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Abstract 
Problem Statement: This research will identify and investigate how customer satisfaction and brand image influence the brand loyalty 
Purpose: The purpose of this research is to provide theoretical and experiential evidence on the relationship between brand image, customer satisfaction and brand loyalty of Apple. 
Methodology: Quantitative approach is used to quantify the relationship between brand image, customer satisfaction and brand loyalty. A representative 100-person sample was obtained using Survey Monkey, and the responses were examined utilizing Microsoft Excel. 
Findings: Findings of the research shows that brand image and customer satisfaction both have favourable effects on brand loyalty. The study also demonstrated that the influence of brand image on brand loyalty was broader than the influence on customer satisfaction. Moreover, this study highlights that consumers can become loyal to a brand if they are satisfied with the quality of its purchase. Companies can achieve this by ensuring open communication with customers and developing a positive brand image. Recommendations and research limitations have also been offered in this paper.
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[bookmark: _Toc123556445]Chapter 1 – Introduction
[bookmark: _Toc122765369][bookmark: _Toc123556446]1.1 Problem Statement
[bookmark: _Hlk122764164]This research will identify and investigate how customer satisfaction and brand image influence brand loyalty. Studies (Espinosa et al., 2018; Šerić and Gil-Saura, 2019) have indicated that no organisation can stay operational without ensuring customer satisfaction and customer loyalty. Various studies discuss the direct connection that exists between brand image, customer satisfaction, and brand loyalty. As mentioned by Özkan et al. (2019) in their research, higher customer satisfaction and a positive brand image led to improved and increased loyalty of the customers towards the brand. During the last decade, companies have made it their priority to ensure the satisfaction of the customers since it improves the client retention rate and boosts the market share of the business. Customers who are happy with the products and services also tend to ignore the price hike and avoid getting carried away by what the competitors offer (Subaebasni, Risnawaty and Wicaksono, 2019).
Moreover, satisfied customers also tend to purchase additional products from the same brand. This is of great help, especially for new products or services. Hence, businesses must carefully evaluate the key factors – customer satisfaction and brand image – that can positively influence customers' brand loyalty (Khoironi, Syah and Dongoran, 2018). 
[bookmark: _Toc122765370][bookmark: _Toc123556447]1.2 Rationale of the Study
The rationale of this study lies in the fact that the selected variables – customer satisfaction, brand image, and brand loyalty – and their relationship is considered a huge concern for the existing business world. Organisations are keen to determine the relationship and work around these variables to ensure customer satisfaction and improve brand image and loyalty (Chang, 2020). However, it is essential to find out how positive brand image and customer satisfaction are necessary for brand loyalty – the issue this research is focused on.
[bookmark: _Toc122765371][bookmark: _Toc123556448]1.3 Research Questions
•	What is the brand image of Apple?
•	How to improve customer satisfaction with Apple customers?
•	Does brand image or customer satisfaction has the greatest impact on brand loyalty?
[bookmark: _Toc122765372][bookmark: _Toc123556449]1.4 Research Aim
This research aims to investigate how customer satisfaction and brand image influence brand loyalty by studying the case of Apple.
[bookmark: _Toc122765373][bookmark: _Toc123556450]1.5 Research Objectives
· To find out the key factors that influence Apple’s brand image
· To evaluate how a higher level of client satisfaction will ensure better brand loyalty.
· To analyse the ways in which the level of customer satisfaction can be improved for Apple.
[bookmark: _Toc122765374][bookmark: _Toc123556451]1.6 Significance of the Study
[bookmark: _Hlk117782623][bookmark: _Hlk122764256]This research highlights how brand loyalty is influenced by customer satisfaction and brand image. Research by Sürücü, Öztürk, Okumus and Bilgihan (2019) reveals that businesses can boost their profitability by 50% to 75% if they are able to retain 10% of their customers. The influence of brand loyalty on business profitability has doubled its significance, which requires firms to take major steps to maintain customer loyalty. According to Atulkar (2020), customer loyalty acts as a foundation for an organisation to evaluate its promotional strategy, customer relationship management, and value creation plan. This study will develop a conceptual framework of brand image and customer satisfaction on brand loyalty. And hence, it will contribute to the existing literature on how brand loyalty is affected by brand image and customer satisfaction, focusing on Apple. This research will likely contribute by having theoretical and experiential evidence on the relationship that exists between brand image and brand loyalty at Apple. Therefore, after the completion of this study, many researchers, as well as businesses, can be benefitted from the results.
[bookmark: _Toc122765375][bookmark: _Toc123556452]1.7 Chapter Summary
This chapter has provided this paper's overall direction and concept. It emphasised the significance of customer satisfaction, brand image and brand loyalty. This chapter further highlighted the research questions, overall aim of the research and research objectives. The researcher has also justified the rationale for selecting this field for research and why it is critical for organisations to make strategic decisions to improve their overall customer satisfaction. And building their loyalty with the organisational brands. 
[bookmark: _Toc122765376]

