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Topic: ‘Impact of customer satisfaction and brand image on the brand loyalty of Primark considering the university students in the UK’




[bookmark: _Toc128436091]Abstract 
The research has been conducted on the students of the University of Wales Trinity St David London to assess the impact of the customer satisfaction and brand image of the organisational brand loyalty in the point view of Primark. For instance, the research aims and objectives are determined at the inception point. After that the primary research has been conducted on the students studying at MBA in marketing to collect the required data. The random sampling technique has been conducted for this research and the respondents are certified that their given data would be keep in secret and using only for research purpose. After collecting data, the mathematical and statistical techniques have been applied on the collected data. Then, the findings of the survey questionnaire have been presented in relevant graphs and charts. The research findings are compared with the stated objectives so that the research objectives can be fulfilled by analysing the collected data. After that the conclusions are made on the research findings and fulfilment of the research objectives. Finally, some strategic options are recommended for Primark so that the organisational brand image and customer’s satisfaction can be managed in the effective manner and the sustainability in brand loyalty can be managed in the proper ways. 
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[bookmark: _Toc128436092]Introduction 
[bookmark: _Toc128436093]Research background 
Primark is a UK based fashion retail organisation which was established in 1969 in Ireland. The company deals with cloths, cosmetics, homeware and different kinds of products with the customers. The company has about 407 outlets in different corners of the world and about 71000 employees are involved with the company. The fashion sector of United Kingdom is highly competitive as John Lewis, Walmart, Sainsbury’s and many other organisations are direct competitors of Primark. The quality control and value based marketing are two key strategies of Primark at the market to satisfy the customers and increase the customer’s loyalty in systematic manner. To compete in the highly competitive market, the management of the business organisations need to attract the customers to consolidate their customer base. The loyalty of the customers depends the quality of the products at the market and sales volume ahead of the competitors (Roehm et al., 2012). For this reason, the innovation and maintaining quality are highly needed for the organisation in the context of attracting the customers. The research will assess the impact of customer satisfaction and brand image on the brand loyalty of Primark. For this reason, the brand image of Primark in the fashion sector of United Kingdom tends to be analysed along with customer satisfaction on the brand (Dach and Allmendinger, 2014). 
[bookmark: _Toc128436094]Rationale of the study 
The gaols of every organisation is to create values for its customers and capture the values from them in systematic ways. To create values for the customers, the business organisation need to provide them good quality of products and ensure the customer satisfaction. Hence, the customer satisfaction is considered as a dynamic factor as the level of satisfaction of different types of customers varies at the market. As the organisations intends to increase their brand loyalty, to conduct the research on finding he impact of brand image and customer’s satisfaction on the brand loyalty is rationale in this case. Through this research, the key techniques to increase the organisational brand image can be undertaken by the managers of the business. Moreover, the customer’s satisfaction techniques can also be determined through this research which is highly required for the organisational brand loyalty (Romaniuk et al., 2013). This research paper may also create values to find the target customers for the organisation at the market. The competition at the UK fashion sector is intense and loyal customers play vital role to enhance the organisation’s brand values. The preferences and demand of the University students about fashion products may also be analysed in the proper ways as per conducting this research project (Stern, 2017). Above all, this research project can enhance the understanding about the impact of brand image and customer satisfaction behind the organisational brand loyalty at highly competitive market. 
[bookmark: _Toc128436095]Literature gap 
Though the research on customer satisfaction is available, the quality research about the customer satisfaction and brand image on the brand loyalty are limited. Moreover, the quality research on the university students is also rare. For instance, the research on customer satisfaction and brand image on brand loyalty of university students have been identified as the literature gap. The research intends to conduct on the university students so that different customer satisfaction influential factors can be determined and research objectives can be fulfilled in the proper ways. 
[bookmark: _Toc128436096]Aims of the study 
The aim of the research is to assess the impact of customer satisfaction and brand image on the brand loyalty of Primark  
[bookmark: _Toc128436097]Objectives 
Apart from the aim of the research, this research has some key objectives. The research objectives are mentioned as follows: 
· To examine the influential factors of brand image and customer’s satisfaction at Primark
· To determine factors that boost the brand loyalty of Primark 
· To analyse the relation between the customer’s satisfaction and brand loyalty for fashion retail organisation. 
[bookmark: _Toc128436098]Research questions 
· How customer satisfaction and brand image affects the brand loyalty of organisation? 
· What are the brands of brand loyalty of the business at the highly competitive market? 
· How brand image and satisfaction level of consumers are related to the brand loyalty of the organisation? 


[bookmark: _Toc128436099]Dissertation outline 
Chapter one: Introduction 
The overview of the research intends to be described in this portion. For this reason, the background of the research, analysis of company profile, literature gap, research aims, objectives, research questions are various kinds of factors will be analysed in this part of the research.
Chapter two: Literature review 
Hence, the existed theories models related to the research topic will be analysed so that the literature can be reviewed in the significant manner. Moreover, the findings of the research of scholars and researchers will also be presented relating to the research topic to extract knowledge about the research area. 
Chapter three: Methodology 
The research methodology including, the philosophy of research, sampling strategies, research choices, research approaches, research participants, data collection method, data analytical methods and various methods will be discussed in this part. For instance, the ways to conduct this research will be examined in the effective manner in this phase. 
Chapter four: Analysis and evaluation 
After collecting data, they will be evaluated and discussed in this phase. Hence, the collected data will be analysed on the basis of the research questions so that the research aims and objectives can be fulfilled. The statistical and mathematical methods will also be applied in the significant manner to determine the research outcomes in the proper manner. 
Chapter five: Conclusions and recommendations 
It is the last part of the research and it contains the summary of the whole research. After discussing the collected data, the conclusions will be given in this phase of the research. Moreover, the recommendations will also be given strengthen the research outcomes. 


[bookmark: _Toc128436100]Literature review 
[bookmark: _Toc128436101]Brand Image 
Keller's brand equity model
[bookmark: _GoBack][image: 142-graphic-1.png]
Dartmouth professor Kevin Lane Keller and published in his 1997 textbook Strategic Brand Management, is also known as the Customer-Based Brand Equity (CBBE) Model. This strategy is predicated on the notion that in order to establish a successful brand, it is necessary to influence how people perceive and feel about it. In other words, brand value cannot exist without client perception. Keller's model depicts brand awareness as a pyramid, beginning with brand identity (the response to "Who are you?") and culminating in "resonance," the level at which customers have had a positive enough experience with the company to be willing to promote for it. 
Brand identity: Defining concepts such as purpose, vision, and values is a crucial stage in developing a brand identity (McMullen, 2015). These elements provide a longer-term vision for your brand and will assist you in establishing relationships with the clients that extend beyond a single transaction. Hence, the vision of Primark is to ensure the affordable and sustainable fashion products for wide range of customers at the market. 
Brand meaning: The second factor is product vision, which relates to the emotions customers get when interacting with your product (Coughlan et al., 2017). In Primark’s case, this correlates to its exceptional design (signature minimalist style).
Brand response: According to Keller, there are two types of a client's perceptions: judgments and emotions. Customers form opinions about the brand based on their perceptions of its quality, credibility, utility, and competitive advantage. The customers of Primark are quite satisfied on the fashion products of the brand. Apparently, different kinds of fashion products of Primark are very effective to create values for the customers. 
Brand loyalty: This stage, also known as resonance, represents the final step in building brand loyalty and sits atop Keller's pyramid (Coughlan et al., 2017). According to Keller, this is the stage at which buyers begin to classify with the company and develop a psychological attachment to it. In reality, Primark has very effective psychological bonds with the customers as many of the customers of the company buy the retail products in regular basis. It denotes the extent of brand loyalty of the company at the market. 
As the customers of Primark regular buys various kinds of retail products, brand loyalty and brand response towards wide range of community is very important for the organisation. By providing effective response from the management of Primark, the customer journey can be facilitated and the brand image can also be enhanced by this way. For instance, the marketing management of Primark intends to uphold the brand identity towards the customers so that the customers can enable to know about the products and the organisational presence at the market. After that the company maintains the value added channel and supply chain management so that the effective products can be supplied to the ultimate customers of the products and the value addition can be ensured by this way. The vivid response is desired by the company towards customers to make the company as one of the market leader at the retail sector. The retail products are supplied by Primark as per the quality control strategy so that it can fulfil the customer satisfaction. By ensuring the customer satisfaction, Primark intends to build the customer loyalty so that the loyal customers apply the word of mouth promotion for the company. The loyal customers are highly effective at the modern marketing strategy and Primark follows this model to make the customers loyal and fulfil the strategic goals of the company at the market.  


