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1. Introduction
[bookmark: _Toc224901219]1.1. Background of the Research
Customer experience is known as the driver of brand loyalty in the sports apparel industry. The influence of the in-store atmosphere, product quality and also smooth journeys can drive the customer experience significantly. The comfortable, fitted products in the sports apparel industry with high-value and affordable options can also influence the customer experience (Happ et al., 2020). In recent times, all brands of the sports apparel industry have focused on the community, personalisation, and advanced technology, which help to elevate the customer engagement within the organisation. Puma established a strong brand identity with high visibility within the sports apparel industry by providing high customer satisfaction with product comfort, design and durability (Nachimuthu, 2024). 
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Figure 1: Familiarity Towards Puma
(Source: Amsaveni and Adityaa, 2024)
According to Figure 1, it can be interpreted that Puma highlights 79% of familiarity across the sports apparel industry (Amsaveni and Adityaa, 2024). According to Prakash (2025), Puma also incorporates high customer satisfaction with strong brand perception and digital experience. This brand also highlights 62% of consumer advocacy with 75% of repetitive purchasing intent. This company also adopts social media marketing to identify complaints effectively. 
[bookmark: _Toc224901220]1.2. Research Rationale and Problem Statement
Puma has a good brand image with customer brand loyalty, but also there are some areas in which Puma need improve and increase. The key improvement points of Puma are durability, comfort, and affordability, along with customer service. Puma can increase customer satisfaction while sustaining these competitive advantages. Major competitors of Puma are Nike and Adidas, and Puma is competing against these brands in terms of customer experience (The Global Data, 2021). Brand trust results in the creation of long-term relationships since it reduces uncertainty and fear of opportunism (Ledikwe, 2020). This is a major topic for discussion since the customers who are loyal may end up purchasing from the brand and may even refer others to the brand.
Currently, Puma is facing different challenges in terms of customer experience in terms of high quality and brand loyalty. The challenges that the company might face in the future, such as developing a performance-based brand loyalty among its customers and major competitors (Sivasankar & Arunprakash, 2025). The customers might have faced challenges regarding the quality of the products being offered by the company, such as the shoe is disintegrating easily or the stitches coming apart. This might have given a feeling of disappointment to the customers since they want high-quality products from a premium brand (Kalaivani & Arockia, 2025). The study will highlight the mentioned issues related to customer experiences with brand loyalty for Puma.
[bookmark: _Toc224901221]1.3. Aims and Objectives of the Research
Aim:
This present research aims to demonstrate an analysis of the impact of customer experiences on brand loyalty towards Puma as a sports apparel brand within a global sports apparel market with high competition. 
Objectives:
The research objectives of this present research are discussed below:
RO1: To identify the influence of multiple factors and the impacts on the customer experience by aligning with the repetitive purchasing behaviour and brand loyalty for Puma. 
RO2: To determine the importance of customer experience in maintaining brand loyalty for Puma.
RO3: To acknowledge the major issues faced by Puma to provide an effective customer experience.
RO4: To recommend some strategies to mitigate the challenges faced by Puma to enhance the customer experience and build brand loyalty in the global market. 
[bookmark: _Toc224901222]1.4. Research Questions
RQ1: How do the multiple factors influence the customer experience with the repetitive purchasing behaviour and brand loyalty for Puma?
RQ2: What is the importance of the customer experience in maintaining brand loyalty for Puma?
RQ3: What are the challenges faced by Puma to enhance the customer experience and build brand loyalty in the global market?
RQ4: What are the recommended strategies to mitigate the challenges faced by Puma to enhance the customer experience and build brand loyalty in the global market?
[bookmark: _Toc224901223]1.5. Significance of the Research
This present research can also highlight the relationship between the brand loyalty of Puma and its customer-centric approach. This research can also include the key factors of Puma’s products, such as the quality, durability and trendiness in characteristics. Moreover, this research will also focus on the technology-driven approach, convenience and personal shopping experience of the customers of Puma (Nachimuthu, 2024). This study can also enlighten the aspects of the loyal customer-base of Puma, including the Gen Z and Millennials. 
[bookmark: _Toc224901224]2. Review of Existing Literature
[bookmark: _Toc224901225]2.1 Introduction
The market for sports apparel is a competitive market where customer experience has a major impact on building brand loyalty. This literature review seeks to explore the literature on customer experience, customer satisfaction, trust, and loyalty, especially on the brand Puma.
[bookmark: _Toc224901226]2.2 Influence and Impact of Different Factors on Customer Experience
The customer experience at Puma can be defined by a combination of high-quality product performance, fashion style, and a robust digital-first strategy that targets younger demographics and Gen Z. The factors that affect the customer experience include product comfort, brand image, price-performance ratio, and the ease of physical and digital purchase. According to Zou et al. (2025), digital technology and user-friendly online retail websites can improve the customer experience for sportswear shopping, especially for the younger generation, as digital technology can improve the convenience, interaction, and engagement of customers with digital platforms (Refer to Figure 2). On the other hand, Singh (2024) states that service quality, product quality, and reliability are major factors that can affect customer satisfaction. Overall, customer experience is based on service quality, product quality, and reliability with digital technology improvement. 
