how service quality drives loyalty in the UK grocery retail context.
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Although service quality and loyalty have been studied widely, several gaps remain in the literature. First, there is limited UK-specific research that integrates both physical and online grocery environments. Most earlier studies, such as Uzir et al. (2021) and Falatouri et al. (2025), examined single-channel experiences. However, customers now operate within omnichannel systems that combine digital and in-store interactions. This study addresses that gap by analysing both contexts together.
Second, few studies have integrated SERVQUAL, Expectancy-Disconfirmation Theory, and Attitude Theory in a unified model. Kan and Fabri (2021) explored trust and satisfaction, while Tahir et al. (2024) focused on brand image. However, their combination with service quality dimensions has not been fully explored in the grocery setting. By merging these perspectives, this research provides a stronger theoretical explanation for customer behaviour.
Third, recent literature lacks attention to brand image and trust as dual mediators. Most models treat them separately, ignoring their interdependence. Li et al. (2023) and Beacom et al. (2024) indicated that image and trust interact closely to maintain loyalty. This study tests both simultaneously, offering a deeper understanding of emotional and cognitive influences.
Furthermore, previous research often relied on pre-pandemic data. Since 2020, customer expectations have changed due to digital adoption and safety concerns. Using recent 2020–2025 data allows updated insights that reflect new behavioural realities. Kuikka et al. (2024) confirmed that pandemic shifts permanently affected satisfaction and trust dynamics.
This research, therefore, contributes to both theory and practice. Theoretically, it integrates multiple frameworks into a single loyalty model. Empirically, it provides UK-based evidence using quantitative analysis. Managerially, it offers guidance for improving service consistency and emotional engagement. Understanding these factors will help retailers design practical strategies for building lasting loyalty in the evolving grocery sector.
Based on these gaps, the following research questions are formulated: How does service quality impact customer satisfaction and loyalty, and how does the relationship between brand image and trust mediate such a relationship in UK grocery retail?
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The review shows that service quality is the key driver of satisfaction and loyalty. Reliability, responsiveness, and empathy remain vital for customer evaluation. Satisfaction shapes brand image and trust, creating long-term loyalty. Digital change, sustainability, and ethics now strengthen consumer confidence. Omnichannel integration and transparent data use define modern service quality. The model links satisfaction, trust, and image as mediators between service performance and loyalty. Gaps exist in UK-focused and theory-integrated studies. The next chapter explains how these variables will be measured and tested using quantitative methods to validate relationships within the proposed conceptual framework for this research. The given review is especially applicable to the UK grocery market, where competition and high levels of digitalisation are high, and the quality of service is the most important to provide to guarantee long-term loyalty.
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This chapter describes the design and methodology of the study that has been conducted in line with the aim and objectives of the study. It investigates the relationship between service quality and customer satisfaction, as well as brand loyalty in the grocery retail market in the UK. Brand trust and brand image roles are also reviewed in the study with the help of SERVQUAL, Expectancy-Disconfirmation Theory, and Attitude Theory. The methods used in the research are presented in the chapter as the research philosophy, design, strategy, data collection, and data analysis techniques. The justification of each method is related to the literature. There are also ethical standards, validity, and reliability. On the whole, this chapter presents a very clear roadmap of how the research is organised and implemented to produce results. This paper uses a quantitative approach as it will fit the purpose of the research as it aims to quantify and analyse the relationships between service quality, customer satisfaction, and loyalty with the use of numeric data. Quantitative approaches allow objective discussion and generalisable conclusions that would be appropriate on the UK grocery retail situation. 
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A research strategy describes the way in which a study will be structured and planned. It provides the rational route to the combination and analysis of the data to resolve the research questions (Saunders et al., 2019). The survey-based quantitative study is one of the strategies taken in this study. Such an approach is suitable since the interest of the study is to examine quantifiable correlates between variables such as service quality, customer satisfaction, brand trust, and brand loyalty.
The quantitative approach is highly applicable in cases where the study desires to uncover patterns as well as quantify relationships using numbers. It gives the possibility of collecting great amounts of data within a short period of time and comparing them with statistical tests. The strategy is commonly applied in business and management literature because it assists in extrapolating findings on a larger population (Bryman & Bell, 2018). Surveys have also been applied in similar research on the service quality to gather structured data obtained through customers (Ali et al., 2021; Veloso et al., 2018).
The survey strategy supports the main aim of this study. The researcher can collect data from many customers across different grocery stores in the UK. The collected data will then be analysed to test the proposed hypotheses. The use of structured questions and scales makes it easy to compare responses from many participants and identify trends or patterns in customer behaviour.
Alternative strategies were also considered before choosing the survey. A qualitative strategy, such as interviews or focus groups, could give deeper insights into customer feelings. However, qualitative data would not allow statistical testing of relationships between variables. Another possible option was a mixed-method strategy, which combines both quantitative and qualitative methods. But this approach requires more time and resources, which are not available for this project.
Therefore, a mono-method quantitative strategy is the best choice. It fits the purpose of this research, which is to test theories and measure the strength of relationships between service quality and loyalty. This approach also supports a deductive reasoning process, where the researcher tests ideas that come from established theories such as SERVQUAL and EDT. Deduction means starting with a theory, creating hypotheses, and then using data to confirm or reject them.
This approach is credible since it dwells on facts and quantifiable evidence. It assists in identifying trends that may be utilised to explain the ways in which service quality and service satisfaction impact service loyalty in the grocery retail sector. It also produces clear and objective findings that would assist the retailer in developing better service and a relationship with the customer.
The drawbacks of using online surveys to distribute the surveys to the study population could be however, bias in the response or lack of representativeness since the respondents are self-selected and are digital users. In order to minimize this, the questionnaire will be made-to-the-point and reminders will be used to invite different people to participate. Quantitative will always be advantageous because than it is scalable and objective and can test theoretical models statistically (Creswell, 2014; Saunders et al., 2019).
Finally, the quantitative approach is the most appropriate survey strategy that can be selected as the best method in this study. It correlates with the purposes of the study, is in compliance with academic conventions, and has figures that can be analysed in a trustworthy and objective manner.
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A research design provides a vivid outline of how data is to be gathered and analysed. It describes what kind of data would be utilised and how the findings would be generated. The research design of this study is explanatory and descriptive. The descriptive design assists in comprehending and explaining what the customers think in relation to service quality and satisfaction. The explanatory design assists in observing the cause-and-effect relation among variables.
The main variables in this research are service quality, customer satisfaction, brand trust, brand image, and brand loyalty. The study looks at how service quality affects satisfaction and loyalty, and how trust and brand image play a mediating role. A cross-sectional design is used, which means that the data will be collected once from a sample of respondents at a single point in time. This is common in postgraduate research because it saves time and resources (Saunders et al., 2019).
This design supports the research aim because it allows statistical testing of direct and indirect relationships. For example, regression analysis can show if good service quality predicts higher customer loyalty. Descriptive statistics can summarise customer views about service quality, while explanatory analysis can show why and how satisfaction leads to loyalty.
Different research designs were considered before choosing the cross-sectional design. A longitudinal design, where data are collected over time, would give more detail about changes in loyalty behaviour. However, it requires long-term access to participants, which is not possible for this study. An experimental design would also not fit because the research does not involve any controlled experiments or interventions. The study focuses on real-world customer experiences in grocery stores.
In this study, a survey questionnaire will be used to collect primary data. The questions will follow the SERVQUAL dimensions: reliability, assurance, tangibles, empathy, and responsiveness. Each dimension will be measured using several Likert-scale questions. These help to quantify how customers rate the quality of service and their satisfaction level.
The research study has certain limitations. Quantitative data are capable of displaying behaviour, but are unable to give a profound insight into the emotions and motives of customers. But the limitation is also tolerable since the study is directed to test the existing theories, but not to examine the newer ones. Accurately and objectively, the findings have been presented because the reliable scales and statistical tools were used.
[bookmark: _Toc211443920][bookmark: _Toc215750669]3.4 Research Paradigm / Philosophy
A research philosophy is a statement of how the researcher perceives the world and the creation of knowledge. It lays the groundwork for the method of collection and analysis of data (Saunders et al., 2019). Three research philosophies exist and include: positivism, interpretivism, and pragmatism.
Positivism revolves around the principle that an existence exists beyond human beliefs. It considers that knowledge is measurable and has objective measurements, and can be tested. Surveys and statistical analysis are also some of the methods positivist researchers use to identify patterns in data (Bryman and Bell, 2018).
Interpretivism, on the other hand, is interested in the manner in which people know their world and interpret it. It perceives reality as one that is fashioned by experience. It can be said that in most instances, researchers who have subscribed to this philosophy employ the interview or case study to analyse in depth meanings and personal incidents. Pragmatism is an adaptable process that contains aspects of positivism and interpretivism. It deals with employing any strategies that are most helpful in addressing the research issue.
This study uses a positivist philosophy. The reason is that the research aims to measure relationships between variables like service quality, satisfaction, and loyalty. These variables can be expressed in numbers and tested using statistics. The study also aims to confirm or reject hypotheses, which fits the positivist approach.
Positivism also supports the use of deductive reasoning. In this process, the researcher starts with a theory, develops hypotheses, and then tests them using data. The theories used here—SERVQUAL, Expectancy-Disconfirmation Theory, and Attitude Theory—provide measurable ideas that can be tested.
The positivist approach helps the researcher stay objective and neutral. Personal opinions or emotions do not influence the results. The data are collected from many people, and the analysis uses statistical software to ensure accuracy. Tools like Cronbach’s alpha and correlation analysis test the reliability of the data.
However, positivism also has some weaknesses. It does not explore feelings or personal experiences in depth. Customer loyalty often includes emotions and social factors, which numbers cannot fully capture (Zikmund et al., 2013). To reduce this limitation, the study includes mediating variables like trust and brand image, which represent emotional and attitudinal factors.
In short, positivism is the most appropriate philosophy for this research. It allows for objective data collection, structured analysis, and testing of hypotheses. It supports scientific and systematic research, which is essential for understanding how service quality influences satisfaction and loyalty in the UK grocery retail sector.
[bookmark: _Toc211443921][bookmark: _Toc215750670]3.5 Data Collection 
This section of the study comes up with the way data is assembled to respond to the research questions. The research employs a structured questionnaire on the web. The use of a questionnaire is common in business research due to the reliability of the data given as well as its easy measurement. They enable researchers to gather data on a large number of people within a limited period (Saunders et al., 2019). With the acquired data, analysis becomes extremely easy through the use of statistical software to determine trends and associations.
The questionnaire will be structured in three major sections. The initial section gathers demographic data, including gender, age, profession, and the number of times one goes shopping at the grocery store. This data assists in knowing the meaning of the respondents. Part two comprises a measurement of service quality based on five dimensions of SERVQUAL created by the study team headed by Parasuraman et al. (1988). These are reliability, assurance, tangibles, empathy and responsiveness. Outcome variables include customer satisfaction, brand image, brand trust, and loyalty, and these are measured in the third section. The design will mean every variable that will be asked in the research is covered.
The questions in the survey are marked with the help of a five-point Likert scale. The scale runs from 1(strongly disagree) to 5(strongly agree). This kind of scale assists participants in giving their views on each statement concerning whether they agree or disagree with it. It also simplifies comparing the data and provides it with an opportunity to analyse it statistically (Joshi et al., 2015). The Likert scale has been extensively utilised in previous service quality studies; hence it suits the current research (Bell et al., 2019).
The questions of the questionnaires are borrowed and modified using peer-reviewed academic materials. Err question Zeithaml et al. (2000) offers question-related reliability-responsiveness questions. Satisfaction and loyalty questions are borrowed and used by Veloso et al. (2018). The reliability and validity of the tool will be enhanced with the use of tested questions. It makes sure that the items measure what they are to measure. Two academic peers reviewed the questionnaire once it had been created. They verified the questions in regard to clarity, language, and relevancy. They gave me minor recommendations on the fixes they needed in order to understand them better.