Advantages and disadvantages of Keller’s model 
Advantages 
· Sustainable customer loyalty: The Keller’s brand equity model is effective to maintain the customer loyalty as this model enable the organisation to find who are they and what they have. By this way, the sustainable customer loyalty can be created at the market and it enable the organisation ensure the customer loyalty (Helgesen, 2016). Hence, the organisation can provide the products and services on the basis of customer demand and customer loyalty can be managed by this way. 
· Better profit margin: The organisational profit of Primark may also boost by managing the Keller’s brand equity model in the effective manner. Based on this model, the response of the wide range of customers are considered effectively by the management of the organisation so that the products and services can be supplied as per the customer’s demand (Coughlan et al., 2017). This process of this model can increase the organisational profit along with the customer loyalty. 
· Low cost and customer retention: The cost leadership can be achieved by Primark by following this brand equity model. Thus, the costs of the organisational can be minimised and the psychological bonding with the customers can be increased (Helgesen, 2016). As per the interactions with the customers, the overall value of the company can be increased and the existing customers of the company can be trained for long time. 
Disadvantages 
· Difficult to resonate with customers: The difficult resonance with the costumers is identified as the disadvantage of the Keller’s brand equity model. The psychological aspects of different kinds of customers are different in types (Roehm et al., 2012). For this reason, the HR managers of Primark may fail to resonate with all kinds of customers and it can hamper customer retention activity. 
· Need highly skilled stuff to ensure brand equity: To manage the brand equity of the organisation as per Keller’s brand equity model requires highly skilled stuffs so that they can interact with different level of employees to increase the brand loyalty. The requirement of the highly skilled stuffs in all layers of the organisation has been identified as the disadvantage of this model (Roehm et al., 2012). Primark may also face this kind of problem for brand loyalty and customer retention to the organisation. 
[bookmark: _Toc128436102]Brand loyalty 
Aaker's brand equity model:  
[image: The Aaker Model: A simple way to build brand identity | Canto]
Source: (McMullen, 2015)
There are various theories regarding how marketers might recognize, evaluate, and bolster a company's brand, including the Aaker Brand Equity Model. The concept was introduced in the 1990s by David Aaker, a former lecturer at the University of California, Berkeley. This approach defines brand equity as the sum of a brand's recognition, loyalty, and perceived quality (McMullen, 2015). These assets can assist a business raise the value of its products or services, which can result in numerous customer equity. The model suggests that brand equity can:
· Help retrieve information: The approach implies that brand equity might help people learn, comprehend, and retrieve additional information about a business. Primark is associated with circulating the information about the business by different kinds of promotional approaches of the company so that the customers can be sincere about the organisational product offering and values. 
· Affect buying decisions: According to the Aaker model, brand equity can boost customers' confidence in their purchasing decisions due to brand familiarity. Primark is very familiar at the retail sector of the international market. The company influences the customers in their buying decision as per its presence at the global market and increase the sales volume by this way. 
· Rise customer happiness: According to the concept, brand equity helps customers feel confident in a brand's quality, which can lead to a rise in customer contentment. To increase the happiness of the customers, Primark maintains the quality control strategy so that the good quality of products can be supplied at the market and the customers of the organisation can be satisfied in optimum manner. 

Comparison between Keller's Model with Aaker's Model: 
In numerous respects, these two ideas overlap and can provide you with ample assistance for organisational branding and marketing initiatives.
They both provide a holistic perspective on the topic of developing a brand that encompasses both the internal understanding of what a brand is and the perception of it by customers (Helgesen, 2016).
Keller's thesis focuses more on the customer's emotional response, whereas Aaker's idea emphasizes brand recognition and how well it is known.
It could be argued that Keller's strategy is better suited for B2B, as this business model often involves fewer clients and long-term, strong partnerships. Aaker's strategy is more suited for mass-produced goods when it is essential to distinguish oneself from a big number of competitors (Helgesen, 2016). As is the case with Keller, the visuals connected with the brand are sometimes more essential than a broad sense of aim.


[bookmark: _Toc128436103]Customer satisfaction 
Kano Model of Customer Satisfaction: 
[image: Kano model of customer satisfaction II) Performance Requirements: It is considered as one-dimensional satisfaction category as it is assuming linear relation with presence or performance of this requirement with satisfaction level. For performance requirement category "more" is better for the customer. ]
Source: (Hongwei et al., 2012)
The Kano Model derives from Frederick Herzberg's two-factor hypothesis. It argues that some workplace circumstances contribute to job satisfaction, whereas another set of factors contributes to unhappiness. The two-factor theory differentiates between motivators and hygienic factors; according to Herzberg, unhappiness among workers is caused by hygiene factors (Hongwei et al., 2012). This model is highly applicable in the point view of Primark as the company needs to deal with the customers to satiety them with the brand. 
Threshold attributes: When they are met, these characteristics are taken for granted, but their absence results in unhappiness. Customers anticipate and see these characteristics as fundamental; it is doubtful that they will mention them when questioned about quality characteristics. In this stage, Primark intends to maintain basic quality for all products so that the threshold attributes can be fulfilled. 
Performance attributes: These traits produce satisfaction when they are met and disappointment when they are not. These are the characteristics that companies compete for and those that are spoken about (Hongwei et al., 2012). In proportion to their excellence, client satisfaction improves. Through the effective advertisement programs, Primark is associated with circulating the performance attributes towards the customers. 
Excitement attributes: These characteristics give happiness when attained, but do not generate discontent when not met. They are uncommon and so frequently unspoken. For example, Primark allows discounts and bonuses to its company in sometime so that the excitement of the customers and the brand satisfaction can be increased by this way. 
Indifferent qualities: These characteristics are neither favourable nor negative and have no effect on client pleasure, either positive or adverse. Primark intends to make the ideal products to the customers so that it can fulfil their satisfaction. Hence, the basic quality of the products is identified as the indifferent qualities as the customers expect the ideal products as an indifferent quality from the organisation. 



