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1. Introduction
1.1 Background of the Study
The UK grocery retail industry is one of the largest and most competitive retail sectors, with leading supermarkets including Tesco, Sainsbury's, Asda, Aldi and Lidl competing through product quality, brand image and promotional strategies rather than price alone (Deloitte, 2024; KPMG, 2024). The sector has experienced significant changes in recent years due to digital transformation, rising inflation, changing consumer expectations and the continued growth of online grocery shopping (IGD, 2024; Statista, 2024). These developments have made consumer buying behaviour increasingly complex and emphasised the importance of understanding the factors that influence purchasing decisions.
Sainsbury's is the second-largest supermarket retailer in the UK and has continued to strengthen its market position by focusing on product quality, customer value and digital retail innovation (Sainsbury's, 2024). Previous studies suggest that consumer buying decisions are influenced by several marketing-related factors, including perceived product quality, brand image, promotional activities and customer trust (Kotler and Keller, 2016; Solomon, 2020). Therefore, understanding the relative importance of these factors can assist Sainsbury's in developing more effective marketing strategies and maintaining competitive advantage.
1.2 Rationale for Selecting Sainsbury's and Consumer Behaviour Topic
Sainsbury's was selected as the case company because it represents one of the UK's leading supermarket retailers and operates within a highly competitive grocery market. Although the company has established a strong reputation for quality products, customer service and brand value, it continues to face competition from both traditional supermarkets and discount retailers such as Aldi and Lidl (Deloitte, 2024). Therefore, understanding the factors that influence consumers' decisions to choose Sainsbury's is important for identifying opportunities to strengthen customer relationships and maintain competitiveness.
The topic of consumer behaviour was selected because purchasing decisions in the grocery retail sector are influenced by multiple psychological and marketing-related factors rather than price alone. Factors such as perceived product quality, brand image, promotional activities and customer trust play a significant role in shaping consumers' preferences and loyalty (Kotler and Keller, 2016; Solomon, 2020). By examining these factors, this study aims to provide a deeper understanding of how consumers evaluate Sainsbury's and what influences their buying decisions. This topic is therefore relevant from both an academic perspective, by contributing to consumer behaviour literature, and a managerial perspective, by providing insights that may support more effective marketing strategies.
1.3 Research Problem
Despite its strong market position, Sainsbury's faces increasing competition and changing consumer expectations. Consumers can easily compare products, prices and promotions across retailers, making purchasing decisions more complex. Therefore, there is a need to identify the key marketing factors that influence consumer buying decisions towards Sainsbury's in the current UK grocery retail market.
1.4 Research Gap
Although previous studies have examined consumer buying behaviour, most focus on general retail settings or investigate individual factors separately. Limited research has explored the combined influence of perceived product quality, brand image, promotional activities and customer trust within the specific context of Sainsbury's. Furthermore, evolving consumer behaviour and increased competition highlight the need for updated empirical evidence in the UK grocery retail sector.
1.5 Research Aim
The aim of this study is to investigate the factors influencing consumer buying decisions towards Sainsbury's within the UK grocery retail market.
1.6 Research Objectives
1. To examine the influence of perceived product quality on consumer buying decisions towards Sainsbury's.
2. To evaluate the impact of brand image on consumer buying decisions towards Sainsbury's.
3. To assess the influence of promotional activities on consumer buying decisions towards Sainsbury's.
1.7 Research Questions
Main Research Question
What factors influence consumer buying decisions towards Sainsbury's in the UK grocery retail industry?
Sub-Research Questions
· RQ1: How does perceived product quality influence consumer buying decisions towards Sainsbury's?
· RQ2: To what extent does brand image influence consumer buying decisions towards Sainsbury's?
· RQ3: How do promotional activities influence consumer buying decisions towards Sainsbury's?
· RQ4: How does customer trust influence consumer buying decisions towards Sainsbury's?
Collectively, these research questions aim to provide a comprehensive understanding of the key determinants influencing consumers when selecting Sainsbury's as their preferred supermarket.
1.8 Research Hypotheses
Based on the existing literature and the quantitative nature of this study, the following hypotheses are proposed:
· H1: Perceived product quality has a significant positive influence on consumer buying decisions towards Sainsbury's.
· H2: Brand image has a significant positive influence on consumer buying decisions towards Sainsbury's.
· H3: Promotional activities have a significant positive influence on consumer buying decisions towards Sainsbury's.
· H4: Customer trust has a significant positive influence on consumer buying decisions towards Sainsbury's.
1.9 Significance of the Study
This study contributes to both academic knowledge and managerial practice by examining how perceived product quality, brand image, promotional activities and customer trust influence consumer buying decisions towards Sainsbury's. The findings may help Sainsbury's develop more effective marketing strategies and provide a useful reference for future research on consumer behaviour within the UK grocery retail industry.
1.10 Scope of the Study
This study focuses on consumers who have recently shopped at Sainsbury's in the United Kingdom. A quantitative research approach will be adopted using an online questionnaire to collect data from 50 respondents. The research examines the influence of perceived product quality, brand image, promotional activities and customer trust on consumer buying decisions, while excluding other marketing variables beyond the study's scope.
2. Literature Review
2.1 Theoretical Foundation