The data will be collected through Google Forms. This online platform is easy to use and safe for both the researcher and participants. The link will be shared through social media, university groups, and retail discussion forums. Only adults living in the UK who have shopped at grocery stores like Tesco, Aldi, Sainsbury’s, or Lidl in the past three months will be allowed to take part. This ensures that all participants have a recent shopping experience. Participation will be voluntary and anonymous (Yin, 2018).
Before starting the main survey, a pilot test will be conducted with 10 people. The pilot test helps to check if the questions are clear and if the survey is easy to complete. It also checks how long it takes to finish the questionnaire. Based on the pilot results, the researcher will make final adjustments to wording, layout, and flow. This process improves the quality and reliability of the main data collection (Bell et al., 2019).
The survey method has several advantages. It allows data to be collected quickly and at low cost. It provides standardised results that can be compared and tested statistically. It also avoids interviewer bias because participants answer independently online. However, the method also has limitations. Some participants may not answer all questions carefully, or the response rate might be low. To reduce this problem, the survey will be short (around 20 questions), and gentle reminders will be sent to increase participation.
Another limitation is self-report bias (Sekaran and Bougie, 2016). Some people may give socially desirable answers instead of their true opinions. To reduce this risk, participants will be assured of full anonymity. They will also be told that there are no right or wrong answers. This will help them respond honestly.
In conclusion, the questionnaire method is suitable for this research. It collects measurable and reliable data that can be analysed using quantitative methods. It also fits within the time and resource limits of a postgraduate study. The use of standardised questions, pilot testing, and online delivery ensures that the collected data will be accurate, relevant, and useful for testing the research hypotheses.
[bookmark: _Toc211443922][bookmark: _Toc215750671]3.6 Population and Sample 
This section explains who will take part in the research and how they will be chosen. The target population for this study includes adults in the United Kingdom who regularly shop in grocery stores. The main stores are Tesco, Sainsbury’s, Aldi, Lidl, and Asda. These stores represent the largest share of the UK grocery retail market. Their customers have enough experience to give accurate opinions about service quality and satisfaction.
The study uses a non-probability convenience sampling method. This means participants are chosen based on their availability and willingness to take part. The main reason for this choice is practicality (Robson and McCartan, 2016). Random sampling would be ideal, but difficult to manage for this type of research. Convenience sampling is often used when researchers have limited time and resources (Etikan et al., 2016). It allows data collection from a manageable number of people without complex selection procedures.
Even though convenience sampling may not give results that represent the whole population perfectly, it still provides valuable insights (Podsakoff et al., 2003). To make the sample more diverse, the researcher will include people of different ages, genders, and occupations. This approach reduces the chance of having biased results. It also reflects the real variety of grocery shoppers in the UK.
The planned sample size for this study is 200 participants. This number is suitable for quantitative research at the postgraduate level (Saunders et al., 2019). It provides enough data to conduct statistical tests such as correlation and multiple regression. According to Tabachnick and Fidell (2013), a minimum of 100 valid responses is necessary for reliable results in regression analysis. A larger sample increases reliability and helps identify clearer patterns.
The sampling procedure will take place entirely online. The questionnaire link will be shared on social media platforms, university email lists, and online communities related to UK retail. Screening questions will ensure that respondents are over 18 years old and have shopped at a grocery store within the last three months. People who do not meet these criteria will not be included.
Convenience sampling restricts generalisability, but attempts will be made to enhance representativeness by meeting the diverse groups and areas of participants. The occurrence of non-response bias will be addressed by using reminders and proper participation guide so that an adequate sample response rate can be achieved and resulting in a diverse sample response rate (Kumar, 2019). 
The study will also collect demographic information to understand the diversity of the sample. Details such as age, gender, income, and shopping frequency will be used to analyse if these factors affect satisfaction or loyalty. These demographic variables can also serve as control variables in statistical tests (Pallant, 2020).
The selected approach gives a practical and realistic view of customer perceptions in the UK grocery market. Even though the sample is not random, the data will still provide strong evidence for analysing service quality, satisfaction, and loyalty. By gathering responses from a wide mix of shoppers, the study will show how service quality affects people from different backgrounds.
In summary, the sampling design ensures that data are collected efficiently, ethically, and within the scope of the research. The use of a convenience sample of 200 participants will provide enough evidence to support the hypotheses and contribute to understanding customer behaviour in the UK grocery sector.
[bookmark: _Toc211443923][bookmark: _Toc215750672]3.7 Data Analysis 
Once the data are collected, they must be prepared and analysed to produce useful findings (Nunnally, 1978). In this study, data will be analysed using Jamovi, a free and reliable statistical software that is compatible with SPSS. Jamovi is simple to use and provides accurate results for both descriptive and inferential statistics.
The first step after collecting data will be data preparation. The researcher will review all responses to ensure completeness. Any surveys that are incomplete or contain errors will be removed. Duplicate entries will also be deleted. Qualitative information, such as gender or age group, will be coded into numbers so that it can be analysed statistically. This step ensures that all variables are in numerical form for processing.
After cleaning the data, descriptive statistics will be performed. This includes calculating means, frequencies, and standard deviations for each variable. Descriptive analysis helps to understand the general characteristics of respondents, such as the percentage of male and female participants, their age groups, and how they rate service quality dimensions (Nardi, 2018). It provides a clear summary of the main features of the data.
Next, reliability testing will be done using Cronbach’s alpha. This test checks how consistent the questionnaire items are in measuring the same concept. A Cronbach’s alpha value above 0.70 shows acceptable reliability (Nunnally, 1978). If a dimension’s reliability is below this level, the researcher will review the related items to see if any need to be removed or rechecked.
For inferential statistics, the study will use correlation and multiple regression analysis. Correlation analysis tests the relationship between variables such as service quality and satisfaction. It shows whether these relationships are positive or negative and how strong they are (Malhotra et al., 2017). Multiple regression analysis goes further by testing the effect of several independent variables (the SERVQUAL dimensions) on dependent variables like satisfaction and loyalty.
A mediation analysis will also be carried out to see if brand trust and brand image mediate the link between service quality and loyalty. This helps to understand whether these factors play an indirect role in strengthening customer relationships (Likert, 1932).
The results will be shown in tables, graphs, and correlation matrices for easy interpretation. The use of visual elements helps to present findings clearly and professionally.
Quantitative analysis is justified for this study because it produces numerical evidence that supports theory testing (Bryman & Bell, 2018). It allows objective evaluation of each hypothesis. Using Jamovi also ensures transparency, as all calculations can be reproduced and checked easily.
In summary, the data analysis process includes cleaning, descriptive analysis, reliability testing, and inferential testing. Each step is carefully designed to ensure accuracy, reliability, and validity. The analysis will reveal how different aspects of service quality influence customer satisfaction and brand loyalty, helping to answer the research questions.
[bookmark: _Toc211443924][bookmark: _Toc215750673]3.8 Reliability and Validity 
Reliability and validity are important for ensuring that research results are trustworthy and accurate. Reliability means that the same results would be obtained if the study were repeated. Validity means that the study measures what it is supposed to measure.
Reliability is maintained through the use of well-established scales like SERVQUAL (Parasuraman et al., 1988). These scales have already been tested in many studies and shown to measure service quality accurately. The internal consistency of all items will be tested using Cronbach’s alpha. Values above 0.70 indicate that the data are reliable.
To increase reliability, the researcher will conduct pilot testing before the main survey. The pilot will help identify unclear or confusing questions. Any issues found will be corrected before the main data collection. The use of clear instructions and anonymous responses will also help to reduce bias.
Validity will be checked in several ways. Content validity is ensured by using questions adapted from established studies (Israel, 2015). Construct validity will be tested using factor analysis to confirm that items are grouped correctly under each SERVQUAL dimension. External validity may be limited due to convenience sampling, but diversity among participants will help improve representativeness (Kline, 2016). Statistical validity will be achieved by using appropriate tests such as correlation and regression, with clear reporting of significance levels.
In conclusion, careful attention to reliability and validity ensures that the results of this research are credible and accurate. These measures increase confidence in the findings and make the study useful for both academic and practical applications in the UK retail sector.
[bookmark: _Toc211443925][bookmark: _Toc215750674]3.9 Limitations of the Research 
Every research has some limitations, and this study is no exception. The first limitation comes from the convenience sampling method. Since participants are chosen based on availability, the results might not represent all UK shoppers equally (Hair et al., 2019). Some groups, such as older or non-digital customers, might be underrepresented.
The second weakness is the cross-sectional design. The data is taken on only one occasion, and therefore, the transformation of customer satisfaction or loyalty as time goes by cannot be researched. To achieve superior insights, a longitudinal study might be conducted, but here it is not possible due to time constraints (Field, 2018). A different limitation is self-report bias. The respondents may provide more favourable responses to appear to be impressive, or they might fail to recall their own experiences (Groves et al., 2009). Online distribution is also relied on in the study and thus leaves out those who do not have access to the internet.
To overcome these weaknesses, to enhance the accuracy of the responses the study uses clear screening questions, anonymous online participation and pilot testing. Also, the study will report the sampling and response patterns clearly to aid in interpreting the results in terms of their practice (Creswell, 2014).
Finally, the quantitative study cannot encompass the emotions or direct experience, the history of customer retention (DeVellis, 2017). This depth can be achieved through interviews or focus groups, but that is beyond the scope of this research (Dillman et al., 2014). Despite all these limitations, the study has valuable insights. The results will assist in the determination of the relationship between quality service and satisfaction and loyalty, and may be utilised as the foundation of further studies.
[bookmark: _Toc211443926][bookmark: _Toc215750675]3.10 Research Ethics
Ethics are a vital part of all academic research. This study follows the University of Wales Trinity Saint David (UWTSD) Ethics Policy and the British Psychological Society (BPS, 2018) guidelines. Ethical approval will be sought before data collection begins. Informed consent will be obtained from all participants. Each person will receive an information sheet explaining the study’s purpose, the voluntary nature of participation, and how their data will be used (Babbie, 2013). Only those who give consent will be able to complete the questionnaire.
Confidentiality and anonymity are strictly maintained. The survey will not collect names, email addresses, or any identifying details. All data will be stored securely on a password-protected computer. Only the researcher will have access to the files. The information will be used only for academic purposes. Participants have the right to withdraw at any stage before submitting their responses. They will not need to give any reason for withdrawing.
The study also follows data protection laws, including the UK Data Protection Act 2018 and GDPR (British Psychological Society, 2018). These ensure that personal data is handled safely and lawfully. The research poses no physical or emotional harm to participants. The questions are about shopping experiences, which are non-sensitive topics. However, care will be taken to keep the language simple and respectful.
A pilot test will also follow ethical standards. The pilot participants will be informed that their feedback is used only for testing purposes and that their answers will not be part of the main study (Cohen et al., 2018). Finally, the researcher commits to academic honesty. All sources will be cited properly. There will be no plagiarism, data manipulation, or misreporting of results. The study will follow transparency and fairness at every step. In short, this research respects all ethical principles. It ensures the safety, privacy, and dignity of all participants while maintaining academic integrity.
[bookmark: _Toc211443927][bookmark: _Toc215750676]3.11 Summary of Methodology 
This chapter explained how the research was designed and conducted. It used a quantitative cross-sectional survey to study how service quality influences satisfaction and loyalty in the UK grocery retail sector. Data will be collected through an online questionnaire from 200 participants. The study follows a positivist philosophy and uses the SERVQUAL model as the main framework. Jamovi software will be used for data analysis.
Reliability, validity, and ethical principles are maintained throughout the process. Although convenience sampling limits generalisability, the design is suitable for postgraduate research. The next chapter will present the findings and analysis based on this methodology. This structured methodological approach ensures that the study’s findings are valid, reliable, and relevant to understanding the determinants of customer satisfaction and loyalty in the UK grocery sector.
[bookmark: _Toc213881046][bookmark: _Toc215750677]Chapter 4: Findings and Discussion
[bookmark: _Toc213881047][bookmark: _Toc215750678]4.1 Introduction 
This chapter analyses survey findings using descriptive statistics, reliability testing, correlational analysis, and regression modelling. It then discusses how the findings of the study integrate with existing literature. 
[bookmark: _Toc213881048][bookmark: _Toc215750679]4.2 Respondent Demographics
	Variable
	Category
	Frequency (n)
	Percentage (%)