[bookmark: _Toc123556453][bookmark: _Toc118637090]Chapter 2 – Literature Review
[bookmark: _Toc122765377][bookmark: _Toc123556454]2.1 Description and Critique of Literature Implications for this Research
The purpose of a literature review is to present a thorough review of prior research on a topic that can be undertaken in an empirical study (Lim, Kumar and Ali, 2022). In this chapter, the researched literature related to the topic will be synthesised and critically analysed. In the process of empirical research, connections will be made between research objectives and theories, and models for the brand image as well as integrated brand image and brand loyalty.
[bookmark: _Toc122765378][bookmark: _Toc123556455]    2.2 Identifying the key concepts
According to Kapferer (2006), branding involves much more than naming a product or service and creating a company logo, but also entails changing the product category and requires ongoing corporate involvement. Brands are a direct outcome of market segmentation and product differentiation concepts, significant money, and advanced expertise (Moore et al., 2008).
[bookmark: _Hlk109631894]The three factors brand image, brand loyalty and customer satisfaction are a fastening element for ensuring the long-term sustainability of the company and giving it a competitive advantage. Therefore, it is significant that they be researched and analysed to build a correct strategy and for making future decisions by the management team.
The brand image is the way in which customers perceive and recall a brand. A network of interconnected ideas forms a brand's image, evoking a set of assumptions about a particular brand that is crucial to a customer's purchasing decision (Martínez & Pina, 2009). The way a company presents itself in the market builds its reputation in the relevant industry. By creating a strong brand image, the company differentiates itself from its competitors, and this is a major advantage in today's dynamic market. Consumers are more inclined to buy items from well-known brands with a positive brand image, according to Aziz (2020), in order to reduce the risk of the purchase. The claim that a brand with a more favourable image does have the impact of decreasing consumers' product perception risks and raising positive feedback from consumers is also supported by Global Banking & Finance Review (2017). As a result, most consumers believe that spending money on recognizable brands will enable them to make purchases they will be delighted with and minimize any potential risks. How much does a brand cost? What does the company's brand say about it? A brand image is a relationship or perspective that consumers have of a product based on their recollections of it, claims Keller (1993). As a result, brand image is something that is produced by advertisements, promotions, or consumers rather than by the actual product, its features, or its technology.
However, loyalty to a company's brand means that consumers prefer to repeatedly buy exactly their products despite existing competition in the industry (Sender, 2022). According to Naghibi and Sadeghi (2011), unwavering brand affiliation is known as brand loyalty. the willingness of customers to buy the same brand again and prefer it over competitors in the market is brand loyalty, states Rajagopal (2010). The perception of the brand by the clients influences their choice, since for them it is the best option now. Different types of brand loyalty can be distinguished (Shriesha and Jemima, 2019). Hard-core clients are loyal to one brand, while split-customer customers have the option of loyalty to more than one brand. Shifting-customers are consumers who, for a certain period use only one brand but then change their preferences and prefer another. This is a mix between hard and split loyalties.
[bookmark: _Hlk120559842]According to Shabbir, Khan and Khan, (2017) brand awareness, brand loyalty and brand equity exist in a close relationship. As shown in Fig1, the impact of brand image and brand loyalty on brand equity is fully mediated by brand awareness.
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[bookmark: _Toc124268704]Figure 1: Showing Direct Relationship (Shabbir, Khan and Khan, 2017)
Customer satisfaction is a measure of how well the products and services delivered by an organisation meet or exceed customer expectations (Cuong, 2020). This indicator is seen as a key differentiator and is increasingly becoming a key element of business strategy. Abbas et al. (2021) defined that “When the goods and services fulfil the need and demands of the customer at an extreme level the customer is said to be satisfied”. Therefore, the focus of the companies is clearly on the consumer and more specifically on customer satisfaction because by building a strong brand, not only the customer wins, but also the company.
Different brand equity models indicate that respectable, well-known brands outperform their cheaper counterparts. However, according to Keller’s Brand Equity Model, companies must pay attention to how consumers see, experience, and value the brand to build a strong brand image or equity. People who will use a brand must like the overall identity associated with that brand. With the help of the Brand Equity Model, companies can build strong customer-facing brand equity (Yang et al., 2019). The idea helps businesses understand a brand from many angles to build customer-centred brand equity (Masè, Cedrola and Cohen-Cheminet, 2018).
[bookmark: _Toc118637091][bookmark: _Toc122765379][bookmark: _Toc123556456]2.2 Theoretical/Conceptual Framework- Keller’s Brand Equity Model (CBBE Model)