This study is underpinned by the Theory of Planned Behaviour (TPB), which suggests that consumer behaviour is influenced by behavioural intentions shaped by attitudes, subjective norms and perceived behavioural control (Ajzen, 1991). In the context of grocery retailing, TPB explains how consumers' perceptions and intentions influence their purchasing decisions.
However, TPB has been criticised for placing greater emphasis on rational decision-making while overlooking emotional and habitual purchasing behaviours. Solomon (2020) argues that many supermarket purchases are routine and influenced by previous experiences rather than deliberate planning. Similarly, Schiffman and Wisenblit (2019) suggest that marketing-related factors such as product quality, promotions and brand perceptions also shape consumer decisions.
Therefore, this study also draws on Consumer Behaviour Theory, which views purchasing as a process involving need recognition, information search, evaluation of alternatives, purchase and post-purchase evaluation (Kotler and Keller, 2016). Combining these theories provides a comprehensive framework for explaining how perceived product quality, brand image, promotional activities and customer trust influence consumer buying decisions towards Sainsbury's.
2.2 Consumer Buying Behaviour
Consumer buying behaviour refers to the process through which individuals select and purchase products to satisfy their needs (Schiffman and Wisenblit, 2019). Understanding this behaviour enables retailers to develop effective marketing strategies and improve customer satisfaction.
Previous studies suggest that buying decisions are influenced by multiple factors, including product quality, brand image, promotional activities and customer trust (Kotler and Keller, 2016). For example, Konuk (2019) found that perceived product quality positively influences purchase intention, while Rather (2021) highlighted the importance of customer trust in encouraging repeat purchases.
However, previous research has largely examined these factors independently or within general retail settings. Consequently, limited evidence exists regarding their combined influence on consumer buying decisions towards Sainsbury's. Furthermore, changing consumer expectations and increased competition within the UK grocery retail market indicate that updated research is required (Deloitte, 2024). Therefore, this study investigates how these four marketing variables collectively influence consumers' purchasing decisions within the context of Sainsbury's.
2.3 Critical Review of Key Factors Influencing Consumer Buying Decisions
Perceived Product Quality
Perceived product quality refers to consumers' evaluation of a product's overall excellence and reliability (Zeithaml, 1988). High perceived quality positively influences customer satisfaction and purchase intention (Konuk, 2019). Kotler and Keller (2016) also argue that consistent product quality strengthens customer loyalty. However, product quality alone may not determine buying decisions, as consumers also consider promotions, brand reputation and previous shopping experiences (Solomon, 2020). Therefore, this study examines perceived product quality alongside other marketing variables to better explain consumer buying decisions towards Sainsbury's.
Brand Image
Brand image represents consumers' perceptions and associations regarding a retailer (Keller, 1993). A positive brand image reduces perceived risk and encourages purchasing behaviour (Aaker, 1996). Nevertheless, Rather (2021) argues that brand image is more effective when supported by positive customer experiences and trust. This suggests that brand image contributes to buying decisions but should be examined together with other determinants rather than independently.
Promotional Activities
Promotional activities, including discounts and loyalty programmes, are widely used to encourage purchasing behaviour (Kotler and Keller, 2016). Previous research suggests that promotions increase perceived value and stimulate purchase intention (Chandon, Wansink and Laurent, 2000). However, excessive promotional activities may encourage price-sensitive behaviour and reduce long-term loyalty (Verhoef, Kannan and Inman, 2021). Consequently, their effectiveness depends on balancing short-term sales with long-term customer relationships.
Customer Trust
Customer trust reflects consumers' confidence in a retailer's reliability and integrity (Morgan and Hunt, 1994). Trust reduces perceived risk and encourages repeat purchasing (Rather, 2021). However, trust is increasingly shaped by ethical practices, transparency and sustainability initiatives, particularly in the UK grocery sector (Deloitte, 2024). Therefore, customer trust remains an essential factor influencing consumer buying decisions towards Sainsbury's.
Although previous studies consistently identify product quality, brand image, promotional activities and customer trust as important determinants of buying behaviour, there is no clear consensus regarding their relative influence. This indicates the need for further empirical investigation within the context of Sainsbury's, where changing consumer expectations and increased market competition may produce different outcomes.
2.4 Research Gap
Previous studies have established that perceived product quality, brand image, promotional activities and customer trust influence consumer buying behaviour (Konuk, 2019; Keller, 1993; Morgan and Hunt, 1994). However, three important gaps remain.
First, many studies examine these variables independently rather than investigating their combined influence within a single research model. Second, existing research generally focuses on the broader retail industry or compares multiple supermarket chains, providing limited evidence relating specifically to Sainsbury's. Third, rapid developments in digital retailing and changing consumer expectations suggest that earlier findings may not fully explain current purchasing behaviour within the UK grocery sector (Deloitte, 2024; IGD, 2024).
Therefore, this study addresses these gaps by examining the combined influence of perceived product quality, brand image, promotional activities and customer trust on consumer buying decisions towards Sainsbury's using contemporary primary data.
2.5 Conceptual Framework
Based on the reviewed literature, the proposed conceptual framework suggests that four independent variables—perceived product quality, brand image, promotional activities and customer trust—influence the dependent variable, namely consumer buying decisions towards Sainsbury's.