	Gender
	Male
	135
	68.5

	
	Female
	58
	29.4

	
	Other / Prefer not to say
	10
	2.1

	Age Group
	18–29
	93
	47.2

	
	30–44
	91
	46.2

	
	45–59
	12
	5.9

	
	60+
	7
	0.7

	UK Region
	Wales
	77
	39.1

	
	England
	58
	29.4

	
	Scotland
	41
	20.2

	
	Northern Ireland
	27
	13.3

	Shopping Frequency
	Weekly
	58
	29.4

	
	2–3 times a week
	49
	24.9

	
	Monthly
	42
	20.7

	
	Occasionally
	36
	17.7

	
	Daily
	18
	7.3

	Customer Tenure (with Preferred Retailer)
	1–3 years
	79
	40.1

	
	Less than 1 year
	53
	26.9

	
	3–5 years
	41
	20.2

	
	More than 5 years
	30
	12.8

	Visit Frequency per Month
	3–5 times
	74
	38.1

	
	6–10 times
	58
	29.9

	
	1–2 times
	45
	22.2

	
	Over 10 times
	26
	9.8

	Digital Channel Usage
	Occasionally
	69
	35.2

	
	Often
	54
	27.6

	
	Rarely
	45
	22.2

	
	Always
	35
	15.0


[bookmark: _Toc213881067][bookmark: _Toc215585635][bookmark: _Toc215708958][bookmark: _Toc215709413][bookmark: _Toc215750743]Table 2: Demographics of Respondents (N = 203)
The 203 respondents constitute a diverse but skewed sample toward younger consumers and respondents from Wales, which is appropriate for conducting the UK grocery research. Male participants (68.5), this is higher than would be expected in the population of UK grocery shoppers and suggests a bias towards male respondents in online surveys. The distribution of the age segment is also clustered in 18-29 and 30-44 (together 93%), which shows the sample is skewed towards young and middle-aged consumers and may not represent older shoppers. Geographically, the biggest clusters are achieved in Wales (39.1%) and England (29.4%), which guarantees geographic diversity.
Trends in shopping frequency show that the largest proportion of respondents shop weekly (29.4%), followed closely by those who shop two to three times a week (24.9%), indicating that most customers engage in regular weekly or semi-weekly grocery shopping. Analysis of tenure shows that the company has a balanced combination of new (less than a year old) and old (one to three years old) clientele, indicating new and loyal customers with stable loyalty bases. Shoppers are coming to stores 3-5 times a month (38.1%), and more than 60% use a digital platform through a website, app, or loyalty programs.
Though the data on income and occupation were not gathered, the size and the diversification of the sample in terms of age, location, and behaviour make it representative and valid to study the relationship between the quality of service, satisfaction, and brand loyalty in UK grocery stores.
[bookmark: _Toc213881049][bookmark: _Toc215750680]4.3 Descriptive Statistics of Key Variables
Descriptive by Category:
	
	Reliability
	Responsiveness
	Empathy
	Assurance
	Tangibles
	Digital reliability

	N
	196
	196
	194
	195
	196
	195

	Missing
	7
	7
	9
	8
	7
	8

	Mean
	3.37
	3.83
	4.00
	3.72
	3.99
	3.72

	SD
	1.09
	1.01
	1.06
	0.999
	1.02
	1.07

	Min
	1
	1
	1
	1
	1
	1

	Max
	5
	5
	5
	5
	5
	5


[bookmark: _Toc213881068][bookmark: _Toc215585636][bookmark: _Toc215708959][bookmark: _Toc215709414][bookmark: _Toc215750744]Table 3: Service Quality
	
	Satisfied overall
	Meets expectations
	Understands needs

	N
	196
	196
	197

	Missing
	7
	7
	6

	Mean
	3.54
	3.78
	3.83

	SD
	1.16
	1.06
	0.95

	Min
	1
	1
	1

	Max
	5
	5
	5


[bookmark: _Toc213881069][bookmark: _Toc215585637][bookmark: _Toc215708960][bookmark: _Toc215709415][bookmark: _Toc215750745]Table 4: Customer Satisfaction
	
	Brand image
	Trust (safe)
	Trust (honest)

	N
	197
	197
	196

	Missing
	6
	6
	7

	Mean
	3.78
	3.73
	3.82

	SD
	1.08
	0.98
	1.00

	Min
	1
	1
	1

	Max
	5
	5
	5


[bookmark: _Toc213881070][bookmark: _Toc215585638][bookmark: _Toc215708961][bookmark: _Toc215709416][bookmark: _Toc215750746]Table 5: Brand Image and Trust
	
	Loyalty (continue)
	Recommend
	Choose even if it's cheaper
	Engage loyalty/app
	Visits/month
	Use digital channels

	N
	196
	194
	195
	196
	194
	196

	Missing
	7
	9
	8
	7
	9
	7

	Mean
	3.84
	3.78
	3.75
	3.86
	2.29
	3.45

	SD
	1.11
	0.93
	1.06
	1.04
	0.92
	1.25

	Min
	1
	1
	1
	1
	1
	1

	Max
	5
	5
	5
	5
	4
	5


[bookmark: _Toc213881071][bookmark: _Toc215585639][bookmark: _Toc215708962][bookmark: _Toc215709417][bookmark: _Toc215750747]Table 6: Loyalty and Behavioural Variables
The descriptive analysis provides a summary of perceptions of quality of service, satisfaction, brand image, trust, and loyalty of the participants in the UK grocery marketing industry. The service quality dimensions have a mean score of between 3.37 and 4.00, which implies that they are mostly rated as positive. Out of them, Empathy (M = 4.00, SD = 1.06) and Tangibles (M = 3.99, SD = 1.02) revealed the highest means, suggesting that the respondents place rather high emphasis on helpful, polite staff and store atmosphere, in the first place. Reliability (M = 3.37, SD = 1.09), on the other hand, was lowest, which could be interpreted as some inconsistency in promise-delivery or order fulfilment occasionally, which may be the result of post-pandemic supply shortages or delays in delivery of promises.
The customer satisfaction items were moderate to high (M = 3.54-3.83), which means that the majority of customers are moderately satisfied with the provided customer satisfaction items and believe that their expectations are met. Brand image variable (M = 3.78) indicates that respondents perceive grocery retailers as having a positive brand image in terms of reputation and ethical behaviour by the retailers in the UK. Other items related to trust also performed better (M 3.73-3.82), meaning that the customers perceive their retailers to be reliable and clear, which is an essential aspect of long-term commitment in the grocery sector.
The indicators of loyalty, including the intention to continue shopping (M = 3.84) and the intention to recommend to the family and friends (M = 3.78), indicate a good behavioural intention, but the moderate variance (SD [?] 1.0) indicates that the intention to continue shopping is uncertain among some groups, probably because of the price sensitivity or offers of the competitors. The mean score for loyalty programme participation (M = 3.86) suggests that respondents generally agree they use digital reward and membership programmes, although this does not necessarily indicate a high level of engagement.
The frequency data of behaviour reveals that customers shop at stores 2-3 times a month (M = 2.29) and shop online once in a while to frequently (M = 3.45), displaying a mixed online-offline shopping habit. On the whole, these descriptive results attest to the fact that the customers are favourably and variably perceiving the service dimensions, but emotional involvement and communication with the staff represent the aspects of satisfaction and loyalty in the context of UK grocery retailing.
[bookmark: _Toc213881050][bookmark: _Toc215750681]4.4 Reliability Analysis
	