CBBE Model is made up of four stages and six components.
[image: CBBE Model]
[bookmark: _Toc124268705]Figure 2: Keller’s Brand Equity Model
[bookmark: _Toc118637092][bookmark: _Toc122765380][bookmark: _Toc123556457]      2.2.1 Stage 1 Identity
Brand identity is the process of providing people with a mental image of a company that is memorable and easy to understand (Alvarado-Karste and Guzmán, 2020). Apple has successfully managed to develop customer loyalty by positioning its products as high-quality goods in the customer's minds by pursuing a cost leadership strategy (Lopez, 2019). It places a lot of emphasis on product differentiation and seeks to stay competitive.
o	Think differently by creating new products and models through innovation rather than copying your competitors.
o	A management style in which decisions are made by a central executive committee.
o	DNA design also plays an essential role.
[bookmark: _Toc118637093][bookmark: _Toc123556458]Brand Salience
From the consumer's point of view, 'salience' means how easy it is to recognise and remember a certain brand. Brand awareness has to be high enough for people to think about the company when deciding what to buy. According to Alvarado-Karste and Guzmán (2020) brand salience is a brand's ability to make customers think of positive things about it right away while deciding. Since its founding in 1976, Apple has built a strong reputation with customers. People buy the brand's products because they know it has a good name for quality. Apple did this by making its brand stand out from those of Microsoft and other industry leaders (Yang, 2019). The company tried to show that it was more modern and creative.
[bookmark: _Toc118637094][bookmark: _Toc122765381][bookmark: _Toc123556459]      2.2.2 Stage 2 -Meaning
At this level of the model, performance and the image of the brand are being talked about. It is still the job of brand managers to ensure that the brand delivers the experience that customers want and meets the needs of the people they want to reach (Purani and Jeesha, 2022). 
[bookmark: _Toc118637095][bookmark: _Toc123556460]Performance
The performance of a brand is measured by how well it meets the needs and wants of the customer in terms of features, branding, packaging, price, and so on(Purani and Jeesha, 2022). Apple does very well as a brand because its name is well-known and its products are better in every way(Stocchi et al., 2021).
When it comes to how well a brand works, Apple is the gold standard against the competition. Its products are better in every way, providing its customers with ease to use, unmatched features and artistic design. Because of this, it has to set its prices high in order to make money (Ahmad and Guzmán, 2020). 
Apple is the only brand that comes close to its dependability, durability, and serviceability level. Visualisation is how a brand's identity helps people have a good opinion. Customers are more likely to buy from a business if the pictures they see are about important things. (Chakraborty, 2019).
[bookmark: _Toc118637096][bookmark: _Toc123556461]Imagery
The imagery focuses on the overall brand image, including how customers perceive the brand – positive or negative – through the brand identity created by the business. The imagery should create a positive appeal for the target customers, letting them connect and identify with the brand through their personal experiences (Lim and Guzmán, 2022). 
According to Moliner-Velázquez (2019), Apple has attained an affluent brand image, which helps customers associate Apple with positive word-of-mouth promotion. Customers allocate a major chunk of sparing cash to get an iPhone. To have morals and a positive outlook in society, brands take personality traits. 
[bookmark: _Toc118637097][bookmark: _Toc122765382][bookmark: _Toc123556462]      2.2.3 Stage 3 – Response 
Customers are now responding and giving feedback about the brand's existence, performance, and how people see it. The response is shown first through evaluations and then through feelings. Using Apple as an example, the model says that the company will benefit greatly from how consumers feel about the Apple brand, increasing loyal customers and improving Apple’s bottom line (Wolter, Bacile, and Xu, 2022).
[bookmark: _Toc118637098][bookmark: _Toc123556463]Judgments
The brand assessment part of the Brand Equity Model is both important and more complex than the visible part. The complexity is caused by how different people have different ideas about a brand based on their values and choices. It is based on the brand's reputation and how well it handles its reputation. In the case of Apple, brand supremacy may be clear because consumers think the company gives its customers more benefits than its competitors offer (Stocchi et al., 2021).
[bookmark: _Toc118637099][bookmark: _Toc123556464]Feelings
Brand feelings are a sophisticated way to build the value of a brand. People may feel a wide range of emotions when they think of the brand. According to Stocchi et al. (2021), the six most important feelings for building a brand are warmth, enjoyment, excitement, security, social approval, and self-respect.
The name Apple makes people happy, proud, and full of energy. Apple customers are always very excited to use the things they purchase (Gallagher, 2022). The marketing for the brand has done a good job of creating an image of vibrancy and variety. This is something that the customer will always remember. When Apple customers deal with the company, they get a sense of fun and excitement (Lang, Buu and Hien, 2020).
[bookmark: _Toc118637100][bookmark: _Toc122765383][bookmark: _Toc123556465]      2.2.4 Stage 4 - Relationships
Brand relationships that the client cares about the company and backs it up. Only a small number of businesses ever reach this level of success. Brand advocacy and customer loyalty are the best way to measure the health of a relationship between a business and a customer (Stocchi et al., 2021).
[bookmark: _Toc118637101][bookmark: _Toc123556466]Resonance
People who like Apple feel strongly connected to the brand because it makes a clear impression on them (Cobbs and Groza, 2020). When customers know they have a product from a company like Apple, they feel better about their ability to adapt to new situations. Many Apple customers get very attached to their products, to the point where they say they are their most prized possessions (Lang, Buu and Hien, 2020).
Apple has also helped people feel like they belong through the Apple experience. Here is one example: Apple's in-person user communities. It has brought people together and made them closer, which has made the service better for everyone. By using these strategies, Apple has been able to get its customers' attention and make it fun to spend time, energy, money, or other resources on its products or services (Cobbs, and Groza, M.D., 2020).
[bookmark: _Toc122765384][bookmark: _Toc123556467]    2.3 Advantages and disadvantages of Keller’s brand model
The Keller model's focus on the value of individual perspectives is one of its most notable benefits. Individual opinions and impressions of a brand have a significant influence on other brands. People may perceive a distinct brand when a thing is styled by an individual. The most practical elements, such as the principal material, related items, product quality, style, design, and pricing, are included in Keller's suggestion for measuring brand performance. As a result, this approach aids brands in remaining relevant in the market even after initial recognition and identification. However, Giovannoni (2020) asserts that Keller's approach ignores the brand support variables, which are the interactions between customers and salespeople during the buying process.
[bookmark: _Toc122765385][bookmark: _Toc123556468]    2.4 Research Gap
According to some researchers (Back & Parks, 2003; Chandio, Qureshi, & Ahmed, 2015; Hui & Yee, 2015), brand loyalty must be viewed from the relationship perspective, to tackle the challenges linked with gaining and maintaining brand loyalty. This concept is usually split between “stochastic” views (Back, 2001; Atulkar, 2020; Kataria et al., 2021) and "deterministic" views (Grewal & Sharma, 1991; Al-Awadi, 2002). Stochastic views consider brand loyalty as a sequence of 'repeated-buying-behaviour' that is fundamentally unexplainable (Hennig-Thurau, 2000). On the other hand, deterministic views consider brand loyalty as a buying behaviour that can be explained by either intellectual or emotional processes (Huo & Xu, 2011).
To address the issues, this research will apply Brand Equity Model. According to this model, to create strong brand loyalty, brands must focus on how consumers think and feel about their product. To maintain the brand loyalty, companies must build positive image and experience around their brand. To have a better understanding of the concept of building a positive image, this research focuses Apple as a case study.
[bookmark: _Toc118637102][bookmark: _Toc122765386][bookmark: _Toc123556469] 2.5 Summary 
[bookmark: _Toc118637103]This chapter discusses the CBBE model and explains the interrelationships between customer satisfaction, brand image and brand loyalty by using Apple’s case. From the discussion, it is obvious that the increased customer awareness and perceived higher quality of the brand lead to customer satisfaction and brand loyalty. Hence, to maintain its brand loyalty, brand managers at Apple must focus on creating brand awareness and ensuring customer satisfaction in terms of the quality of the products
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[bookmark: _Toc122765387][bookmark: _Toc123556470]Chapter 3 - Methodology
[bookmark: _Toc122765388][bookmark: _Toc123556471]3.1 Introduction
[bookmark: _Hlk123188958]In this chapter, the researcher consistently explains the methodology that is uses for the research process. Methodology includes brief explanations of the used methods and tools in accordance with the current topic and why the choice has been stopped precisely on them. A researcher's choice of methodology is a research onion. The Saunders Research onion was created by Saunders et al., (2007). The researcher's methodology of choice is the research onion because the layers of the onion provide a more in-depth explanation of the steps of the research process
[bookmark: _Toc122765389][bookmark: _Toc123556472]3.2 The research onion
The most common approach for constructing a research methodology is derived from the theoretical "research onion" notion (Fig.3) implemented by Saunders et al. (2007)
Research onion touches on all the significant areas summarized in all the layers that make up the framework and deserve to be taken into account during any research actions. Each of these layers covers a different part of the research, enabling the researcher to use a wide range of methods, paradigms, and solutions in the process of their research. The research onion consists of six layers which help the researcher to fully reach each concept and effectively fulfil the objectives pursued. 