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Figure 2: Product Quality Impact on Customer
(Source: Zou et al. 2025)
[bookmark: _Toc224901227]2.3 Necessity of consumer experience to maintain brand loyalty in the Sports ware industry
Consumer Experience (CX) is very important in building brand loyalty in the sportswear industry, given that the industry has moved beyond being product-based to being experiential, where experiences are valued higher than product attributes. Brand lifestyle congruence is found to have a significant impact on brand satisfaction, whereas brand satisfaction is also found to have a significant impact on purchase intentions (Acar et al., 2024). Figure 3 discusses the impact of brand identity, brand lifestyle congruence, brand satisfaction, and repurchase intention on family. On the other hand, Heo et al. (2023) examined the effects of product collaborations on sports consumers who were familiar with product collaborations related to sports shoes. The customer experience, brand identity, and lifestyle congruence are very important in influencing brand satisfaction and purchase intentions.
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Figure 3: Consumer Experience to Brand Products
(Source: Acar et al., 2024)
[bookmark: _Toc224901228]2.4 Challenges Faced by Sport ware Brands in Providing a Good Customer Experience
Sportswear brands are dealing with a myriad of challenges in providing a high-quality customer experience (CX), which is largely attributed to the high rate of returns, the requirement for digital personalisation, the sustainability push, high quality and brand loyalty. An article by Mohammadi et al. (2024) shows that the biggest challenge for sports stores, to a certain extent, is how to manage the downward trend of their consumers’ tendency. It seems that the management of the customer experience can, to a certain extent, slow down the downward trend. Similarly, Sabarish and Sanjana (2025) state that the problem is the efficiency of psychological strategies on consumers' buying habits and brand preference. Overall, these studies show that there are various challenges, such as declining consumer interest, personalisation demands, changing buying behaviours, customer experience management and psychological marketing approaches.
[bookmark: _Toc224901229]2.5 Recommendation to enhance Customer Experience and Brand Loyalty in the Sports Apparel market
In order for a brand to enhance customer experience (CX) or brand loyalty in the competitive sports apparel market, it must change from a transactional or product-based approach to a relationship or experience-based approach. Based on the study of Ledikwe (2020), strengthening the relationship between brand awareness, brand image, brand trust, and brand commitment is a move to create true brand loyalty. On the other hand, Barbosa et al. (2025) suggest that identification of the importance of service quality and customer satisfaction implies that marketing strategies should continuously focus on improving these aspects in order to stimulate brand loyalty. The strengthening of brand relationships, service quality, and customer satisfaction is essential for improving customer experience.
[bookmark: _Toc224901230]2.6 Literature Gap
While there have been several studies conducted on customer experience and brand loyalty in the sportswear industry, very little research has specifically looked at how different factors, such as digital experience, product quality, service quality, and psychological strategies, impact customer loyalty towards Puma. This research will discuss the above mentioned point thoroughly, with recommendations.
[bookmark: _Toc224901231]2.7 Theoretical Underpinning 
[bookmark: _Toc224901232]2.7.1 Philip Kotler's theory of customer satisfaction
Philip Kotler described customer satisfaction as a feeling of pleasure or displeasure derived from comparing a product's perceived performance with consumer expectations. It is a relative judgment following consumption, which depends on whether the perceived performance is below, meets, or exceeds consumer expectations. According to Salim et al. (2019), customer satisfaction is affected by tangible, reliability, responsiveness, empathy, and assurance factors, as shown in Figure 4.
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Figure 4: Customer Satisfaction Model
(Source: Salim et al. 2019)
If Philip Kotler’s theory of customer satisfaction is examined in relation to the sports apparel industry, it is described as a feeling of pleasure or displeasure derived from a comparison with one’s expectations regarding a product's performance in relation to his or her needs. Philip Kotler’s theory can be applied in relation to the sports apparel industry as a whole, as the sports apparel industry is a competitive industry that aims to satisfy customer expectations regarding product performance and prestige.
[bookmark: _Toc224901233]2.7.2 Expectancy-Disconfirmation Paradigm (EDP)
The Expectancy Disconfirmation Paradigm (EDP), which has been related to Oliver’s study of 1980, suggests that satisfaction is based on a comparison between expectations before purchase and performance after purchase (Wang & Fan, 2022). Positive disconfirmation leads to satisfaction, while negative disconfirmation leads to dissatisfaction (Refer to Figure 5). 
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Figure 5: Expectancy-Disconfirmation Paradigm (EDP)
(Source: Wang and Fan, 2022)