	Cronbach’s α
	McDonald’s ω

	scale
	0.676
	0.683


Table 4.6: Scale Reliability Statistics
	Item (short label)
	Item-rest
correlation
	Cronbach’s α
If item dropped
	McDonald’s ω
If item dropped

	Staff respond promptly (Responsiveness)
	0.519
	0.595
	0.614

	Delivers as promised (Reliability)
	0.493
	0.602
	0.621

	Polite & helpful staff (Empathy)
	0.431
	0.625
	0.641

	Staff knowledge (Assurance)
	0.302
	0.667
	0.679

	Clean & comfortable store (Tangibles)
	0.233
	0.688
	0.694

	Online reliable & easy (Digital rel.)
	0.458
	0.615
	0.627


[bookmark: _Toc213881072][bookmark: _Toc215585640][bookmark: _Toc215708963][bookmark: _Toc215709418][bookmark: _Toc215750748]Table 7: Item Reliability Statistics
To evaluate the internal consistency of the Service Quality scale, which is composed of six items based on the SERVQUAL dimensions of reliability, responsiveness, empathy, assurance, tangibles, and digital reliability, a reliability analysis was performed. The analysis has given a Cronbach's alpha of 0.676 and a McDonald's omega of 0.683, which confirms that there is moderate internal reliability of the composite scale. The values, despite being slightly lower than the traditional 0.70 level of strong internal consistency, fall within the acceptable range for exploratory social research, especially when two or more subdimensions are included in one construct.
The review of the item-rest correlations reveals that the majority of the items are positively contributing to the scale, with coefficients that range between 0.23 and 0.52. The most significant business case was Responsiveness (0.519) and Reliability (0.493), indicating that respondents thought that prompt service and reliable performance had been the focus aspects of perceived service quality. Tangibles and Assurance dimensions, on the other hand, had lower correlations (0.23 and 0.30), which suggests a bigger discrepancy in how customers assess the store layout and staff knowledge.
This is an if item-dropped column: removing either Tangibles or Assurance would slightly increase relative reliability (α = 0.69), but the effect would be insignificant and theoretically unjustified, since these dimensions are part of the multidimensional SERVQUAL model. This way, the six items were retained to be further analysed.
[bookmark: _Toc213881051][bookmark: _Toc215750682] 4.5 Correlation Analysis
	Variables
	Reliability
	Responsiveness
	Empathy
	Digital Rel.
	Satisfaction
	Trust
	Loyalty
	Loyalty Prog.
	Visits
	Digital Use

	Reliability
	—
	0.399
	0.246
	0.350
	0.541
	0.271
	0.438
	0.382
	0.036
	0.078

	Responsiveness
	—
	—
	0.226
	0.374
	0.364
	0.287
	0.342
	0.279
	0.001
	0.162

	Empathy
	—
	—
	—
	0.536
	0.364
	0.326
	0.251
	0.259
	0.052
	0.229

	Digital Reliability
	—
	—
	—
	—
	0.326
	0.284
	0.301
	0.304
	0.039
	0.238

	Satisfaction
	—
	—
	—
	—
	—
	0.299
	0.460
	0.335
	0.026
	0.009

	Trust
	—
	—
	—
	—
	—
	—
	0.312
	0.272
	0.133
	0.047

	Loyalty
	—
	—
	—
	—
	—
	—
	—
	0.376
	0.109
	0.066

	Loyalty Prog.
	—
	—
	—
	—
	—
	—
	—
	—
	0.179
	0.170


[bookmark: _Toc213881073][bookmark: _Toc215585641][bookmark: _Toc215708964][bookmark: _Toc215709419][bookmark: _Toc215750749]Table 8: Correlation Analysis
The analysis through correlation determined the links between the dimensions of service quality, customer satisfaction, customer trust, and loyalty in UK grocery retail. Pearson correlations were all positive, indicating that better service performance is related to increased satisfaction and customer loyalty.
With other indicators of service quality, responsiveness was moderately related to reliability (r = 0.399) and Digital Reliability (r = 0.374), meaning that prompt customer service and confident online systems are complementary. Empathy was most closely associated with Digital Reliability (r = 0.536). These dimensions may be perceived together as part of an overall positive service experience, and accessible technology is positively mutually related and contributes to perceived quality.
Customer Satisfaction was found to have close connections with reliability (r = 0.541) and loyalty (r = 0.460), which goes to confirm that reliable service provision leads to a positive experience and intent to make repeat purchases. Trust also expressed the relation with satisfaction (r = 0.299) and loyalty (r = 0.312), which indicates that honesty and product safety are helpful in retention.
The participation in Loyalty Programmes was found to have the moderate relationships with Service Quality (r = 0.382) and Loyalty (r = 0.376), which mean that electronic rewards are useful in sustaining the long-term relationships. In the meantime, the behavioural characteristics such as Visit Frequency ( r = 0.036-0.179) and Digital Use ( r = 0.047-0.238) were also weaker, which implies the consumers had different shopping habits.
The positive correlations, in general, support the conceptual model: an improvement in the quality of the provided services boosts the satisfaction level, consequently causing the development of trust and loyalty. The findings highlight the significance of the responding, consistent, and reliable services in-store and online in maintaining customer relationships in the UK competitive grocery retailing.
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	Predictor
	Estimate
	SE
	t
	p

	Intercept
	-0.0837
	0.4165
	-0.201
	0.841

	Reliability
	0.4196
	0.0704
	5.959
	<.001

	Responsiveness
	0.0950
	0.0769
	1.235
	0.218

	Empathy
	0.2626
	0.0692
	3.798
	<.001

	Assurance
	0.1713
	0.0753
	2.273
	0.024

	Tangibles
	0.0387
	0.0706
	0.549
	0.584


Model Fit: R = 0.623, R² = 0.388 (N = 190)
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	Predictor
	Estimate
	SE
	t
	p