[bookmark: _Toc122765390][image: ]
[bookmark: _Toc124268706]Figure 3: Adam Junit, 2014. The research "Onion", reproduced from Saunders et al (2009)
[bookmark: _Toc122765391][bookmark: _Toc123556473]3.2.1 Philosophies
This chapter will not go into deep meaning because that area is too narrow, but in generally “Philosophy is the guiding framework for linking data and theory or "empirical" and " theoretical" parts of the knowledge process” (Yujie Hu, 2020). According to Alturki,( 2021) in interpretivism, reality may be comprehended by intervening and applying personal interpretation to it. Realists, on the other hand, believe that certain objects can exist without needing to be viewed. Positivism holds that reality is sustainable and unchanging and that it can be monitored and explained using an objective perspective; for instance, there is no need to infer from the phenomena that are being studied.
Positivism produces the research questions and hypotheses that the researcher may test. Finding explanations that measure the general consensus on the state of the world is possible with positivism. The hypothesis will thus be established based on the positivist research philosophy applied to the Apple corporation in order to attain the research aims and respond to the research questions in this study.
[bookmark: _Toc122765392][bookmark: _Toc123556474]3.2.2 Approaches 
The next layer of the research approach consists of two methods, deductive and inductive. 
Since deductive reasoning leads to specific, logically sound conclusions and because the applied theory is tested or authenticated by data collecting, deductive theory creation may be related to forecasting (Melnikovas, 2018). The data collection phase of the inductive technique is followed by the formulation of a clear theoretical position (Woiceshyn and Daellenbach, 2018).
In this study is used the deductive approach in terms to be applicable to evaluating deductive than inductive research since there are many possible theories and hypotheses. In addition, deductive research is also more focused on testing hypotheses, making it a better choice for those dealing with quantitative data (Alturki, 2021).
[bookmark: _Toc122765393][bookmark: _Toc123556475]3.2.3 Strategies
“The way a researcher intends to collect data for the dissertation is the focus of the third layer of research philosophy. Case studies, grounded theory, experiments, action research, surveys, and other data collecting techniques could be used” (Melnikovas, 2018). For this study, the survey strategy is applied to measure the impact of customer satisfaction and brand image on the brand loyalty in an efficient way. Also, researcher can collect rich and reliable data through this strategy.  
[bookmark: _Toc122765394][bookmark: _Toc123556476]3.2.4 Choices
According to Melnikovas (2018), quantitative research methods use statistics and mathematical techniques, whereas qualitative approaches include gathering a lot of descriptive data. A mono technique is one that collects data for research is the main objective, whether statistically or qualitatively; a mixed approach is one where various outcomes are achieved while overcoming limitation of a mono method; multi-method choice undercuts the use of both qualitative and quantitative approaches, even if the study relies on one of them and the other approach is supplementary or extra. Since the collection is gathered by quantitative method based on the choice presented by the researcher above in this study research process is built with mono method. Mono method, Quantitative Research was used for the following reasons- according to Miller (2020) information is gathered quickly when quantitative research is used. A quantitative approach allows a larger sample size to be reached, studies use randomised samples and can focus on facts or series of information. Also, the quantitative approach is anonymous (very important point in terms of research ethics).
[bookmark: _Toc122765395][bookmark: _Toc123556477]3.2.5 Time horizons
The Saunders Research Onion's fifth layer is titled Time Horizon. It is the precise time frame for finishing a certain researching project. As there are two different temporal periods, Saunders' research onion offers researchers two choices -Cross-sectional and Longitudinal (Marchiori, 2018).
This Cross-sectional period is a snapshot of a certain situation at a given moment. Additionally, it limits the amount of time that can be spent on research and data collecting to one that is quite brief. Longitudinal study examines and centres on the behaviours using concentrated samples collected throughout time.
In the case study is applicable cross-sectional time horizon, because the researcher following strictly defined period of time.
[bookmark: _Toc122765396][bookmark: _Toc123556478]3.2.6 Investigation types
[bookmark: _Hlk120862118]“Primary research is defined as a methodology used by researchers to collect data directly, rather than depending on data collected from previously done research” (Lowe and Zemliansky, 2011). The fundamental ideas of the scientific method allow researchers to learn more in global aspect and visible occurrences, even if their implementations differ from area to field. Researchers create study questions or hypotheses and gather quantifiable, observable, and repeatable data about things, people, or events using the scientific method. According to Lowe and Zemliansky (2011), ultimately, through primary research, the researcher seeks to discover something unique that something other people can confirm hence, while eliminating biases in the process.
Secondary research is a study technique known as secondary quantitative research is a type of study that makes use of existing or secondary data. Existing data is gathered and summarized to increase the research's overall efficacy. Quantitative data will be acquired for this study using current data sources, such as the Internet, governmental websites, libraries, academic papers, etc. Secondary quantitative research is used to confirm data obtained through primary quantitative research in terms of supporting, testing, or refuting data that has already been gathered.