Brand loyalty is a central idea in marketing and refers to a consumer's commitment to purchase a certain brand's goods or services frequently over time. A substantial amount of study has been undertaken on brand loyalty, with numerous studies examining the factors that lead to its formation and preservation. Customer happiness has been regarded as a major component. Consistently, research has demonstrated that satisfied customers are more inclined to be brand loyal. Moreover, perceived value, trust, and brand image have been identified as crucial elements in establishing brand loyalty. The relationship between brand loyalty and consumer behaviour has been the subject of more study. Brand loyal clients are more likely to engage in positive word-of-mouth, suggest the brand to others, and resist moving to competing brands, according to studies. Moreover, research has investigated the influence of various marketing methods on brand loyalty. For instance, loyalty programs have been shown to increase brand loyalty, particularly when actual prizes and incentives are provided. Moreover, research demonstrates that emotional appeals, like as nostalgia or humour, can be beneficial in fostering brand loyalty. The impact of technical improvements on brand loyalty has also been studied. With the expansion of e-commerce and social media, customers have greater access to information and options than ever before. This has made it more difficult for firms to keep consumer loyalty, and has led to a greater emphasis on generating tailored customer experiences and fostering customer connections. Brand loyalty is a complicated notion that is influenced by a number of things. Although extensive research has been undertaken on the topic, there is still much to learn about the aspects that contribute to the establishment and maintenance of brand loyalty in today's continually evolving industry.
Customer satisfaction is essential to the success of a business and relates to the degree to which a customer is pleased with a product, service, or experience. There has been a substantial quantity of research on customer satisfaction in numerous businesses over the years. Customer happiness is a crucial motivator of client loyalty, according to one of the most pervasive findings of the research. Customers that are satisfied are more likely to be brand loyal, make additional purchases, and recommend the brand to others. Another significant conclusion is that the factors that influence customer satisfaction differ by industry and business. Nonetheless, service quality, product quality, price, company image, consumer expectations, and the whole shopping or service experience have been recognized as common characteristics. In addition, research has demonstrated that the effect of customer satisfaction on corporate success extends beyond customer retention to include revenue, profitability, and market share. Customers that are satisfied typically spend more, refer others, and are more prepared to pay a premium price for a product or service. In addition, the importance of technology and social media in melding customer happiness is growing. Technology has enabled firms to collect real-time customer feedback, customize client interactions, and offer a streamlined purchasing experience. In addition to providing a forum for customers to express their ideas and experiences, social media has enabled businesses to engage with customers and increase their satisfaction. In conclusion, client satisfaction is a vital component of corporate success and has been examined extensively across industries. To improve customer happiness, organizations must identify the aspects that are most significant to their customers. Nevertheless, technology and social media are becoming increasingly influential in determining customer happiness, and firms must adapt to these developments in order to remain competitive.
According to McMullen (2015) customer satisfaction is known as a set of different process of the business that touch all kinds of aspects demand by the consumers at the market. By this way, the organisation values what the customers demand to the organisation. Moreover, the quality control and value based marketing functions are conducted by the companies to increase the level of satisfaction of the consumers at the market. In this study, it has been found that the extent of customer expectations tends to be fulfilled by the management of the organisations to meet the customer’s satisfaction. The product quality, service quality, price of the products according to the demand of the customers are regarded as very significant factors that boost the customer’s satisfaction. The customer satisfaction then further increases the organisational values at the market as the satisfied customers can be loyal to the brand. By fulfilling organisational commitment towards the customers, the number of loyal customers may also be increased at the market. 
Ahn et al., (2015) carried out a study on the brand image of the organisation and found various kinds of strategies that can boost the brand image of the business. It has been determined that the brand is a signature tune of the organisation that is captured by the customers to their heart. The good quality of products and the valued products at the market can increase the brand image among the customers. Sometimes, the brand can create negative perception towards customers and it may also generate loss for the companies. In either case, the well-known brands are capable to create the positive attitudes of the organisation towards the target customers. Thus, the customers can be motivated to buy more products and fulfil their demands. The high perceive quality can be created among the customers as per having the high image of the brand. It gives the customers a good reason to buy the products ahead of competitor brand. At the competitive business world, the brand is no longer the symbol of the business but it is regarded as economic function. The lasting impression can be created towards customers having good image of the brand at the market. Thus, the sales volume of the products can be enhanced and brand loyalty can be boosting by attracting loyal customers from the market. 
As per the research of Allender (2012) Loyalty is a biased response towards a brand or product expressed over a period of time. Thus, loyalty can be expressed as consistent repurchase of products from a brand as a result of positive affinity with the organisation. The loyalty of the brand can’t make overnight. It requires the continues quality control of the products and wining the heart of the customers at the market. The brand loyalty can be created by serving customers with heart and fulfilling theory demands in apocopate manner. Hence, the superior services ahead of competitors at the market is also needed to create the brand loyalty. The brand equity is sometimes called the brand loyalty at the market. Hence, the brand effectiveness, perceived values of the customers and brand awareness are mutually related. These factors create the brand equity which attracts the customers and huge brand loyalty can be consolidated at the market. 
According to Hongwei (2012) the brand loyalty is a pyramid of five tiers that uphold the values of the organisation at the market among the competitors. The switchers or price sensitive customers are positioned at the bottom this pyramid. The, habitual buyers are in the second tier who are satisfied with the products or services of the organisation. Then there have some buyers who are satisfied with the organisation and having the switching costs. These kinds of customers are not interested switch the brand for another product at the market. After that there are some customers who look the brand as their friend and they like the brand very much. Finally, there are some customers who are committed with the brand. Basically, the committed customers to the brand are called as loyal customers. For these kinds of customers, they are highly loyal to the brand and sometimes, these types of customers recommend others about the brand. 
As per the research of Helgesen (2016) the promotional techniques have the wide extent of impact on creating the strong brand image of the products. In reality, The Facebook, Twitter, Instagram, Line, WhatsApp, Imo and many kinds of social networks are used widely by the organisations to uphold their product offering towards the customers. Besides different kinds of digital technologies are used in this context to promote the products at the market and uphold the brand age. The multi-dimensional promotion of the products has direct link with creating the strong brand image of the products. By creating the strong brand image of different types of products, the organisation can get some loyal customers. For this reason, the effective social media and digital promotional tools have been very effective factor behind organisational brand loyalty.  