	Intercept
	2.258
	0.2304
	9.80
	<.001

	Satisfaction
	0.444
	0.0617
	7.19
	<.001


Model Fit: R = 0.460, R² = 0.211 (N = 195)
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Two linear regressions were conducted to test the predictive value of the service quality dimensions on customer satisfaction and, consequently, the effect of customer satisfaction on customer loyalty in the retailing of groceries in the UK.
In Model 1, the predictions of satisfaction were examined using the six attributes of service quality. The model had a significant value (R = 0.623, R² = 0.388), which means that about 39 per cent of the customer-satisfaction variance was attributed to factors that characterise the quality of the service. Reliability was the strongest predictor (b = 0.420, p < .001), which was followed by Empathy (b = 0.263, p <.001) and Assurance (b = 0.171, p =.024). These findings indicate that promise delivery, sincere care, and product knowledge make the perceived service satisfaction much higher. On the other hand, responsiveness (b = 0.095, p = 218) and Tangibles (b = 0.039, p =.584) were not significant, indicating that the physical layout and speed of handling complaints were less determining when loyalty and empathy were determined.
Model 2 was used to test the direct correlation between Customer Satisfaction and Brand Loyalty (mediated by repeat-purchase intention). The regression equation was also important (R = 0.460, R² = 0.211), and this indicated that satisfaction explained 21 per cent of the variation in loyalty. The coefficient of satisfaction (b = 0.444, p <.001) demonstrated that it had a great impact, which was positive, hence meaning that the greater the level of satisfaction, the higher the chances of customers returning to carry on shopping with the same retailer.
In general, the results concur with the postulated direction: service quality-satisfaction-loyalty. The important quality drivers are reliability and empathy, whereas satisfaction is a potent mediator variable, turning positive service experiences into repeat patronage and long-term commitment to a brand. These findings support the significance of continuity of service and employee friendliness in maintaining a competitive presence in the UK grocery retailer industry.
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This research was designed to discuss the impact of service quality on customer satisfaction and brand loyalty in the UK grocery retail market. The quantitative analysis with 203 survey answers proved that the dimensions of the service quality, especially reliability, empathy, and assurance, have direct and positive impacts on the satisfaction dimension, which, in its turn, strongly favour the intentions to stay loyal. These findings have been interpreted in the discussion below in the context of the previous literature, theoretical considerations, and implications of these findings in the industry.
[bookmark: _Toc213881055][bookmark: _Toc215750686]4.7.2 Service Quality and Customer Satisfaction
The regression equation demonstrated that the strongest predictor of customer satisfaction was reliability (b = 0.42, p <.001). This observation is aligned with the SERVQUAL model presented by Parasuraman, Zeithaml, and Berry (1988), which recognises reliability as the fundamental dimension of service excellence. Reliability in grocery retailing has to do with different aspects of ordering correctly, having products that are of strong quality, and having the time to serve, the same way that is necessary in day-to-day household buying. The same evidence was provided by Anisimova and Sultan (2020) and Brady and Cronin (2001), who demonstrated that reliability is a key factor in creating customer satisfaction in fast-moving consumer spaces where the ability to predict and trust supply chains is important.
The great contribution of reliability is also in line with the Expectancy-Disconfirmation Theory (Oliver, 1980) that suggests that satisfaction is experienced when performance is perceived to be at the same or surpassing the expectations. The results of the research were that the satisfaction rating of the respondents (3.54 mean) was moderate, with positive analysis, and implied that a consistently available service performance decreases the perceived risk and enhances the strength of affective trust. As a shopper used to price wars amongst the supermarkets in the country, like Tesco, Sainsbury, and Lidl, reliability is one of the driving factors creating a concept by which UK consumers can appreciate being repeat customers.
The human aspect of service interactions is indicated by an empathy factor (b = 0.26, p < .001), which is the second strongest predictor. This goes in line with Zeithaml et al. (1996) and Ladhari (2009), who contended that personalised attention and staff politeness do play a great role in the satisfaction of customers in retailing situations. Rapid understanding, like staff friendliness, product counsel, and emotional assurance, would be converted into emotional worth and psycho-emotional solace. Going shopping, interpersonal reassurance, and care are the values that consumers appreciate in the post-pandemic environment, and empathy has become even more crucial.
Another significant factor was assurance (b = 0.17, p = .024): it is hypothesised that the expertise and professional competence of staff positively influence satisfaction. This is in line with Kumar and Reinartz (2018), who highlighted how service knowledge and confidence can help to create customer trust. In the case of UK grocery chains, having well-trained employees who can answer questions regarding allergens, sustainability, or product sourcing increases the perceived authority of the retailer.
In comparison, the factors of responsiveness (b = 0.09, p =.218 ) and tangibles (b = 0.04, p =.584 ) were non-significant and, hence, consistency and empathy are more important than the image of the store or speed of complaint resolution. This partly contrasts the previous results of SERVQUAL, where tangibles could be a dominant factor (e.g., Johnston, 1995). On the other hand, it is a symptom of increased digitalisation of UK grocery shopping, in which online shopping and mobile applications reduce physical interaction and streamline the process of filing complaints. In its turn, the weight of functional reliability and human empathy in the customer evaluation is higher than that of visual aesthetics.
Nevertheless, the patterns of service quality should also be viewed within the context of the sample characteristics. The age difference of the respondent (47.2% are 18-29) can overshadow the emphasis on the digital and convenience service dimensions because younger consumers are more favourable to the technological-enhanced shopping space. Similarly, the participants were highly represented by those in Wales (39.1%), which might not be reflective of the whole country since regional disparities in the store format, competitor analysis, and digital assimilations may manipulate perceptions of reliability and empathy.
[bookmark: _Toc213881056][bookmark: _Toc215750687]4.7.3 Digital Reliability and Technological Experience
The descriptive and correlation analysis indicated that the digital reliability or the reliability of websites or mobile apps to order and pay was highly correlated with empathy (r = 0.54) and satisfaction (r = 0.33). This highlights the growing incorporation of technology as a component of quality service. Likewise, research conducted by Dabholkar (1996) and Meuter et al. (2000) found that reliability, as well as the ease of operations online, have a positive influence in terms of consumer satisfaction as they interplay with technologies in offering services.
To the UK retailer such as Tesco or ASDA, the digital reliability has become at the centre stage as an extension of the traditional SERVQUAL framework. It spans the functional quality (performance of the system) and human quality (perceived support and trust). Findings of the present study are similar to those of Ladhari, Souiden, and Dufour (2017), who indicated that the perception of convenience and trustworthiness, which is associated with satisfaction directly, is enhanced by stable digital interfaces. These findings extend SERVQUAL by demonstrating that digital reliability may now function as a parallel dimension of service quality in modern grocery retail contexts. 
[bookmark: _Toc213881057][bookmark: _Toc215750688]4.7.4 Customer Satisfaction and Brand Loyalty
The second regression equation affirmed that customer satisfaction also has a robust positive effect on loyalty (b = 0.44, p <.001) that accounts for 21 per cent of repeat-purchase intention variance. This observation has its reflection in the satisfaction-loyalty paradigm given by Oliver (1999), which states that affective satisfaction comes before attitudinal and behavioural loyalty. This connection is further supported by the correlation outcomes (r = 0.46) between satisfaction and loyalty.
Documented empirical evidence linking the two is available. Dick and Basu (1994) and Kotler and Keller (2016) presented the claim that satisfied customers build good word-of-mouth, emotional attachment, and repurchase intentions. In this research, the concept of satisfaction not only forecasts a continuation of patronage but is also consistent with the Theory of Planned Behaviour (Ajzen, 1991) that espouses a positive attitude towards a behaviour (shopping at the same retailer) results in more conviction.
This connection is especially applicable in a competitive grocery market where there is a low switching cost. A high level of satisfaction of 78 per cent among the respondents means that the company should not incur high costs in losing its customers. The findings support the study of Han and Hyun (2018), who observed that satisfaction mediates the impact of the quality of services on the loyalty level in the context of retail and hospitality. Therefore, the current findings support the role of satisfaction in an empirical vocation of mediation between service quality and loyalty in the UK grocery environment.
4.7.5 Trust, Brand Image, and Loyalty Programmes
Other than satisfaction, the research also established a moderately positive relationship between trust, brand image, and loyalty intentions (r = 0.31- 0.40). This is in accordance with previous literature by Chaudhuri and Holbrook (2001) and Morgan and Hunt (1994), who considered trust as a foundation of long-term brand commitment. UK consumers tend to relate a recognised brand with a preferred brand, like Waitrose or M&S, with safety, transparency, and ethical sourcing of products. The close association between honesty and trust (r = 0.35) in this research confirms that open communication and reasonable prices increase the credibility of the brand.
Also, attendance at loyalty programmes was positively related to quality of service (r= 0.38) as well as loyalty (r= 0.38) engine. This result confirms that of Yi and Jeon (2003) and Sharp and Sharp (1997) in finding that reward schemes (e.g., Tesco Clubcard, Sainsbury Nectar) increase the perceived value and continuity of the relationship. This means that satisfaction and trust as emotional attachment may be enhanced through the instrumental reward of incentives like discounts and online interaction.
The results of the current paper directly respond to the four research questions, and they explain the role of service quality in influencing the satisfaction and loyalty in UK grocery retailing. RQ1, which explored what service-quality dimensions produce the strongest satisfaction, is addressed by the regression outcomes, revealing that the elements of reliability, empathy, and assurance are strong predictors. The RQ2 about the impact of digital reliability is justified by the positive correlations among the digital functionality, empathy, and satisfaction forms, which prove that technology has become a parallel layer of service quality. RQ3, which examined whether there is a correlation between satisfaction and loyalty, is verified with the second regression model, where satisfaction forms a significant percentage of the loyalty intention. Lastly, RQ4, which researches the larger effect of trust, brand image, and loyalty programmes, is supported by the moderate positive relationships they exhibit with the loyalty outcomes. Altogether, these findings ensure that human and digital service features increase satisfaction, which consequently leads to repeat customers and long-term retention.
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In general, the results confirm that service quality is a determining factor for satisfaction and loyalty, even in a digitalised grocery setting. The most significant drivers are reliability, empathy, and assurance, whereas satisfaction is the crucial factor in turning perceptions of quality into long-term loyalty. These insights offer practical applications for retailers seeking to reinforce competitive advantage through service excellence. 