[bookmark: _Toc122765397][bookmark: _Toc123556479]3.2.7 Data sampling
Data sampling is an approach for selecting precise people or a section of the populace to attract conclusions from them statistically and determine the traits of the whole populace (Hessing, 2014):
•	Sample size represents the number of observations based on which an estimate of a particular population is made. The sample size was determined by drawing from the population and indicate how many respondents will be completing one survey and how the sample was accessed.
[bookmark: _Hlk123899168]•	Sampling methods are of two types of probability and non-probability (Semasinghe, 2019). Probability or random sampling is the scientific method of selecting samples from the population is known as random or probability sampling, according to some rules of chance, where every unit in the population has a specific, predetermined probability of being chosen for the sample. The principal sampling techniques for probabilities include Simple Random Sampling, Stratified Random Sampling, Cluster and, Systematic Sampling. Non-probability sampling is a process of selecting the sample items according to individual judgment with the choice being made based on experience and opinion (Semasinghe, 2019). Numerous non-probability sampling techniques exist. The most popular techniques are Convenience sampling, judgment sampling, snowball sampling, and quota sampling. Simple random sampling was used in the present research because it is the most appropriate method of data collection. Since Apple is a multinational company operating globally, the information is collected from a larger population.
[bookmark: _Toc122765398][bookmark: _Toc123556480]3.2.8 Data collection
The gathering and analysis of data (Fig. 4) are covered in the last layer of the research onion. Throughout this section, the researcher outlines decisions on the sample, the questionnaire's content, the interview's questions, and ethics (Fig.5) “Primary data collection is the process of gathering data through surveys, interviews, or experiment” (Dimewiki, 2022). However, according to harappa.education, (2022) when it comes to secondary data, it should be considered that it is information that already exists and some other researcher has collected this information as primary to reach the readers as secondary. According to the type of data collected, there are two types, quantitative and qualitative (BBC Bitesize, 2022):
	Qualitative data
	Quantitative data

	quality, colour, preference, or appearance
	numbers, statistics, and percentages



The study is based on primary research and for this reason primary data collection method is appropriate.
[image: ]
Figure 4: Data collection process (Lowe and Zemliansky, 2011)
[image: ]
Figure 5: Data collection tools (Formplus Blog, 2019)