[bookmark: _Toc128436104]Research Methodology 
In this phase of the research, various kinds of approaches and techniques of the research are discussed that are used for the research project. The overview of data collection, data analysis and different kinds of ways in this research project are described in this section. Hence, the research philosophy, approaches, strategies, time horizons, techniques and procedures and various kinds of aspects are discussed in the effective manner to outline the research method to the audience. The research onion model ash been developed by Saunders et al., (2007) aiming the research process to the users of the research data. Different layers of this onion ring are discussed effectively in this chapter of the research. 
[image: Research Onion - Made easy to understand and follow]
Source: (Saunders et al., 2007)
[bookmark: _Toc128436105]Philosophies
The research philosophy is very effective in conducting the research project. The outcomes of the research largely depend what kind of research philosophy has been chosen by the researcher. In this research project, the positivism research philosophy has been chosen to conduct the research. There are about three types of research philosophies that can be chosen by the researchers (Kothari, 2014). They are positivism, realism and interpretivism research philosophy. The quantifiable observation and structural methods associated with positivism research philosophy. The nature of the research topic, research functions and references of the previous research are regarded as key factors to choose the research philosophy. The rationale of the positivism research philosophy is the positive outcomes of the research. In every phase of the research, the ethical considerations have been maintained effectively so that the ethical code of conduct can be followed and the valid outcomes can be determined by the research. Above all, the positive goals and objectives and ethical code of conduct are directly associated with the positivism research philosophy of this research. 
[bookmark: _Toc128436106]Research approaches
 The deductive research approach has been followed in conducting the research. In reality, the deductive research approach is appropriate and suitable to analyse the research problems. By choosing the appropriate research approach, the research problem can be addressed in the effective manner and the predetermined research objectives can be fulfilled by this way (Kothari, 2014). Hence, the analysis between inductive and deductive approach are discussed. The benefits of the both approaches are considered in choosing the appropriate approach to conduct the research. Based on the study, the inductive approach of the research is not suitable in this context. For this reason, the deductive research approach has been chosen in the systematic manner. By the application of the deductive research approach, the research problem can be analysed critically and the required data for the research can be collected from different kinds of sources (Taket, 2010). Moreover, the deductive research method can enable the researcher to provide the comprehensive conclusion of the research topic so that it can be meaningful to the audience of the research. 
[bookmark: _Toc128436107]Research strategies
There are various kinds of research strategies they can be followed by the researchers to conduct the research. For instance, the survey, case study, action research, ethnography and various strategies can be applied for the research purpose. In this research, the survey strategies have been chosen. The survey has been conducted to the university students via email and structured questionnaire has been conducted to the respondents. About 30 respondents has been conducted the questionnaire according to the random sampling method. Hence, all students of the university are regarded as population and only respondents of the research are regarded as sample (Kothari, 2014). Based on the sample data, the overall analysis has been conducted to point out the buying behaviours of the population. The survey strategy has been chosen for the research project as the survey method enable the researcher to communicate directly with the respondents. For this reason, quality and reliability of data can be preserved and it can affect to fulfil the objectives of the research. 
[bookmark: _Toc128436108]Techniques and procedure
The personal administer techniques and procedure are applied to collect the required data from different kinds of sources. Hence, both primary and secondary data are collected as per the personal administer way. The primary data are collected as per the survey questionnaire method. About 30 University students are conducted the structured questionnaire and they are conducted randomly to collect data. On the other hand, the current literature by different kinds of scholars are required in the effective manner to collect the secondary data of the research (Taket, 2010). Both primary and secondary data are collected to increase the reliability and validity of the research. As per the personal administer techniques and procedure, these types of meaningful data are collected to determine the research objectives in the optimal standard.
[bookmark: _Toc128436109]Choices 
There are about three kinds of choices of the research. They are mono method, mix method and multi method. Each kind of choices has unique impact on the research outcomes. To conduct this research, the mono method has been chosen and only quantitative data are analysed to fulfil the research outcomes and goals (Taket, 2010). Different kinds reviews from the respondents are basically presented to the analysis and dissuasion so that the ultimate impact of customer buying behaviour on brand loyalty are examined in the form of qualitative research method. For this reason, the qualitative research method has been chosen over mix method in this research project.
Advantages of quantitative data
· Since quantitative data is numerical, it is simpler to quantify and measure it accurately, which produces conclusions that are more trustworthy.
· Quantitative data analysis is a useful tool for evaluating patterns and trends in data since the results are frequently generalizable to a broader population.
· Quantitative data can be exposed to a variety of statistical tests, making it simpler to find correlations and relationship between variables
· Since quantitative data is frequently more reliable than qualitative data, the outcomes are more accurate.

Disadvantages of quantitative data
· Quantitative data frequently omits crucial context and meaning and only offers a limited understanding of the underlying processes.
· These types of data are frequently superficial and fall short of capturing the richness and complexity of the phenomenon under study.
· Quantitative data is frequently gathered in a structured manner, which might restrict the kinds of queries that can be made and reduce the data's flexibility.
· The act of classifying data can frequently cause a loss of meaning and context rendering the data artificial and less accurate in describing reality.
[bookmark: _Toc128436110]Time horizon 
The cross sectional data are used in this research project to analyse the research objectives. For instance, the cross sectional data are collected from diverse sources so that the qualities and validity of the collected data can be reserved and the meaningful outcomes can be determined by the proper analysis. In either case, the cross sectional data are useful for this study and they can be presented through different kinds of graphs and charts. By using the cross sectional data, the value added research intends to be conducted in this context. 
[bookmark: _Toc128436111]Advantages and disadvantages of primary and secondary research 
Advantages of primary research 
· Primary research might offer pertinent and up-to-date material because it is particularly created to address the research issue.
· Using primary data, a study can be created that is tailored to the needs and objectives of the researcher.
· This type of research produces unique information that can add to the corpus of knowledge in a particular topic.
· Primary research gives the researcher more sway over the manner in which data are gathered and the calibre of the results.
Disadvantage of primary research 
· Because the researcher must plan and carry out the study, gather and examine the data, and present the findings, primary research may be both time- and money-consuming.

· Some researchers may not be able to do primary research due to the particular knowledge and abilities that primary research demands, such as research design, data gathering, and data processing.
· Researcher bias can have an impact on the validity and dependability of primary study results.
Advantages of secondary research 
· Effective in terms of time and money: Because the data has already been gathered and is available for evaluation, secondary research frequently takes less time and costs less money than primary research.
· Secondary data collection can offer a comprehensive perspective on a particular topic and a broad review of the material that is currently accessible.
· Secondary research is a trustworthy source of knowledge since it frequently draws from published or other trustworthy sources.
Disadvantages of secondary research 
· At secondary research data were gathered for a different purpose, secondary research may not be directly relevant to the study issue.
· Because the data may be dated or only loosely related to the study subject, secondary data may be of poor quality or be unreliable.
· Because the data was gathered and processed by others, who can have their own prejudices and opinions, secondary data may be biased.
[bookmark: _Toc128436112]Data collection and analysis 
Sample size
The sample size is 30. As thirty university students has been conducted the questionnaire randomly, the sample size is 30 here. 
Sample type
The students studying at the University of Wales Trinity St David at London Campus in MBA are mainly conducted the questionnaire to collected the required data from them. The students in MBA in marketing are conducted questionnaire so that their valuable response about the research topic can be helpful to meet the research objectives. The random sampling type has been maintained for this research. A sample of items from a population are chosen at random using a statistical sampling technique, giving each component an equal chance of being selected. To ensure that the sample is representative of the population and that any inferences and conclusions formed from it may be applied to the population as a whole, sampling method is used.  
Sampling method:
A statistical sampling method known as cluster sampling selects components in groups rather than separately. The population is initially split into groups or clusters, in cluster sampling, after which a sample of these clusters is chosen. The sample is then expanded to include the components of the chosen clusters. Because it is frequently simpler and more effective to gather data from a smaller number of clusters than from a large number of individual elements, cluster sampling is used to reduce the expense and complexity of data collection.
Advantages of cluster sampling 
· Cluster sampling has the potential to be less expensive than other sampling techniques, particularly when the components of each cluster are similar and data collection is feasible inside each cluster.
· Cluster sampling is simpler to put into effect than other sampling techniques because it just calls for the identification of clusters rather than specific items.
· Since the clusters are chosen at random and the components inside them are comprised of the sample, cluster sampling reduces the possibility of bias.
Disadvantages of cluster sampling 
· Clustering can have a higher sampling error compared to other sampling techniques since each cluster's variability could not be an accurate representation of the population's volatility.
· The sampling may not adequately depict the population if the clusters themselves are not representative of the population.
· Compared to other sampling techniques, cluster sampling can be more challenging, particularly when stratification is necessary due to the heterogeneity of the clusters.
Data collection method 
The required for this research has been collected by designing the structured questionnaire. Hence, the random sampling method has been applied by conducting the structured questionnaire. The questionnaire is designed by 16 questions of which 5 questions are open end questions. Another 11 questions are close end questions. The close end questions include the multiple choice questions; scale rating questions are so on. By including may types of questions at the questionnaire, it has been tried to determine the ultimate outcomes of the research. The respondents tend to be given time about 15 minutes to answer the questions at the questionnaire. 
Data analysis
The collected quantitative data will be analysed using the Excel. Using the Microsoft excel, various kinds of mathematical and statistical data will be ensured in the effective manner so that the predetermine research objective can be met in the systematic manner. 
Research ethics 
[bookmark: _Toc118767353]The primary data of this research will be kept private and confidential so that the security of the given data can be maintained in the effective manner. The informed consent from the respondents will be taken at the inception point so that the research ethics can be maintained in proper manner. 