[bookmark: _Toc213880644][bookmark: _Toc215750690]Chapter 5: Conclusions and Recommendations
[bookmark: _Toc213880645][bookmark: _Toc215750691]5.1 Introduction
The chapter documents the significant conclusions and recommendations on the dissertation findings of the article entitled Customer Satisfaction and Brand Loyalty: Investigating the Role of Service Quality in the Grocery Retail Business of the UK. It brings together the product of descriptive, correlational, and regression studies in Chapter Four and incorporates the same with the theoretical underpinnings and empirical data in previous chapters. The author concludes that there are associations between service quality dimensions, customer satisfaction, and sustainable loyalty practices in the UK grocery retail business and gives recommendations to enhance customer experiences, digital dependability, and sustainable loyalty practices.
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The research aimed to analyse the impact of service quality dimensions (e.g., reliability, responsiveness, empathy, assurance, tangibles, and digital reliability) on customer satisfaction and the role of the latter in customer brand loyalty. The grocery retail market in the UK is among the most competitive and customer-focused markets, and hence gives a perfect environment to examine the constructs. The quantitative method, which was supported by the use of surveys of 203 customers, involved correlation and regression tests in order to test the hypotheses as was put across in the conceptual framework.
The results of the regression proved that customer satisfaction depends on the quality of service considerably, and the most significant dimensions were revealed to be reliability, empathy, and assurance. More importantly, brand loyalty was observed to be positively correlated with customer satisfaction. These findings provided Evidence that supports high service quality leads to satisfaction and a subsequent increase in loyalty intentions. These empirical findings are summarised in this chapter in the larger literature, and the implications for theory and practice are given.
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The initial significant finding is that customer satisfaction in UK grocery retailing is a primary factor that depends on the quality of the service provided. The reliability was also identified as the most important predictor of the six measured dimensions. This is aligned with the SERVQUAL pattern formulated by Parasuraman, Zeithaml, and Berry (1988) that identifies reliability, the ability to provide promised services as worthwhile and reliable, as the foundation of service quality. In the case of consumers in the UK market who require hierarchy in delivery, freshness, and clarity in price disclosure, reliability consolidates faith and contentment.
Another crucial dimension was identified as empathy due to the importance given to personalised service in the physical retail environment, as well as in the digital retailing environment. This is in line with Zeithaml et al. (1996) and Ladhari (2009), who focused on the emotional aspect of service relationships. Empathy establishes the psychological relationship between customers and brands, which transforms into positive perceptions and satisfaction. In the same way, the assurance, which signifies the competence and courtesy of the staff, was also important, which coincides with the findings of Kumar and Reinartz (2018), who stated that employee expertise and professionalism do not have a direct impact but rather have a direct effect on confidence and trust in the service provider.
Conversely, responsiveness and tangibles did not affect the statistical significance of satisfaction, implying that a fast response to complaints or appearance of the store does not play as big a decisive role in the determination of satisfaction when reliability and empathy are high. This is a break with previous research (e.g., Johnston, 1995), which suggests a changing customer concern in the UK market- operation uniformity and emotional attachment are paramount than traditional visual/process.
This paper has a unique contribution in that it confirms that digital reliability is another quality dimension of service. The high correspondence reliability and customer satisfaction indicate the increased role of technological reliability on customer experience. The present discovery expands the SERVQUAL model, adding to the previous suggestions provided by Dabholkar (1996) and Meuter et al. (2000) that electronic interfaces and automated systems are the new boundaries of service quality measurement.
With the increasing use of online grocery services in the UK, the usefulness of the apps, sound payment methods, and precise delivery monitoring have now become prime factors that define how reliable they are perceived to be. The retailers who have continuous digital connectivity not only do this by increasing the level of convenience but also build stronger consumer confidence and value. So, digital reliability must be an independent, quantifiable construct within the modernised SERVQUAL model.
As it has been shown in the analysis, customer satisfaction is the mediating variable between service quality and brand loyalty, which proves theoretical and empirical assumptions. The satisfaction-loyalty correlation (b = 0.444, p = -.001) can be compared to Expectancy-Disconfirmation Theory conducted by Oliver (1980, 1999) that postulates that following performance that matches and even surpasses expectations, satisfaction ensues, leading to repeat patronage.
The knowledge is supported by the Theory of Planned Behaviour by Ajzen (1991), in which positive attitudes that were created during a positive experience influence behavioural intentions, which include a repeat purchase or referring the retailer to others. Satisfaction is another important antecedent of loyalty, which was also determined previously (e.g., Kotler and Keller, 2015; Dick and Basu, 1994).
Satisfaction explained 21 per cent of the loyalty in this research study, which means that although satisfaction is critical, other variables like pricing, value perception, and brand image are equally important to long-term loyalty. However, the findings confirm that contented customers feel more convinced to stick and be gullible to the rival offers, thus boosting customer loyalty and profitability.
The other conclusion that can be made based on the correlation results is that there is a notable connection between trust, honesty, and brand reputation. The more satisfied and loyal respondents expressed the perception of their grocery retailer being transparent and ethical. This is in agreement with Chaudhuri and Holbrook (2001) and Morgan and Hunt (1994), who had stressed trust as a foundation of relationship marketing. The problem of data privacy, fair pricing, and ethical sourcing remains topical in the modern context of the UK retailing environment; trust is becoming an unspoken but imperative requirement of brand credibility.
In this way, the desired level of ethical behaviour and the promotion of transparent communication will become the strategic objectives of today's retailers. These results indicate that perceived integrity is an important factor in brand advocacy and retention of customers, in addition to operational performance.
The research holds a number of theoretical contributions. To start with, it re-establishes the soundness of the SERVQUAL model but shifts the frame further to include digital reliability, which has been brought about by the digital transformation of the service environments. Secondly, the findings substantiate the Expectancy-Disconfirmation model by Oliver (1980) empirically, where overall satisfaction is held as the mediator between perceived quality and behavioural outcomes. Thirdly, it confirms the attitude-intention relationship that Ajzen (1991) identified in a retail setting (grocery retail store) where satisfaction-appropriate customer attitudes are converted into the repurchase intention.
Taken together, the findings can be of value to the knowledge of consumer behaviour in omnichannel retail ecosystems by proposing a new conceptualisation of service quality that incorporates all three dimensions of emotional, functional, and technological meanings.
[bookmark: _Toc213880648][bookmark: _Toc215750694]5.4 Limitations of the Study
However, the research also possesses a number of limitations that ought to be taken into consideration when concluding the results. To begin with, only 203 UK respondents were used, resulting in a geographic bias that is weighted towards Wales, and this puts limitations on the applicability of the findings to the entire population of UK grocery retailers. The next round of research should hence embrace a more diverse sample because the sample used was too small and lacked demographic diversity in terms of region. Secondly, there is a likelihood of bias created by self-reported survey data, which would lead to social desirability bias and, therefore, may compromise on accuracy of responses; qualitative research methods like interviews or focus groups might offer more insight into the emotional and behavioural motivation of customers. Thirdly, the cross-sectional design does not allow coming to any causal conclusions. The longitudinal studies would mean that satisfaction and loyalty would be monitored in the long run, particularly concerning the swiftly evolving online shopping world. Lastly, although this research did not establish any other variables besides service quality and satisfaction, future studies may incorporate other variables like price perception, brand engagement, and sustainability practices, which are becoming increasingly influential in the process of consumer behaviour in the grocery retailing sector.
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Increase Service Reliability: The retailers must focus on investing in automated inventory management and order tracking systems in real-time to have products always on hand and correct fulfilment. Automation of these processes minimises human error, improves visibility along the supply chain, and minimises stockouts. This recommendation is an immediate response to the results that show that customers are less satisfied with the unreliability of stock handling or delivery, and their loyalty intentions are lower. Unreliability is becoming one of the minimum service conditions demanded by customers; hence, through greater accuracy in its operations, high levels of trust and revisiting business can be achieved.
Foster Empathy and Confidence among Employees: It has been suggested that retailers should implement ongoing soft-skills and product-knowledge training of frontline staff. Such programmes must be geared towards empathy, active listening, and confidence-building in order to enhance interaction between customers and employees. The results indicated that service perceptions are influenced strongly by staff emotional attachment and perceived competence. The more confident and warm the employees make themselves, the more customers complain about increased satisfaction, less doubt, and a more pleasant experience overall. Improving these aspects of human touch can consequently improve service quality in a significant measure.
Enhance Online Customer Experience and Multichannel Uniformity: Retailers can enhance their sites and mobile apps by updating the interface design, maximising the speed of navigation, and enhancing the security of the payment methods. Problem-solving can also be automated with the introduction of AI-based live chat or automatic assistance. The study also pointed out that customers are growing more sensitive to the digital performance of retailers, and digital reliability is currently a major element of the perceived service quality. The ability to offer smooth channels between online and offline channels helps in ensuring the promotion of a coherent omnichannel experience, which assists in alleviating frustration and augmenting convenience.
Encourage Transparent and Ethical Branding: There should be a focus on clear communication on sourcing practices, pricing logic, sustainability commitments, and supply chain transparency as per digital and in-store communication channels. Transparency builds brand credibility and establishes trust, particularly when there is an increase in consumer expectations regarding corporate ethics. The results showed that transparency in communication helps to decrease consumer uncertainty and trust a brand more in the long run. Active disclosure of information by retailers increases the chances of retaining customers and creating a competitive edge in the saturated markets.
Individualise Loyalty Programmes: Retailers can use customer behaviour analytics to personalise their rewards programmes in the form of loyalty schemes (e.g., Clubcard or Nectar). Defining incentives according to previous purchases, shopping rate, and segments of life would create more psychological ties with the consumers. The results indicated that customised value propositions are a great way of enhancing the intentions to buy repeatedly and loyalty. A more personalised rewards ecosystem will also contribute to a more perceived fairness, which is one of the most important success factors of customer retention.
Measure Customer Satisfaction in Real Time: Using the form of regular satisfaction surveys, real-time performance dashboards, and automated text analytics may serve to keep retailers proactive in noting arising service issues. The sentiment of the customers captured and analysed continuously helps organisations to be more agile in structure, which can respond to any service gaps. The results highlighted that continuous observation helps avoid the progressive deterioration of the service and helps to intervene in time. This will enhance the responsiveness, besides enhancing the overall resilience of the service processes by incorporating feedback into decisions.
Combine Human and Digital Touchpoints: There should be a level of balanced integration between practising human warmth and adopting digital efficiency. Retailers need to make sure that sensitive and helpful frontline employees are supplemented with quick, efficient service applications. The study has shown that the customers are currently demanding to have a hybrid-emotional-understanding-technological-convenience hybrid experience. These strengths together will form more of a holistic service journey, which will boost satisfaction and minimize service friction at several touchpoints.
Future Research Expansions into Retail Segments: Future research has to address the question of whether the identified patterns of service quality apply to other types of retail stores, including fashion stores, electronics, home improvement, and online businesses only. Various segments can have diverse customer expectations, digital dependency, as well as loyalty drivers. Learning these differences would enable retailers to develop more sector-specific service strategies and enhance the generalisability of the current findings. The broadening of the research area will also give more profound information about the way the quality of the services develops under the conditions of various stores.
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The Impact of Service Quality on Customer Satisfaction and Brand Loyalty in UK Grocery Retail
Introduction 
Hello, my name is Md. Sohanur Rahman, and I am a student at University of Wales Trinity Saint David. I am conducting a study titled “Customer Satisfaction and Brand Loyalty: Investigating the Role of Service Quality in the Grocery Retail Business of the UK.” 
This research focuses on how service quality dimensions such as reliability, responsiveness, empathy, assurance, and tangibles influence customer satisfaction and loyalty towards UK grocery retailers (e.g., Tesco, Sainsbury’s, Aldi, Lidl, Asda, and Morrisons) The Respondent form this survey are adults of 18 years old . 
Your participation is voluntary and confidential. No personal information will be collected, and responses will be used only for academic purposes. By completing this survey, you agree to participate in this research. 
Thank you for your valuable contribution. 
Section A: Screening Question 
1. Have you shopped at any UK grocery retailer (e.g., Tesco, Sainsbury’s, Aldi, Lidl, Asda, Morrisons) within the last 6 months? 
a) Yes 
b) No → (If “No,” end survey) 
Section B: Demographic Information 
2. What is your gender? 
a) Male 
b) Female 
c) Non-Binary 
d) Prefer to self-describe 
e) Prefer not to Say
3. What is your age group? 
a) 18–29 
b) 30–44 
c) 45–59 
d) 60+ 
4. Which UK region do you mainly shop in? 
a) England 
b) Scotland 
c) Wales 
d) Northern Ireland 
5. How often do you shop for groceries? 
a) Daily 
b) 2–3 times a week 
c) Weekly 
d) Fortnightly 
e) Monthly 
6. How long have you been a regular customer of your preferred grocery retailer? 
a) Less than 1 year 
b) 1–3 years 
c) 4–6 years 
d) More than 6 years 
Section C: Service Quality Dimensions (SERVQUAL) 
7. My preferred grocery retailer delivers the products exactly as promised. (Reliability) 
a) Strongly Disagree 
b) Disagree 
c) Neutral 
d) Agree 
e) Strongly Agree 
8. 8. Store staff respond promptly and effectively to customer complaints, problems, and queries. (Responsiveness)
a) Strongly Disagree 
b) Disagree 
c) Neutral 
d) Agree 
e) Strongly Agree 
9. Employees at the store are polite, helpful, and make me feel valued. (Empathy) 
a) Strongly Disagree 
b) Disagree 
c) Neutral 
d) Agree 
e) Strongly Agree 
10. The staff have good knowledge of products and services. (Assurance) 
a) Strongly Disagree 
b) Disagree 
c) Neutral 
d) Agree 
e) Strongly Agree 
11. The store layout, cleanliness, and visual displays make shopping comfortable and enjoyable. (Tangibles) 
a) Strongly Disagree 
b) Disagree 
c) Neutral 
d) Agree 
e) Strongly Agree 
12. Online services such as website or app ordering are reliable and easy to use. (Digital Reliability) 
a) Strongly Disagree 
b) Disagree 
c) Neutral 
d) Agree 
e) Strongly Agree 
Section D: Customer Satisfaction 
13. Overall, I am satisfied with the quality of service provided by my grocery retailer. 
a) Strongly Disagree 
b) Disagree 
c) Neutral 
d) Agree 
e) Strongly Agree 
14. My shopping experience consistently meets or exceeds my expectations. 
a) Strongly Disagree 
b) Disagree 
c) Neutral 
d) Agree 
e) Strongly Agree 
15. I feel confident that my preferred retailer understands and meets my needs. 
a) Strongly Disagree 
b) Disagree 
c) Neutral 
d) Agree 
e) Strongly Agree 
Section E: Brand Image and Trust (Mediators) 
16. My preferred grocery retailer has a positive brand image and reputation. 
a) Strongly Disagree 
b) Disagree 
c) Neutral 
d) Agree 
e) Strongly Agree 
17. I trust my grocery retailer to provide safe, high-quality products. 
a) Strongly Disagree 
b) Disagree 
c) Neutral 
d) Agree 
e) Strongly Agree 
18. I believe my retailer is honest and transparent in its communication and pricing. 
a) Strongly Disagree 
b) Disagree 
c) Neutral 
d) Agree 
e) Strongly Agree 
Section F: Customer Loyalty 
19. I intend to continue shopping at my preferred grocery retailer in the future. 
a) Strongly Disagree 
b) Disagree 
c) Neutral 
d) Agree 
e) Strongly Agree 
20. I recommend my grocery retailer to family and friends. 
a) Strongly Disagree 
b) Disagree 
c) Neutral 
d) Agree 
e) Strongly Agree 
21. I would choose my preferred retailer even if competitors offer lower prices. 
a) Strongly Disagree 
b) Disagree 
c) Neutral 
d) Agree 
e) Strongly Agree 
22. I regularly engage with my retailer’s online or loyalty programmes (e.g., Clubcard, Nectar, Lidl Plus). 
a) Strongly Disagree 
b) Disagree 
c) Neutral 
d) Agree 
e) Strongly Agree 
Section G: Frequency and Behaviour Confirmation 
23. How often do you visit your preferred grocery retailer (in-store or online) per month? 
a) 1–2 times 
b) 3–5 times 
c) 6–10 times 
d) More than 10 times 
24. How often do you use digital channels (website, app, or social media) to interact with your grocery retailer? 
a) Never 
b) Occasionally 
c) Often 
d) Very often 
Thank you for your participation. Your responses will help improve understanding of how service quality drives satisfaction and loyalty in UK grocery retail. 
 