[bookmark: _Toc122765399][bookmark: _Toc123556481]3.2.9 Analysing data
Analysing data (Fig.4): “The process of gathering, modelling, and evaluating data to derive knowledge that supports decision-making “(Johnson, 2020). According to the field and purpose of the research, there are several methods for analysing the data from the research conducted Microsoft Excel is specific ally used for this study as it provides accurate and visual information in the form of charts and graphs to the reader.
[bookmark: _Toc122765400][bookmark: _Toc123556482][bookmark: _Toc122765401]3.2.10 Research Ethics and Principles 
“Research Ethics can be defined here as the ethics of research planning, conduct, and reporting” (Sandesh Adhikari, 2020). Throughout the duration of the study of this study, the researcher strictly followed the basic ethical principles, for the protection and confidentiality of the personal data of the participants, their anonymity in order not to receive unpleasant consequences


[bookmark: _Toc123556483]3.3 Summary
[bookmark: _Hlk122764906]The research techniques used by the researcher to carry out the study are described in this chapter. The investigation was carried out in a methodical manner using the Saunders research onion. The study considered the primary research methodology and primary data-gathering techniques. The poll was employed as a data-gathering method to determine the effects of customer satisfaction and brand perception on Apple brand loyalty. Tables and charts were used to show the results using the Microsoft Excel program.

[bookmark: _Toc122765402][bookmark: _Toc123556484]Chapter 4 – Results
This chapter will present and explain the results obtained from the data gathered through the questionnaire. The questionnaire was prepared on Survey Monkey, and a copy of the same questionnaire was shared with the participants.
[bookmark: _Toc122765403][bookmark: _Toc123556485]4.1 Questionnaire Analysis
[bookmark: _Toc122765404][bookmark: _Toc123556486]4.1.1 Gender
[bookmark: _Toc122765405][image: ]
[bookmark: _Toc124268707]Figure 6: Gender of the Respondents (created by Tonka Nikolova, 2022)
Out of the 100 respondents for this research, 42% were females, and 58% were males.
[bookmark: _Toc122765406][bookmark: _Toc123556487]4.1.2 Please specify your age
[bookmark: _Toc122765407][image: ]
[bookmark: _Toc124268708]Figure 7: Age Group of the Respondents (created by Tonka Nikolova,2022
According to the data collected, 25% of the respondents were of 25-30 years of age, 22% were between 31-35 years of age, 19% were less than 25 years, 13/% were between 26-40 years, and only 10% of the respondents were over 50 years of age.
[bookmark: _Toc122765408][bookmark: _Toc123556488]4.1.3 My smartphone is a good value for the money I paid

[image: ]
[bookmark: _Toc124268709]Figure 8: Customer Satisfaction with reference to Amount Spent
While replying to the question about whether they are satisfied with the amount they have spent on purchasing the cell phone, 22% percent strongly agreed, and 61% percent agreed that their smartphone is a good value for money. On the other hand, 3% strongly disagreed, and 8% disagreed, showing dissatisfaction with their phone and the amount spent on buying. 6% of the respondents stayed neutral when responding to this question.
[bookmark: _Toc122765409][bookmark: _Toc123556489]4.1.4 I am satisfied with My smartphone Brand

[bookmark: _Toc124268710]Figure 9: Level of Customer Satisfaction with their Existing Smartphone Brand (created
While replying to the question about whether they are satisfied with the brand of their cell phone, 25% percent strongly agreed, and 56% percent agreed that they were satisfied with the brand. On the other hand, 3% strongly disagreed, and 13% disagreed, showing dissatisfaction with the brand of their cell phones. 3% of the respondents stayed neutral when responding to this question.
By comparing these answers with the answers to question number three (My smartphone is a good value for the money I paid). It can be noticed that the ratio of the respondents who are satisfied with the amount of money spent on their cell phones and the brand of their cell phones is similar.
[bookmark: _Toc122765410][bookmark: _Toc123556490]4.1.5 I think my smartphone Brand is fashionable and elegant
[bookmark: _Hlk121553538]
[bookmark: _Toc124268711]Figure 10: Number of Respondents who consider the brand of their cell phones as elegant and Fashionable(created by Tonka Nikolova, 2022)
The survey revealed that 37% percent strongly agreed, and 29% percent agreed that they consider their cell phone elegant and fashionable. 19% strongly disagreed, and 13% disagreed, showing dissatisfaction with the brand of their cell phones (Ramadhanayanti et al., 2022). 2% of the respondents stayed neutral when responding to this question.
[bookmark: _Toc122765411][bookmark: _Toc123556491]4.1.6 I think my smartphone brand is well-known and prestigious