The framework provides the basis for the research hypotheses and will be empirically tested using quantitative data collected through a questionnaire survey.
The discussion demonstrated that perceived product quality, brand image, promotional activities and customer trust are recognised as important determinants of purchasing behaviour. However, previous research has rarely examined these variables collectively within the specific context of Sainsbury's. This identified gap provides the justification for the present study. 
3. Methodology
The selected methodology is designed to address the research objectives and provide a suitable approach for investigating consumer buying decisions towards Sainsbury's.
3.1 Research Philosophy
This study adopts a positivist research philosophy, which assumes that knowledge can be generated through objective observation and empirical evidence (Saunders, Lewis and Thornhill, 2023). A positivist approach is appropriate because this research aims to collect measurable data from consumers and examine patterns in their buying behaviour. It enables the researcher to investigate the relationship between marketing factors and consumer decisions in an objective manner.
3.2 Research Approach
A deductive research approach will be adopted in this study. Deductive research begins with existing theories and previous literature, from which research questions and hypotheses are developed and examined through data collection (Bryman and Bell, 2018). This approach is suitable because the study is based on established consumer behaviour theories and aims to explore how perceived product quality, brand image, promotional activities and customer trust influence buying decisions towards Sainsbury's.
3.3 Research Design
This study uses a quantitative cross-sectional research design based on a questionnaire survey. A quantitative approach is suitable because it allows the researcher to collect structured responses from multiple consumers and identify general patterns in their perceptions and purchasing behaviour. A cross-sectional design is appropriate as data will be collected at a single point in time to understand current consumer attitudes towards Sainsbury's (Creswell and Creswell, 2018).
3.4 Population and Sampling
The target population consists of adult consumers in the United Kingdom who have previously purchased products from Sainsbury's. Due to time and resource limitations, convenience sampling will be used to recruit participants based on their accessibility and willingness to participate (Saunders, Lewis and Thornhill, 2023). The proposed sample size is 50 respondents, which is considered appropriate for this small-scale postgraduate research project.
3.5 Data Collection
This research will use both primary and secondary data. Primary data will be collected through an online questionnaire distributed using Google Forms. The questionnaire will include demographic questions and statements measuring perceived product quality, brand image, promotional activities, customer trust and consumer buying decisions using a five-point Likert scale.
Secondary data will be collected from academic journal articles, textbooks, industry reports and Sainsbury's corporate publications to support the theoretical framework and discussion of findings. 
3.6 Data Analysis
The collected questionnaire responses will be organised and analysed to identify common patterns and trends in consumer opinions. The analysis will focus on understanding respondents' perceptions of product quality, brand image, promotional activities, customer trust and their influence on buying decisions towards Sainsbury's. The findings will be presented through appropriate summaries and discussions, linking the results with existing literature.
3.7 Ethical Considerations
The research will follow the ethical guidelines of the University of Wales Trinity Saint David (UWTSD). Participation will be voluntary, and respondents will receive clear information about the purpose of the study before providing consent. No personally identifiable information will be collected, ensuring participant anonymity and confidentiality. Participants will have the right to withdraw before submitting their responses. All collected data will be securely stored and used only for academic purposes in accordance with UK GDPR and the Data Protection Act 2018.
4. Expected Findings
Based on the literature, this study expects that perceived product quality, brand image, promotional activities and customer trust will positively influence consumer buying decisions towards Sainsbury's. Product quality and customer trust are anticipated to have the strongest impact, as consumers generally prefer retailers they perceive as reliable and trustworthy (Konuk, 2019; Morgan and Hunt, 1994). Brand image and promotional activities are also expected to positively affect purchase intentions by enhancing perceived value and customer confidence (Keller, 1993; Chandon, Wansink and Laurent, 2000). The findings are expected to provide practical recommendations for Sainsbury's and contribute to the understanding of consumer behaviour within the UK grocery retail sector.
5. Limitations
This study has several limitations. The sample size of 50 respondents and the use of convenience sampling may limit the generalisability of the findings (Saunders, Lewis and Thornhill, 2023). In addition, the cross-sectional design captures consumer behaviour at one point in time, while self-reported questionnaire data may introduce response bias. Finally, the study focuses only on Sainsbury's, limiting comparisons with other UK supermarkets. Despite these limitations, the research is expected to provide useful insights into consumer buying decisions.
6. Research Timeframe
6.1 Research Schedule
The proposed research is expected to be completed over a period of approximately 16 weeks. The schedule below outlines the major research activities from proposal development to final submission.
Table 6.1:
	Research Activities
	W1
	W2
	W3
	W4
	W5
	W6
	W7
	W8
	W9
	W10
	W11
	W12
	W13
	W14
	W15
	W16