The Expectancy Disconfirmation Paradigm (EDP) is related to customer experience and brand loyalty in the sports apparel business since it is a mental construct that measures consumer satisfaction based on a comparison between expectations before purchase (marketing and brand name) and performance after purchase (product performance). In the sports apparel business, positive disconfirmation, such as positive performance beyond expectations, for example, enhanced performance in sports activities, directly leads to customer delight.
[bookmark: _Toc224901234]2.8 Summary
The literature review for this study will be based on customer experience in relation to customer satisfaction, trust, and loyalty in the sports apparel industry, particularly Puma. It will include customer experience in terms of product quality, digital experience, and service quality; challenges in the industry; customer satisfaction theory; and Expectancy-Disconfirmation Paradigm theory for brand loyalty.
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[bookmark: _Toc224901236]3.1 Research Philosophy
The research philosophy used in this work is positivism and this research philosophy is founded on the assumption that the knowledge can be gained through observed and measurable facts. Positivism helps the researcher to examine connections among variables by using objective and empirical data (Waliaula, 2024). The philosophy fits the ongoing research because it is aimed at analyzing the existing data on the customer experience and brand loyalty in the sports apparel field. The research, by using already published publications, reports, and findings of the statistics, ensures objectivity and lowers subjectivity; hence, reliability and validity in the conclusion made about the strategies used by Puma in customer experience and their influence on brand loyalty.
[bookmark: _heading=h.td5g564l7n04][bookmark: _Toc224901237]3.2 Research Approach
The study adheres to the deductive methodology, i.e., it examines the current notions and hypotheses in the context of the obtained information. Deductive reasoning has general theories as its starting point and concludes on specific conclusions (Robinson and Rodriguez, 2025). The theoretical constructs that are used in this study include the Customer Satisfaction Theory by Kotler and Expectancy-Disconfirmation Paradigm (EDP) to comprehend the role of the customer experience in brand loyalty. These theories give a basis of analysing the major variables like quality of products, satisfaction of service and online involvement. The deductive method guarantees an organized and theory-based study and in the case of Puma, the study validates the available knowledge in the circumstances.
[bookmark: _heading=h.7mw0cl55ihfs][bookmark: _Toc224901238]3.3 Research Strategy and Design.
This study uses the qualitative secondary research strategy that is laboring under the descriptive research design. Qualitative secondary research will enable the interpolation of the available literature and data to acquire profound information on customer behaviour and brand loyalty (Zou et al., 2025). The descriptive design is recommended as it allows conducting a systematic analysis of data without manipulating the variables and is also appropriate to study trends and relationships in the sports apparel industry. The research examines the dimensions of the customer experience that are important in the context of brand loyalty to Puma, such as product performance, online interaction, and service quality through the design.
[bookmark: _heading=h.60mtcx7uyqbi][bookmark: _Toc224901239]3.4 Data Collection Method
The research is purely based on secondary data collection technique, which entails the collection of information on sources that are already published. These sources comprise academic publications that are peer-reviewed, industry reports, and company related publications that give an insight on customer experience and brand loyalty within the sports apparel industry. The benefit of secondary data is that it provides the access to big data and confirmed results, which increase the reliability of a research (Barbosa et al., 2025).
To maintain data quality, there are a few selection criteria applied, which include being relevant to the topic of the research, the authoritative source, and being published since the year 2019 to 2025. Puma and its competitor information are obtained using sources like ResearchGate, Google Scholar and industry analysis. The approach allows achieving an economical and time efficient method and at the same time, it is scholarly rigorous.
[bookmark: _heading=h.si47n3rafgx9][bookmark: _Toc224901240]3.5 Data Analysis Technique
The thematic analysis is used to analyse the secondary data collected in the study. Thematic analysis is a method of identifying, analysing, and reporting patterns or themes of qualitative data (Heo et al., 2023). At the first stage, the data are viewed and then the information related to the research is coded in such categories like product quality, customer satisfaction, digital engagement, and brand trust. These codes are subsequently subdivided into bigger themes which provide an explanation as to how customer experience and brand loyalty relate to each other.
Besides this, a comparative analysis is done to compare the results of various studies to determine the similarities, differences and gaps in the research. Through this method of analysis, it is possible to have a holistic view on the impact of different factors on customer loyalty within the framework of Puma.
[bookmark: _heading=h.pyjkefkkbz55][bookmark: _Toc224901241]3.6 Ethical Considerations
The credibility and integrity of the research is dependent on ethical aspects. The paper also complies with the ethical standards because only publicly available and credible sources of secondary data have been used. Every reference is cited in a suitable way by using Harvard referencing whereby original authors get their due credit (Rahman and Muktadir, 2021).
Moreover, the data have no manipulations and misrepresentation, which ensures transparency and truthfulness throughout the study. Since there is no primary data to be gathered, there are no problems with the consent of participants and confidentiality. All in all, the study observes academic integrity and ethical provisions in the pursuit of secondary research.