[bookmark: _Toc124268712]Figure 11: Number of Respondents who consider their Smartphone Brand as Prestigious (created by Tonka Nikolova,2022)
While replying to this question, 41% percent strongly agreed, and 32% percent agreed that their phone brand is prestigious and well known. On the other hand, 11% strongly disagreed, and 15% disagreed, showing a lack of trust in the brand, which might lead to low brand loyalty (Salim and Rodhiah, 2022). Only one percent of the respondents stayed neutral when responding to this question.
Similar to the third and fourth questions, by comparing the answers to the sixth question with the fifth question, it can easily be noticed that the ratio of the respondents who consider their cell phones fashionable and elegant and those who consider their preferred brand as prestigious is more or less similar.
[bookmark: _Toc122765412][bookmark: _Toc123556492]4.1.7 If I could, I would rather switch to another brand

[bookmark: _Toc124268713]Figure 12: Number of Respondents who would rather switch to another brand (created by Tonka Nikolova, 2022)
The survey revealed that 16% percent of respondents strongly agreed, and 15% percent agreed that, given the option, they might switch to another brand. 33% strongly disagreed, and 36% disagreed with switching to another brand, showing customer satisfaction with the brand of their cell phones (Raharjo and Digdowiseiso, 2022).
[bookmark: _Toc122765413][bookmark: _Toc123556493]4.1.8 My existing smartphone is my first choice among cell phones

[bookmark: _Toc124268714]Figure 13: Chart Showing the Percentage of Respondents whose existing cell phone is their First Choice (created by Tonka Nikolova, 2022)
While replying to this question, none of the respondents strongly agreed with the statement that they are using a cell phone; that is their first choice. Only 19% percent agreed that their existing cell phone is their first among all cell phones. On the other hand, 23% strongly disagreed, and 41% disagreed with the statement. 17% percent of the respondents stayed neutral when responding to this question.
The results from this question show contrast when compared to the previous questions in the study. The small percentage of affirmative response and a higher percentage of negative response indicates that even though customers are happy with the brand they are using or the cost of their existing cell phones (as mentioned in previous questions), the majority of them is using the cell phone that they own under some sort of compulsion and if given a chance, they will immediately switch to their preferred cell phone (Agrebi, Chandon and Zaichkowsky, 2022).

[bookmark: _Toc122765414][bookmark: _Toc123556494]4.1.9 I consider myself to be loyal to my smartphone brand

[bookmark: _Toc124268715]Figure 14: Chart Showing the Level of Brand Loyalty of the Respondents (created by Tonka Nikolova, 2022)
The survey revealed that 37% percent strongly agreed, and 38% percent agreed that they are loyal to their existing cell phone brand. Only 4% strongly disagreed, and 19% disagreed, showing a lack of customer satisfaction and brand loyalty (Shin and Jeong, 2022). 2% of the respondents stayed neutral when responding to this question.
After comparing the response to this statement with the rest of the questions, it can be deduced that although some of the respondents will switch their cell phones if given a chance, they will not change the brand of their cell phones (Pandey, Shukla and Agarwal, 2022).
[bookmark: _Toc122765415][bookmark: _Toc123556495]4.1.10 I would choose my current smartphone brand even if the other brand has the same functionality as my current smartphone

[bookmark: _Toc124268716]Figure 15: Chart showing whether the respondents switch the brand of their cell phones if the same functionality is offered by other brands (created by Tonka Nikolova, 2022)
The survey revealed that among the 100 respondents, 28% percent strongly agreed, and 45% percent agreed that they will always go for their existing cell phone brand if the other companies are offering a similar smartphone with all the functionalities. Only 2% strongly disagreed, and 17% disagreed, showing a high level of brand loyalty. 2% of the respondents stayed neutral when responding to this question.
[bookmark: _Toc122765416][bookmark: _Toc123556496]4.2 Summarizing 
After comparing the response to this statement with the rest of the questions, it can be deduced that although some of the respondents will switch their cell phones if given a chance, they will not change the brand of their cell phones (Putranto et al., 2022). It is obvious that both independent variables (customer satisfaction and brand image) have a positive impact on brand loyalty. Hence, both these variables are the most critical factors for marketers to attract and retain customers (Gam, Bahri-Ammari and Soliman, 2022).