[bookmark: _Toc128436113]Presentation of collected data and discussion of the findings 
The results of the survey are mainly presented in this section of the research. As the primary research has been conducted by structured questionnaire to the University students, the findings are presented as per the relevant charts and graphs. The students who are studying at MBA in marketing of University of Wales Trinity St David at London Campus are asked different kinds of questions related to the research and the findings are pretended in this section of the research to determine whether the research objectives are fulfil or not.  
[bookmark: _Toc128436114]General information 
The sample of this study have been taken from single sources with the specified number of respondents. The structured questionnaire with scoped parameters are used by allowing the uniformity in the anticipated impact on the respondents. The authencity of the respondents in this research are ensured by asking different kinds of personal and demographic questions. The matrix statements have been made on the key research testing variables and respondents have been requested to select one most relevant statement to minimize any kinds of issues and research bias. Above all, the research has been conducted to ensure the proper participation of all kinds of respondents in this research so that the key information can be capture from wide range of respondents and value added research can be conducted. 
[bookmark: _Toc128436115]Response rate 
Due to the lack of scope and time, about 50 respondents to be conducted questionnaire but some respondents were reluctant to answer different kinds of questions at the questionnaire. From this context, about sixteen questions have been asked to the respondents about different kinds of issue related to the customer satisfaction and brand image of Primark. Hence, the response is about 62% on all questions in average. Some respondents have avoided different kinds of questions in this questionnaire. For this reason, the response is varied according to the nature of questions in this research. But it has been tried to capture the proper answer from the respondents to fulfil the goals of the research. 
[bookmark: _Toc128436116]Presentation and interpretation of data 
Questionnaire in question 
In this research, the structured questions have been asked to the students of University of Wales Trinity St David at London Campus to collected the required data for this research. For instance, the demographic, personal, scale rating, open end questions are many kinds of questions asked to the respondents to collect the key information about the research title. Hence, about 16 questions have been asked to the respondents. By this way, the customer’s satisfaction factors are determined that the associated with the respondents. Moreover, the factors that can increase the organisational brand image in the point view of University of Wales Trinity St David at London Campus are determined based on the perception of the students. As per the response of the students, it has been tried to assess how the customers of Primark can be satisfied and the effect of the organisational brand image on the brand loyalty of the company are examined in this research paper. Above all, the value added suggestions are collected from the respondents so that organisational customers can be satisfied with the range of services and provides of the company. 
Age of the respondents 
The customers having different ages can impact on their values and perception. For this reason, the at the inception point, the age of the respondents are tested by asking this question in this research. Based on the age of the customer’s, different values on the customer’s satisfaction can be determined. The age of the respondents is described as follows: 
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It has been determined that the age of the respondents is limited from 21 to 32. It means that the respondents are young aged people. For this reason, the perception of the young gad customers on the customer’s satisfaction and brand loyalty are mainly depicted by the graph. Hence, most of the respondents are from 26 to 29 years old. The uniformity of the age of the respondents is very effective here to fulfil the stated objectives of the research in the optimum manner. 
Gender of the respondents 
The satisfaction level of the customers of different gender are different in types. For this reason, the gender of the customers is analysed by asking this question. It has been tried to collect data from diverse people so that it can ensure the quality of the research findings. The gender of the respondents is explained as follows: 
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In this research, about 47.5% respondents are female and about 45% respondent are male. About 7.5% respondents are from other kinds of gender. There are some respondents who avoided to say their gender in answering the questionnaire. As the male, female and other kinds of gender are participated in the questionnaire, it has been found that the research data is high diversified as many types of respondents have directly participated in the questionnaire. 


Do the respondents buy retail products? 
The respondents were asked whether they buy the retail products for their personal use. This questions have been asked so that the experience of the respondents with their response can be compared. Moreover, if the consumers have the experience to purchase the retail products, they can provide the useful data about the customer’s satisfaction and brand image of the organisation to the brand loyalty. 
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In this research, about 97.4% respondents remarked that they have experience to purchase the retail products from the market. Almost all kinds of people are directly or indirectly associated with buying the retail products. As many kinds of respondents in this research paper have the experience in buying the retail products, it can be assumed that they can provide the value added data for the fulfilment of the research objectives. 


Preference of customers in purchasing the retail products 
Customers' preferences for retail goods purchases differ based on their requirements, preferences, and priorities. However, product quality, price, convenience, brand reputation, and customer service are prevalent elements that impact consumer preferences. Consumers often choose high-quality, cost-effective products, as well as shopping experiences that are easy, such as online ordering and delivery alternatives. Customers frequently seek out brands they can rely on and businesses that offer superior support, so brand reputation and customer service can also be significant. Understanding and catering to client preferences is vital for boosting sales and building great customer relationships, and firms can employ a variety of marketing and sales methods to adapt to consumers' shifting requirements and preferences.
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Based on the survey, it has been found that about 42.5% students of University of Wales Trinity St David at London Campus responded that they prefer the quality of the retail products in purchasing from the shop. Hence, about 27.5% respondents have the preference in brand and another 22.5% respondents have the focus on the price of the retail products. There are about 7.5% respondents who have the focus on other kinds of factors to buy different retail products from the market. Hence, various respondents have various demand and preference. From this perspective, the management of Primark need to focus on the diverse preference at the market to design their products so that it can meet the customer’s demand and increase the organisational values in the significant manner. 

Knowledge of customers about Primark 
Customers' knowledge of the company relates to their level of comprehension and awareness regarding the organization, its products or services, and its reputation. It includes a variety of characteristics, including as brand familiarity, product expertise, and general market repute. Consumers who are well-informed about a business are more inclined to consider and acquire its products or services, and they may also have greater levels of trust and loyalty. Effective marketing and communication methods, such as advertising, social media, and public relations, as well as providing high-quality products and services and interacting with customers, can help organizations expand their customer knowledge. By prioritizing customer knowledge-building initiatives, businesses may enhance their reputation, attract more consumers, and eventually achieve greater business success.
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During survey, about 95% respondents replied that they about Primark. Only 5% respondents had different feeling on this statement. As most of the respondents know about the brand of Primark, the company has prospect to capture the superior values from the customers and beat the competitors in the strategic ways. As a large portion of the customers at the market of the retail sector of United Kingdom are aware about the organisation, the management of the company can capture the attraction of the wide range of customers and provide the value added products to them for the organisational value addition. 