[bookmark: _Toc215750699]Appendix 2: Collected Data:
https://docs.google.com/spreadsheets/d/1Do0wwv9_usw856lMzng1diUfpoPWgqkS/edit?usp=drivesdk&ouid=117032960068797154219&rtpof=true&sd=true



[bookmark: _Toc215750700]Appendix 3: Signed Ethics form:
APPLICATION FOR ETHICAL APPROVAL
In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. 
The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects
The individual undertaking the research activity is known as the “principal researcher”
This form must be completed and approved prior to undertaking any research activity. 
SECTION A: About You (Principal Researcher)
	1
	Full Name:
	Md. Sohanur Rahman

	2
	Student Number:
	2427060

	3
	Email address:
	2427060@student.uwtsd.ac.uk

	4
	Programme of Study:
	Masters of Business Administration

	5
	Supervisor:
	Gwyneth jones


SECTION B:  Internal and External Ethical Guidance Materials
	
	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific dodes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Code of Practice
	☒
	2
	UWTSD Research Data Management Policy
	☒


SECTION C: Details of Research Activity
	1
	Indicative title:
	Customer Satisfaction and Brand Loyalty: Investigating the role of service quality in the grocery retail business of the UK

	2
	Proposed start date:
	4th September 2025
	Proposed end date:
	12 Dec 2025

	
	Introduction to the Research (maximum 300 words in each section)
Ensure that you write for a Non-Specialist Audience when outlining your response to the three points below:
· Purpose of Research Activity
· Proposed Research Question
· Aims of Research Activity
· Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
· What the research activity will add to the body of knowledge 
· How it addresses an area of importance. 

	3
	Purpose of Research Activity
This research explores how service quality affects customer satisfaction and brand loyalty in the UK grocery retail sector. UK supermarkets face intense competition from both traditional and discount retailers, making it increasingly important to retain loyal customers. Many businesses are investing in digital platforms, loyalty apps, and staff training, but the link between service quality and loyalty is still developing. Existing studies show that service quality can improve satisfaction and build trust, but there is limited research that looks at this issue in the UK grocery context. By surveying customers directly, this study will provide evidence on which aspects of service matter most, such as staff behaviour, reliability of services, or digital convenience. The findings will not only test established theories such as SERVQUAL and Expectancy-Disconfirmation Theory, but also give retailers practical insights into how to strengthen customer relationships. This makes the project both academically valuable and useful in practice.

	4
	Research Question
Primary Research Question: How does service quality influence customer satisfaction and brand loyalty in the UK Grocery retail sector?
Sub Research Questions:
· What are the key service quality factors that influence customer satisfaction in UK retail businesses?
· How does customer satisfaction affect brand loyalty in the UK retail sector?
· How do brand image and trust mediate the link between service quality and customer loyalty?
· What strategies can UK retailers use to improve service quality and strengthen customer loyalty?

	5
	Aims of Research Activity
This study aims to examine how service quality affects customer satisfaction and brand loyalty in the UK retail sector, using SERVQUAL and related theories to identify key drivers and recommend strategies for enhancing long-term customer relationships.

	6
	Objectives of Research Activity
· To evaluate how different service quality dimensions impact customer satisfaction in UK retail businesses.
· To analyse the relationship between customer satisfaction and brand loyalty within the UK retail context.
· To examine how brand image and customer trust mediate the link between service quality and loyalty.
· To assess how UK retail businesses can enhance loyalty through service quality improvements and engagement strategies.

	
	Proposed data collection methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity to collect data, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here, but should instead describe how you intend to collect the data necessary for you to complete your project.

	7
	This should describe how you intend to collect data. It should not include a discussion of the theoretical basis for your data collection methods. Please note, that if you intend to collect any audio/video recordings of interviews with participants then these will be are classified as Personal Data under GDPR/DPA2018. If you intend to use these then note this in section H.
The research will collect primary data through an online survey. The survey will be created using Google Forms. This method is easy to use for both the researcher and the participants. It will allow people to answer questions at a time that suits them best. The survey will include questions that use a five-point Likert scale. This type of question helps to measure customer views in a clear and simple way. It allows respondents to show whether they agree or disagree with given statements. The survey will also include demographic questions such as age, gender, and shopping habits. These questions will provide useful background information to understand differences between groups of respondents.
The target group for the survey will be grocery retail customers in the United Kingdom. Participants must have made a recent purchase from a UK supermarket or online grocery platform. The survey will use convenience sampling to find suitable participants. This means people will be invited based on availability and willingness to take part. The survey link will be shared through online platforms such as social media. It may also be shared through university networks and personal contacts. The goal is to collect at least 200 completed responses from adult consumers. All respondents must be aged between eighteen and sixty-five years old. This age range was chosen because it reflects the main grocery shopping population in the UK.
The survey questions will focus on service quality, customer satisfaction, and brand loyalty. Service quality will be measured through five main parts: reliability, assurance, empathy, responsiveness, and tangibles. These parts are standard features of the SERVQUAL model often used in service research. Statements will be written in plain English so participants can understand them easily. Each respondent will choose from five options ranging from strongly agree to strongly disagree. This will create numerical data that can be analysed later using statistical software. Customer satisfaction, trust, brand image, and engagement will also be measured with Likert items. The dependent variable, brand loyalty, will be assessed using questions on repeat purchase and recommendations.
The survey will begin with a short introduction that explains the purpose of the study. It will include an information sheet that tells participants about their rights. This sheet will confirm that taking part is voluntary and that responses are anonymous. Participants will be asked to give consent by ticking a box before moving forward. No names, email addresses, or other personal data will be collected. The researcher will not ask for any sensitive information from respondents. This approach reduces risks and ensures that the survey remains simple and secure. Data will be downloaded and stored in password-protected files on a personal computer. It will only be used for academic purposes and will be deleted after the dissertation is complete.
The final dataset will be analysed using Jamovi statistical software. The researcher will use correlation analysis to see how variables are linked. Multiple regression analysis will then test how service quality and satisfaction predict loyalty. The survey data will also be checked for missing responses or errors before analysis. Demographic information will be used to compare differences in perceptions between different age and gender groups. Charts and tables will be produced to make results easy to read and understand. This approach ensures that the data collected is reliable and useful for answering the research question. By using online surveys and structured questions, the research will produce clear evidence about customer attitudes. The method is efficient, low-cost, and suitable for the timescale of the project.


SECTION D: Scope of Research Activity
	
	Will the research activity include?
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☒
	☐

	2
	Use of interviews?
	☐
	☒

	3
	Use of focus groups?
	☐
	☒

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☐
	☒

	7
	Participant observation with their knowledge?
	☐
	☒

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☐

	
	Details of any other primary data collection method:
(This box should expand as you type)
	
	


If you have ticked NO to every question then the research activity is (ethically) low risk and you may skip section E and continue to section F.
If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 
SECTION E: Intended Participants
	
	Who are the intended participants?
	YES
	NO

	1
	Students or staff at the University?
	☐
	☒

	2
	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	3
	Vulnerable adults?
	☐
	☒

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☒

	5
	Prisoners?
	☐
	☒

	6
	Young offenders?
	☐
	☒

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	8
	People engaged in illegal activities?
	☐
	☒

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.
	☐
	☒

	
	Details of any other participant groups:
Complete this only if your participants cannot give consent. This includes animals. If students choose individuals under the age of 18 and or vulnerable individuals, a DBS (Disclosure and Barring Service) check is essential.
(This box should expand as you type)
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	Approximate figures are fine, but make sure that you explain how you will identify and contact your participants.
The research expects around 200 participants. This number is appropriate for a small postgraduate study and will provide enough responses to carry out statistical analysis. It is an approximate target, but the aim is to reach a diverse mix of grocery shoppers.

	11
	Who will the participants be?

	The participants will be adult customers in the United Kingdom who have recently purchased groceries from supermarkets or online grocery platforms. They will be between 18 and 65 years old, as this reflects the main group of active grocery shoppers. Participants will be ordinary consumers with no special knowledge or expertise required. The survey link will be shared through social media and data collected anonymously.