[bookmark: _Toc122765417]

[bookmark: _Toc123556497]Chapter 5 – Recommendations, Limitations and Conclusion
[bookmark: _Toc122765418][bookmark: _Toc123556498]5.1 Recommendations
Some organisations might benefit from receiving guidance on how to keep and expand their base of dedicated customers and how to make their customers' experiences more positive overall. If tech giants like Apple really want to understand what aspects contribute to the happiness and continued patronage of their customers, they must engage in continuing market research. As a result of the ever-shifting nature of client demand, it is very necessary for businesses to do continual market research in order to remain one step ahead of the competition and provide the goods and services that consumers want. Because of the significant impact that a business's reputation has on the degree to which customers remain loyal to that firm, it is critical to make a concerted effort to cultivate a positive reputation via the use of marketing tactics (Rahmadhani, Nofirda and Sulistyandari, 2022). 
[bookmark: _Toc122765419][bookmark: _Toc123556499]5.2 Limitations
· It's possible that responders to an online survey won't be as comprehensive as they should be, which might lead to results that aren't entirely accurate.
· It's possible that some respondents needed more explanation than others before they could grasp the questions; this, together with the varied experiences of the respondents in the sample, would make it harder to have trust in the findings.
[bookmark: _Toc122765420][bookmark: _Toc123556500]5.3 Conclusion
The connection between happy consumers and favourable associations with a brand is emphasised as being an essential component in the process of developing a loyal client base. However, happy consumers were more likely to remain loyal to a firm, making brand perception an important factor despite its lesser weight. In general, the pleasure of customers has an effect on their loyalty to a company since it helps to create a positive perception of the business (Agrebi, Chandon and Zaichkowsky, 2022).
Customer satisfaction, brand image and brand loyalty are very important aspects of the business and are also interconnected with each other. It is possible that organisations acquire long-term prosperity by successfully strengthening customer loyalty and living up to the expectations of their customers. Because of this, Apple places a high priority on the satisfaction of its customers and their dedication to the brand. When clients have a good experience with a business's goods and services, they are more likely to be ready to pay a higher price for those goods and services, which is good for the bottom line of the organisation (Fatima, et al., 2022).
Customer satisfaction and a feeling of having received value from a product or service are the primary factors that form brand loyalty. Reputation as a brand is more important than the satisfaction of its customers. Achieving a high level of customer satisfaction and offering significant brand value are two effective strategies for gaining new customers as well as maintaining existing clientele. According to the findings, there is a one-to-one relationship between the satisfaction of the client and the loyalty and commitment towards the brand. If customers strongly identify with a certain brand, they are more likely to remain loyal to the company that produces the things they use. The customer's desire to purchase the products may be strengthened by a number of factors, including the product's reputation, the customer's level of happiness with the product, and the customer's loyalty to the brand in question (Parris and Guzmán, 2022).
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[bookmark: _Toc122765422][bookmark: _Toc123556502]Appendix - Questionnaire
(Link to the Questionnaire: https://www.surveymonkey.co.uk/r/ZYQV2N7) 
Dear Participant, 
This questionnaire is part of an academic research and is designed by the researcher to assess how customer satisfaction and brand image influence the brand loyalty. Kindly give your response to the following questions and statements. 
Your response will help the researcher in understanding the relationship between the selected variables. Your time and participation are highly appreciated.
Basic Information
(Please encircle the most suitable option)
1. Gender:	
· Male
· Female
2. Please specify you age:
· Less than 25 years
· 25-30 years
· 31-35 years
· 36-40 years
· 41-50 years

Customer Satisfaction
	
	
Strongly
Disagree
	
Disagree
	Neither Agree
Nor Disagree
	
Agree
	
Strongly
Agree

	My smart phone is a good value for the money I paid
	
	
	
	
	

	I am satisfied with My smart phone Brand
	
	
	
	
	




Brand Image
	
	
Strongly
Disagree
	
Disagree
	Neither Agree
Nor Disagree
	
Agree
	
Strongly
Agree

	I think my smart phone Brand is fashionable and Elegant
	
	
	
	
	

	I think my smart phone brand is well known and prestigious
	
	
	
	
	



Brand Loyalty
	
	
Strongly
Disagree
	
Disagree
	Neither Agree
Nor Disagree
	
Agree
	
Strongly
Agree

	If I could I would rather switch to another brand
	
	
	
	
	

	My existing smart phone is my first choice among cell phones
	
	
	
	
	

	I consider myself to be loyal to my smart phone brand
	
	
	
	
	

	I would choose my current smart phone brand even if the other brand has the same functionality as my current smart phone
	
	
	
	
	



Series 1	
Strongly Agree	Agree	Neither Agree nor Disagree	Disagree	Strongly Disagree	0.25	0.56000000000000005	0.03	0.13	0.03	


Series 1	
Strongly Agree	Agree	Neither Agree nor Disagree	Disagree	Strongly Disagree	0.37	0.28999999999999998	0.02	0.13	0.19	


Series 1	
Strongly Agree	Agree	Neither Agree nor Disagree	Disagree	Strongly Disagree	0.41	0.32	0.01	0.15	0.11	


Column1	
Strongly Agree	Agree	Neither Agree nor Disagree	Disagree	Strongly Disagree	0.16	0.15	0	0.36	0.33	

Column1	
Strongly Agree	Agree	Neither Agree nor Disagree	Disagree	Strongly Disagree	0	0.19	0.17	0.41	0.23	

Column1	
Strongly Agree	Agree	Neither Agree nor Disagree	Disagree	Strongly Disagree	0.37	0.38	0.02	0.19	0.04	

Column1	
Strongly Agree	Agree	Neither Agree nor Disagree	Disagree	Strongly Disagree	0.28000000000000003	0.45	0.08	0.17	0.02	
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