How the customers have been aware of Primark? 
Customers' awareness of the company refers to their level of recognition and familiarity with the business. It includes numerous elements such as brand recognition, product understanding, reputation, and market presence. Awareness can lead to increased client attention, consideration, and eventually purchase of items or services. By employing efficient marketing methods such as advertising, social media, and public relations, businesses may enhance client awareness. Establishing distinctive and memorable brand identities, providing high-quality products or services, and interacting with customers can help raise an organization's visibility and reputation. By prioritizing efforts to raise brand awareness, businesses can boost their visibility and reputation, attract new customers, and eventually achieve business success.
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How the wide extent of customers has been aware about the brand of Primark has been analysed in this phase of the research. About 45% respondents concluded that they awareness about the brand by the company website. Another 40% students of University of Wales Trinity St David at London Campus concluded that they have known about the brand by the organisational billboard. Some respondents have also the remarks that they know about Primark from Social media and other kinds of sources. As the management of Primark maintains different promotional and communication ways with the customer’s, the customers have been enabled to know Primark from diverse ways. 

How likely the respondents recommend the products of Primark? 
By asking this this question, it has been analysed whether the respondents were recommending about the products of Primark by others. By this way, the values of the products of the organisation are analysed to the community level. If the products are very effective of the customer’s and they are satisfied with the product offering, they often recommend it to others. The collected data are presented as follows: 
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Based on the pie chart, about 35% respondents are likely to recommend the products of Primark. Hence, about 27.5% respondents concluded it very likely and another 22.5% concluded as neutral. Only 15% responded not likely on this matter. As most portion of customer’s likely to recommend the products of Primark to others, it can be said that the products of Primark are highly effective to the customers and the organisation can capture the values from the market by ensuring the customers satisfaction. The range of word of mouth promotion at the market denotes the organisational strong base of brand loyalty at the market. 


How long the customers buying the products of Primark? 
The brand loyalty of Primark has been analysed by evaluating how long the customers buying the products of Primark from the organisation. If the customers buy the products from the organisation for a long time, it’s called the brand loyalty. The extent of brand loyalty of Primark has been analysed by this way. The findings are discussed as follows: 
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On the basis of the pie chart, it has been found that about 47.5% respondents have been purchasing the products of Primark less than 2 years. In this context, about 42.5% respondents concluded that they are buying the products of Primark from 2 to 5 years. There have also a significant number of respondents who are buying the products of the company from 5 to 7 years. There are also a number of people who are buying the number of respondents for more than 7 years. From the collected data, it is clear that the customer satisfaction of Primark is very high. For this reason, the customers are buying the retail products of the organisation for a long time. Purchasing the retail products from Primark, the brand loyalty of the customers has been increased over the years. 


Effectiveness of the customers support of Primark towards customers 
Good customer assistance is vital for establishing and sustaining solid customer connections. Organizations may boost customer happiness, loyalty, and trust by delivering superior service. Good firm assistance includes prompt and useful responses to client questions or concerns, individualized and compassionate communication, and a dedication to addressing customer issues. In addition, businesses can utilize technology and self-service tools to make customer assistance more accessible and convenient. An effective support system can also serve as a competitive advantage, since customers are more likely to choose and promote businesses that offer superior help. Ultimately, prioritizing customer assistance is vital for fostering excellent customer experiences and driving corporate success.
[image: C:\Users\USER\Desktop\Miraj and Taruna final project\Taruna Data\Chart 9.png] 
As per this survey question, it has been analysed how effective the customer support of the management by Primark. Based on the response by the students of University of Wales Trinity St David at London Campus, about 56.4% respondents concluded that the customer’s support of Primark is highly effective to them. Only 17.9% respondents have the moderate perception about the customer support team of Primark. Hence, about 12.8% respondents think that the customer support of Primark is very effective and neutral respectively to them. Above all, the customer support team of Primark is doing well with the customers to ensure the customer satisfaction. Based on the customer satisfaction, the customer satisfaction of the organisation is very high to enhance the brand loyalty towards the brand. 

Rating provided by the customers on the products of Primark 
Customer ratings, also known as customer reviews or customer feedback, are evaluations offered by customers regarding their experiences with a company's products or services. Ratings can vary from 1 to 5 stars, with 5 being the highest, and are frequently accompanied with written feedback or remarks. Customer ratings can have a considerable impact on a company's reputation and performance, as potential customers frequently base their purchasing decisions on ratings and reviews. Good ratings can aid in establishing credibility with prospective clients, boosting sales, and enhancing an organization's overall reputation. Negative evaluations, on the other hand, can harm a company's reputation, result in lost revenue, and indicate areas for development. As a result, firms should prioritize gathering customer ratings and responding to them to preserve great customer connections and propel corporate success.
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The rating has been collected directly from the respondents. On the basis of the quality of the products and services of Primark, the ranting has been provided by the customers. Hence, about 35% customer’s provided the rating from 3 to 6. About 22.5% respondents provided the rating from 8 to 10. Another 27.5% respondents provided the rating from 6 to 8. Only 15% respondents have the rating below 3. As most of the respondents have the high rating on the product quality and price, it can be concluded that the brand image of the organisation is very high towards the customers. The brand image of the organisation at the market can lead to the superior value addition and brand loyalty of the organisation in the optimum manner. 

Trust of the customers on the brand of Primark 
In order to create and retain consumer relationships, trust is crucial. Consumers are more likely to conduct business with firms they trust, and trust can enhance client loyalty and repeat transactions. Trust is developed over time by frequent and dependable encounters with customers, such as keeping promises, providing high-quality products or services, and giving exceptional customer service. Effective communication, sincerity, and transparency can also aid in establishing customer trust. By valuing trust and focusing on creating solid relationships with customers, businesses may enhance their reputation, increase client loyalty, and eventually achieve greater financial success.
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The trust level of the customers has been tested as trust of the customers on the brand plays the vital role for its value addition and bran image towards the community. Based on the findings, about 46.2% customer’s trust like and another 12.8% customers trust very likely the brand of Primark. Hence, about 28.2% respondents have the neutral perception on this matter. There are about 12.8% respondent who don’t have likely the trust on the brand. Above all, a large portion of the customers directly trust the brand, the company has strong social base at the market. The high trust of the customers about the brand at the market is very effective to increase the organisational brand image and brand loyalty. The trust is another sign of customer satisfaction for the products and services of Primark to the customers. 


Effect of the brand image of Primark on the buying decisions of the customer’s 
The brand image of the organisation is considered as very influential factor that can affect the buying decision making of the consumers. In this phase of the research, the effect of the brand image of the organisation on the buying decision has been examined so that the level of brand image of Primark can be determined. The research findings are presented as follows: 
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About 57.9% conclude that the brand image of Primark doesn’t affect them to take the buying decisions. In this context, they prefer other kinds of factors to make their buying decision other than the brand image of the organisation. Hence, about 42.1% respondents concluded that the brand image of the organisation affects them of take their buying decisions. As Primark has strong brand image at the retail sector of the United Kingdom, a large portion of customers are affected at the high extent to take their buying decisions. From this perspective it has been determined that the brand image of Primark boosts the brand loyalty. 