	Topic Selection
	●
	●
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Supervisor Meetings
	●
	
	●
	
	●
	
	●
	
	●
	
	●
	
	●
	
	●
	

	Literature Search
	●
	●
	●
	●
	
	
	
	
	
	
	
	
	
	
	
	

	Proposal Writing
	
	●
	●
	●
	●
	
	
	
	
	
	
	
	
	
	
	

	Ethics Approval
	
	
	
	●
	●
	
	
	
	
	
	
	
	
	
	
	

	Questionnaire Development
	
	
	
	
	●
	●
	
	
	
	
	
	
	
	
	
	

	Pilot Testing
	
	
	
	
	
	●
	
	
	
	
	
	
	
	
	
	

	Data Collection
	
	
	
	
	
	●
	●
	●
	
	
	
	
	
	
	
	

	Data Cleaning
	
	
	
	
	
	
	
	●
	●
	
	
	
	
	
	
	

	SPSS Analysis
	
	
	
	
	
	
	
	
	●
	●
	
	
	
	
	
	

	Results Interpretation
	
	
	
	
	
	
	
	
	
	●
	●
	
	
	
	
	

	Discussion Writing
	
	
	
	
	
	
	
	
	
	
	●
	●
	
	
	
	

	Revision & Editing
	
	
	
	
	
	
	
	
	
	
	
	●
	●
	
	
	

	Proofreading
	
	
	
	
	
	
	
	
	
	
	
	
	●
	●
	
	

	Final Submission
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	●
	●


Figure 6.1: Proposed research timeline (16 weeks).
7. Conclusion
This proposal has outlined a study investigating the factors influencing consumer buying decisions towards Sainsbury's in the UK grocery retail market. Guided by the Theory of Planned Behaviour and Consumer Behaviour Theory, the research examines the influence of perceived product quality, brand image, promotional activities and customer trust. A quantitative survey approach has been proposed to collect and analyse primary data. The findings are expected to contribute to both academic literature and managerial practice by providing insights into consumer buying behaviour and supporting more effective marketing strategies. Overall, the proposed study is feasible and has the potential to provide valuable evidence for understanding consumer purchasing decisions within the UK grocery retail industry.
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