	12
	How will you identify the participants?
	Participants will be identified using convenience non-probability sampling. They will be recruited through social media posts, university networks, and personal contacts. The survey link will be shared online with an open invitation to those who meet the criteria. Respondents will self-select by choosing to complete the questionnaire voluntarily after reading the information sheet and giving consent. Only classification demographic data (such as age group, gender, and shopping frequency) will be collected, but no personal identifying information such as names, email addresses, or contact details will be requested. This ensures participant anonymity while still allowing analysis of group differences.



	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	14
	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	15
	Will you obtain written consent for participation?
	☒
	☐
	☐

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☒
	☐
	☐

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☒
	☐
	☐

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	22
	If NO to any of above questions, please give an explanation 

	
	You should be able to tick YES for all of these questions. If not, then explain why not in this box.
(This box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☒
	☐

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	28
	If YES to any question, please provide full details 

	
	You should be able to tick NO for most of these questions. For any cases that you have ticked YES then provide details in this box. If you are using cameras/voice recorders to record interviews then please state that in this box.
(This box should expand as you type)


SECTION F: Anticipated Risks
	
	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them.  

	1
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants then enter N/A and go skip to question 3.

	
	Risk to participants:
There are always risks. Do not write N/A unless you have no participants. There are minimal risks, but some participants may experience minor inconvenience or mild discomfort while completing the survey. They might feel uncertain about rating service experiences or disclosing demographic details. There is also a slight risk of data misuse if files are not securely managed. These risks are considered low because participation is anonymous, no identifying data are collected, and respondents can withdraw anytime without penalty or explanation.
	How you will mitigate the risk to participants:
To reduce these risks, the survey will include a clear information sheet and consent form. Participation will be voluntary, and respondents may stop at any time before submitting their answers. No names, emails, or identifying details will be collected, so all responses remain anonymous. Demographic questions will only ask for general categories such as age range or gender. All data will be stored securely in password-protected files and used only for academic purposes. After the dissertation is complete, the raw data will be deleted. These steps ensure that participants are safe, respected, and protected at every stage.

	2
	If research activity may include sensitive, embarrassing or upsetting topics (e.g., sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	This research will not include any sensitive, embarrassing, or upsetting topics. The survey questions are focused only on service quality, customer satisfaction, trust, brand image, engagement, and brand loyalty in the context of UK grocery shopping. No questions will involve personal health, financial details, or private lifestyle behaviours.
Because of this, there is no expectation that participants will feel distress or disclose sensitive information. The survey is anonymous and voluntary, so participants can skip any question or leave the survey at any time without explanation.
If, however, a participant feels uncomfortable for any reason, they will be reminded in the information sheet that they are free to withdraw immediately. Contact details for the researcher will be provided in case participants wish to raise any concerns. Since the survey does not address illegal or harmful behaviours, there is no foreseeable need for disclosure to authorities.

	3
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:
There are always risks. Do not write NA.
Possible risks include emotional stress from managing time, workload, or participant responses. The researcher may also face accidental data loss or technical issues during data handling. There is a small risk of misunderstanding or misinterpretation by participants online. These will be minimised by maintaining professionalism, clear communication, and regular supervision. Secure data storage, careful planning, and maintaining boundaries between personal and research communication will protect the investigator from stress, bias, or reputational concerns.
	How you will mitigate the risk to the investigator:
The investigator will only use professional and respectful language when communicating about the research. All surveys will remain anonymous to prevent personal contact or accusations of bias. Workload will be managed through careful planning and time management. The supervisor will be consulted regularly to provide guidance and reduce stress.

	4
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:
There are always risks. Do not write NA.
Possible risks to the University include reputational harm if ethical standards are breached, data are mishandled, or participant complaints occur. There is also a minimal risk of negative publicity if findings are misrepresented or shared inappropriately. These risks will be mitigated by following the University’s Ethics and Data Management policies, ensuring all data remain anonymous, and gaining supervisor oversight. Ethical compliance and transparent reporting will ensure the project reflects positively on the University.
	How you will mitigate the risk to the University:
The research will follow University ethical guidelines and GDPR rules. No personal or sensitive data will be collected, which reduces risk. All responses will be anonymous and stored securely on password-protected systems. The project will be supervised and approved through the proper channels, ensuring it reflects positively on the University.

	5
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:

There is minimal environmental risk associated with this research. However, the use of digital devices and internet-based tools contributes slightly to electricity consumption and electronic waste. Online data storage also relies on servers that produce carbon emissions. These potential impacts are minor but acknowledged. The study will minimise them by using energy-efficient devices, limiting storage to essential files, and avoiding unnecessary printing or travel to maintain a low environmental footprint.
	How you will mitigate the risk to environment:
The study will remain fully digital, avoiding paper, printing, or unnecessary travel. All data will be stored and analysed electronically, which ensures minimal environmental impact.


SECTION G: Feedback, Consent and Confidentiality
If you have identified in section D that there are no participants then enter skip this section and continue to section H.
	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	You don’t need to email your participants with your final report. Good alternatives are (i) to set up an email address that they will be able to contact for further details or results and or (ii) set up a blogspot or social media page (not a personal social media page) that shares your main findings.
Participants will be given a short debrief at the end of the survey. This will thank them for their time and remind them that their responses are anonymous. They will also be told that the study is for a Master’s dissertation at UWTSD. To allow participants to see the findings, a dedicated email address will be provided. Anyone interested can contact the researcher after the project to request a short summary of results. The summary will highlight the main outcomes but will not share individual responses. This approach gives participants the choice to receive feedback if they want, without forcing follow-up contact.

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	If you are using a paper questionnaire then you should have the participants sign an appropriate consent form. These forms will count as personal data and should be noted as such in section J.
If you are using an online questionnaire, then you should have a screen before the questions start that act as a consent form, informing participants that by clicking on the NEXT button they are providing consent.
Before the survey begins, participants will be shown an information page. This will explain the purpose of the research, what participation involves, and how the data will be used. It will state that participation is voluntary and that responses are anonymous. It will also explain that participants may stop at any time before submitting the survey. To confirm consent, participants will be asked to tick a box that says “I agree to take part in this study.” Only after giving consent will they be able to move forward to the survey questions. This ensures that informed consent is clearly recorded before data collection begins.

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	Do not collect names unless you really need them. Do not name participants or organisations in any research publications (including the thesis) without their explicit permission.
The research will fully protect participant anonymity and confidentiality. No names, emails, or identifying details will be collected in the survey. Demographic questions will use general categories such as age range or gender, so no individual can be identified. All data will be stored securely in password-protected files and will only be accessed by the researcher. In the final dissertation and any future outputs, results will be presented in summary form, using charts, tables, and statistics. No individual responses or identifying information will ever be published. This ensures that all participants remain completely anonymous.


SECTION H: Data Protection and Storage
	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	☒

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	This includes audio/video data of participants, but can also include IP addresses and usernames. Names, addresses and emails also count, as do consent forms.
(This box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	
☐
	
☒


	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	What counts as ‘sensitive’ will differ between cultures. Any information on behaviour that is not in accordance with cultural norms would count as sensitive personal data.
(This box should expand as you type)



	
	
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e., in paper form)?
	☐
	☒

	6
	University computers?
	☒
	☐

	7
	Private company computers?
	☐
	☒

	8
	Home or other personal computers?
	☒
	☐

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☒
	☐

	10
	“Cloud” storage or websites?
	☒
	☐

	11
	Other – specify:

	☐
	☒

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	If possible, save your data on computers that are secure and regularly backed up. Many cloud services only provide GDPR-compliant storage for business customers. An example of suitable text is given below.
The University's authorised cloud storage environment will employ a password-protected mechanism to safely store all research data. In order to protect respondents' privacy, we will not record any personally identifiable information in the survey. Encryption and secure access credentials will be used to safeguard any data shared externally, such as via USB. For the sake of privacy and GDPR compliance, we will be using restricted access protocols and doing regular backups.



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☐
	☒

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):

	
	This includes data such as drafts of your thesis as well as experimental or survey data. An example of suitable text is given below

	20
	List all who will have access to the data generated by the research activity:

	
	Normally the principal researcher, possibly also the supervisor and, if the project has an industrial partner, a representative of that partner. Possibly also external examiner or second marker?
The data generated by this research will be accessed only by the principal researcher. The academic supervisor may also be given access if needed for review or guidance. 

	21
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	Usually the principal researcher.
The principal researcher will have full control and act as the custodian of the data. All files will be stored securely on a password-protected computer and backed up on a secure drive. The researcher will be responsible for ensuring compliance with university policies and GDPR requirements. The data will be destroyed securely after the dissertation project has been completed and marked.

	22
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. 

	
	All survey responses will be collected online through Google Forms and automatically stored in a secure Google account protected by a password and two-factor authentication. Once the survey period is complete, the raw data will be downloaded into Excel/CSV format and then imported into Jamovi statistical software for analysis.
The downloaded dataset will be stored on the researcher’s personal computer, which is password-protected, and also backed up on a secure USB drive kept in a locked location. No printed copies of the data will be produced. All data will remain in digital form to reduce risks of loss or misuse.
The data will be kept for the duration of the dissertation project only. After the dissertation has been submitted, assessed, and marked, all raw data files will be securely deleted. This includes removing files from Google Drive, deleting Jamovi datasets, and permanently wiping backups from the USB drive. Only the anonymised statistical results, tables, and figures will be retained within the dissertation document itself.
At every stage, care will be taken to ensure that data is stored in compliance with UWTSD ethical policies and GDPR requirements. Because no personal identifiers will be collected, there is minimal risk to participants, and all responses will remain fully anonymous.

	22
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	☒

	23
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	☐


SECTION I: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.
In submitting this application, I hereby confirm that I undertake to ensure that the above-named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	Md. Sohanur Rahman
	Date: 10th October 2025


	2
	Director of Studies/Supervisor:
	Gwyneth Jones
	Date: 10th October 2025

	3
	Signature:
	Gwyneth Jones
	


FOR INTERNAL USE ONLY:
	
	Ethical approval given 

	1
	Signature of assessor:
	Gwyneth Jones
	Date:10th October 2025

	2
	Name:
	Gwyneth Jones

	3
	Role:
	Supervisor
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