Effectiveness of the factors to enhance the brand image of the organisation 
Improving a company's brand image is essential to its long-term success, as a strong brand image can help to attract and keep customers, distinguish the company from its competitors, and grow its market share. Among the variables that can be useful in strengthening a company's brand image are discussed in this context. Delivering a consistent message across all marketing media can aid in establishing customer trust and confidence. Good customer experiences: Offering exceptional customer service and ensuring that consumers have positive interactions with the firm can assist in enhancing the brand image of the organization. Participating in socially responsible practices, such as environmental sustainability or community engagement, can strengthen the brand image of a firm. Using distinctive products or services, new marketing efforts, or other techniques to differentiate the company from its competitors can help to improve its brand image. Working with social media influencers or other respected voices in the industry can raise the organization's exposure and improve its brand image. Using a combination of these variables can be useful for strengthening a company's brand image and establishing a solid, positive reputation in the market.
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The pie chart shows different effective factors to enhance the bran image of the organisation. As per the findings, about 30% respondents concluded that the value marketing of the organisation is very effective to enhance the organisation brand image. Hence, about 25% conclude that the capacity expansion of Primark may increase the organisational brand image at the market. The quality control is also preferred by about 20% respondents in the survey. There are about 25% respondents at the survey who prefer other factors to increase the brand image of the organisation. As these factors are the perception of the customers about enhancing the brand image of the organisation, the management of the company can focus to increase the organisational brand image on the effective ways. 
Preference of promotional media by the customers 
Customers' preferences for promotional media can differ based on aspects like as age, gender, lifestyle, and interests. Yet, social media sites such as Facebook, Instagram, Twitter, and LinkedIn, as well as email marketing, television advertisements, and influencer marketing, are frequently chosen by customers. Younger customers are typically more responsive to social media and influencer marketing, but older customers may choose more traditional advertising channels such as television ads and print media. Understanding customer preferences in promotional media is ultimately necessary for building effective marketing strategies that appeal with customers, improve brand exposure, and drive sales. Using techniques of customer surveys, organizations can find the most effective promotional media for their target demographic.
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The promotional media that is preferred most by the consumers are analysed in this section of the research. For instance, the key promotional media that have impact on the brand promotion are found by the survey. Hence, about 42.5% respondents concluded that they prefer the website as promotional media. About 30% have preference on the distribution of leaflet. About 7.5% responded to use the social media to promote the services of the organisation at the market. There are about 20% respondents who have other kinds of preferences to use the promotional media by the organisation at the market. Based on the majority response, the website of the organisation and leaflet can be suitable choice for the company to promote the products of the organisation in the wide range of market. 
Recommendations by the customers to increase the customer satisfaction 
To boost customer satisfaction, businesses can prioritize customer service by providing prompt and helpful assistance. Customers can also receive tailored experiences and rewards, in addition to receiving high-quality goods or services. Also, organizations can utilize client feedback to enhance their offers and address any issues. In addition, firms can utilize technology to improve the customer experience by adding self-service alternatives, for example- frequent communication and engagement with consumers can also contribute to the development of solid connections and a rise in customer satisfaction.
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Based on the response of the students of University of Wales Trinity St David at London Campus, a set of recommendations can be followed by the management of Primark to increase the organisational brand image at the market. Hence, the discount for the students, more variety, offers, good quality, tidiness in store, speedy services and many kinds of factors can be met by the management of Primark to increase the brand image at the market. The fulfilment of these factors can increase the association between the organisation and the customers. Moreover, the quality of the products and services of the organisation can be increased at the market. As these recommendations are provided directly by the customers by Primark, the organisation can fulfil all kinds of recommendations to uphold the brand as superior brand at the market and enhance the brand loyalty in the optimum manner. 

[bookmark: _Toc128436117]Discussions 
This study can be very effective to assess how the satisfaction level of the customers at the market can be increased to increase the brand loyalty at the highly competitive market. As the retail sector of the global market is very competitive, the brand image and brand loyalty tends to be increased by the organisation so that more values than that of the competitors can be captured by the organisation at the market (Allender et al., 2012). The students of University of Wales Trinity St David at London Campus are selected as the respondents of the questionnaire and the structured questionnaire has been designed to collect the relevant data from them. Hence, the level of customer satisfaction of Primark has been analysed on the basis of the direct response of the customers so that the impact of the customer satisfaction and brand image of the brand loyalty of the organisation at the market can be determined (Helgesen, 2016). About three main research objectives were set at the inception point to conduct this research. After setting the research objectives, the collected data are compared with the research objectives so that it can be fulfilled by conducting the primary research. 
The research has been included some demographic questions of the respondents so that the authenticity of the research can be maintained in high extent. After asking the demographic questions, the respondents are asked whether they buy the retail products from the market. As many kinds of students responded positively, the required data are collected from the people who have the experience to buy the retail products from the market (Jones et al., 2016). Hence, about 95% respondents have knowledge about the products and services of Primark. From this perspective, the promotional base of Primark is very high at the market and the value addition of the company can be increased from the high extent of promotional base. 
The preference of the customers in buying the retail products are collected by the survey and different kinds of factors that are preferred by the customers are found. Among different kinds of factors, the quality and brands are the preferred by the most of the consumers to purchase the retail products. As the retail products are directly consumed by the customers, the brand and quality are the influential factors in this context (Helgesen, 2016). The price of the products and other kinds of factors are also preferred by the customers to buy the retail products. From this perspective, the management of Primark needs to ensure the quality of the products and increase the brand image to capture the satisfaction of the customers and enhance the values of the company in highly competitive market. 
The respondents have been asked how they have been known about the brand of Primark. Most of them replied that they have been aware about the brand of Primark by the website of the company and billboard. The social media also has the impact on the brand awareness of the company at the market. Due to the technological improvement the promotional campaign of the company should be designed with the modern technology so that the wide range of customers at the market can be aware the brand and the organisational values can be increased in the significant manner. The likely to recommend the brand of Primark to others is also analysed by the survey to the students of University of Wales Trinity St David at London Campus. Most of them have positive response to recommend the brand to others. As they are highly satisfied with the products and services provided by Primark at the market, they are willing to recommend it to others (Jones et al., 2016). Thus, the customer satisfaction level of the organisation is high at the market which can be useful to increase the organisational brand image and brand loyalty to the market. 
The effectiveness of the customer support team of Primark towards customers and the organisational product rating are collected from the customers as per survey questionnaire. Based on the response of the students, they have high rating of the retail products of Primark. Moreover, they have concluded that the customer support team of Primark is up to the mark to fulfil theory queries and questions. As the customer management team of the company is very effective to the customers, the customers are satisfied with the product offering by the company (Fornell, 2012). Moreover, the positive perception of the consumer towards the brand can be considered as positive sign for the company that can increase the satisfaction level of the customers and increase the brand loyalty of the customers. 
Based on the research findings, it has been analysed whether the brand image of the organisation affects to the customers at the retail market to take the buying decision between the competitors. A large portion of the customers at the market responded that the brand image of the organisation has significant impact to them to take their buying decision. From this findings, the it has been determined that the brand image of the organisation is considered as the very influential factor that can boost the customer satisfaction and the organisational value addition (Fornell, 2012). The number of loyal customers at the market can also be increased by the high customer satisfaction. In the context of Primark, the company has the option to leave the best customer experience and managing the quality of producing the products. By this way, the quality products can build the good experience to the customers and the strong brand image of the company can be created at the market. It may also enhance the organisational brand image at the highly competitive retail market of the United Kingdom. 
The range of the promotional media for Primark has been analysed in this research project. The respondents of this research were asked different questions about the effective promotional media can be preferred by them (Kapferer, 2012). The social media, company website, leaflet and many kinds of promotional media are preferred by the wide range of customers at the market. For this reason, the management of the organisation of Primark should consider the promotional media that can be best suitable for the company to uphold the brand among the customers at the market. Apart from the suitable promotional tools, the effective factors that can boost the brand image of Primark has also been asked to the students of University of Wales Trinity St David at London Campus (Kapferer, 2012). On the basis of the respondent, the value based marketing and capacity expansion of the organisation can be most effective to enhance the organisational brand image. As many kinds of organisations already existed at the market, the capacity expansion increase the organisational capacity to produce more retail products can fulfil the market gap. By this way, the image of the organisation can be strengthening at the community level that is very effective to increase the brand image of the organisation in the significant manner. 
The effective suggestions are also taken by the respondents to increase the quality of the products and enhance the values of the brands at the market. The suggestions from the respondents can be maintained effectively by the management of Primark at the market so that the customer’s feedback can make the products and services very effective towards the customers (Fornell, 2012). By implementing the feedbacks of the customers can broad the chance of the company to increase the brand value and brand image of the company can be increased in the proper ways. 

[bookmark: _Toc128436118]Conclusions 
By conducting the research, it can be concluded that the research objectives have been fulfilled as per analysing the findings of the research. The impact of customer satisfaction and brand image of the organisation on the brand loyalty have been analysed in this research project by collecting data from different kinds of sources. The prefers of the customers in brands and their buying behaviours are analysed. The range of the promotional media effective for the organisation are analysed by conducting the questionnaire. The scale rating about the products if the organisation is evaluated to evaluate the customer satisfaction of the customers. Most of the customers provided the high rating on the products and services of the organisation and it denotes to the high satisfaction level of the customers on the products and services of the organisation. By conducting the research, it has been analysed whether the current customers of the company are satisfied with the products and services or not. By collecting data, it has been found that most of the respondents have the positive opinion on organisational products and services. To examine the influential factors of brand image and customer satisfaction was the research objectives and identifying the quality products and value based marketing by the research has fulfilled the research objectives. Moreover, to determine the factors that boost the brand loyalty of Primark was another research objective. By conducing the research, it has been determined that the rational pricing and social media based marketing can boost the brand loyalty. Furthermore, the analysis of the relation between the customer satisfaction and brand loyalty was another key objective of the research. As it has been determined that the satisfied customers buy the products frequently and recommend to others, the positive relation has been determined between the customer satisfaction and brand loyalty. Thus, the objectives of the research to analyse the impact of the brand image and customer’s satisfaction have been fulfilled in the effective ways. 


[bookmark: _Toc128436119]Limitation of the research 
Research limitations refer to the elements or constraints that can have an effect on the validity, reliability, or generalizability of the findings. There are numerous forms of study restrictions, such as methodological, sample, and external. Due to the research design, data collection methods, or data analysis methodologies used, there may be methodological constraints. If a study relies on self-reported data, for instance, it may be susceptible to social desirability bias or recollection bias. There may be sample limitations due to the characteristics of the study participants. For instance, if a study only covers participants from a certain demographic or geographical region, the results may not be applicable to other populations. External restrictions are elements beyond the control of the researcher that can influence the results of the study, such as the political or social atmosphere. To enhance the quality and dependability of their findings, it is essential for researchers to recognize and overcome study limitations.


[bookmark: _Toc128436120]Recommendations 
As per the primary research, the impact or brand image and customer satisfaction on the brand loyalty of Primark has been analysed in this context. The factors that are very effective to consolidate the brand image of the organisation and associate the customer with the organisation are mainly analysed on the basis of the direct response of the customers. By the analysis, the prospect for Primark has been determined that the values and organisational scope can be enhanced at the market and organisation can fulfil its marketing strategy. For instance, the recommendations are given so that the range of customer loyalty of Primark can be increased in more extent. The recommendations are given as follows: 
· The management of Primark should focus on the quality of the retail products as the customers prefer the quality of the products with rational price, the quality of the products should be increased to attract the wide range of the customers from highly competitive retail market. 
· The presence of the company at the social network and different kinds of digital media should be enhanced as the interactions of the customers to the social media and digital networks have been increased in the modern age. 
· To increase the customer loyalty, the offers, discounts, products return facility, warranty, guarantee and different kinds of facilities can be provided to the customers so that their satisfaction towards the brand can be ensured. 
· Primark should consider the feedback provided by the customers at survey. By fulfilling the feedback of the customers, the gap at the organisational services can be fulfilled and more value added products can be provided by the organisation to wide range of community. 
· The management of Primark should maintain the diverse supply chain so that the cost leadership status can be grabbed by the company. By this way, the products can be supplied in low cost than that of the competitors at the market. 


[bookmark: _Toc128436121]Future Research
The further research could be conducted on more sample on the impact of digital technology and customer satisfaction. This can broad the idea of the young generations about the usage of the digital technology to business and its impact on their satisfaction. The future research may be conducted on the young aged people or school students to draw the clear picture of the issues that can affect the customer satisfaction. By the future research, Primark can also design its future products and services by collecting data on the customer satisfaction and usage of the digital technology at the organisation. 
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1. Name: ……………………………………………… 
2. Age: ………………………………………………...
3. Sex: …………………………………………………
4. Do you buy retail products? 
   (a) Yes   (b) No 
5. In purchasing retail products what do you most prefer?
   (a) Price   (b) Quality   (c) Brand   (d) Others 
6. Do you know about Primark? 
   (a) Yes    (b) No 
7. How are you aware of Primark?
   (a) Social media   (b) Websites   (c) Billboard    (d) Others 
8. How likely are you to recommend the products of Primark? 
   (a) Very likely   (b) Likely   (c) Neutral   (d) Not likely 
9. How long have you been purchasing products from Primark? 
   (a) 0-2 years   (b) 2-5 years    (c) 5-7 years    (d) More than 7 years 
10. How effective is the customer support team of Primark to you? 
   (a) Very effective    (b) Effective   (c) Moderate    (d) Neutral 
11. Please the rate the products of Primark out of 10? 
   (a) 0-3   (b) 3-6   (c) 6-8   (d) 8-10
12. How much you trust this brand? 
   ………………………………………………………………………….. 
13. Does the brand image of Primark affect your buying decision making process?
   (a) Yes    (b) No 
14. Which factor is most effective to enhance the brand image of the organisation? 
   (a) Quality control   (b) Value based marketing    (c) Capacity expansion   (d) Others 
15. What promotional media do you like most? 
   (a) Social media   (b) Websites   (c) Leaflet   (d) Others 
16. Please recommend how the customers satisfaction can be increased by the brand: ………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

** Thank you **
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