[bookmark: _Toc224901242]4. Expected findings
The study on Puma shows that product quality, digital engagement, and service satisfaction are major contributors to customer experience, which is likely to have a positive relationship with brand loyalty. The study shows that factors such as fashion style, ease of purchase, and brand trust have strong correlations with customers’ intentions to repurchase or recommend the brand. Also, the study gives some quantitative insights into strategies aimed at increasing customer satisfaction and building brand loyalty in a competitive Puma brand environment.
[bookmark: _Toc224901243]5. Limitations
The study carried out in Puma has some limitations. First, the use of a quantitative survey method that employs closed-ended questions might limit the respondents from presenting detailed opinions. Second, the use of 125 customers from Puma selected via convenience and purposive sampling might not be a good representation of the entire population of customers. Thirdly, the data collected may also lead to response bias. Finally, the study mainly focuses on those factors that affect the customer experience, such as the quality of the product, digital engagement, etc. However, it may not take into consideration other factors that may affect the external environment.
6. Timeframe
	Tasks 
	Week 1-2
	Week 3-4
	Week 5-6
	Week 7-8
	Week 9-10
	Week
11-12
	Week 13-14
	Week15-16

	Research Topic Selection
	
	
	
	
	
	
	
	

	Existing Literature Review
	
	

	
	
	
	
	
	

	Research Method Selection
	
	
	
	
	
	
	
	

	Selection of Data Collection Method
	
	
	
	
	
	
	
	

	Research Data Analysis
	
	
	
	
	
	
	
	

	Writing the Chapters (1–3)
	
	
	
	
	
	
	
	

	Writing the Chapters (4–5)
	
	
	
	
	
	
	
	

	Conclusion & Recommendations 
	
	
	
	
	
	
	
	

	Proofreading & editing
	
	
	
	
	
	
	
	
 


Table 1: Gantt Chart

[bookmark: _Toc224901245]7. Conclusion
The current research on Puma is a testament to the impact of customer experience on brand loyalty in the competitive sports apparel industry. Parameters such as product quality, digital engagement, satisfaction with services, and style are likely to impact brand loyalty. Despite the challenges that these factors may pose to an entity, such as the demands for personalisation and consumer behaviour, managing these challenges will prove to be advantageous in achieving customer satisfaction. The results will be advantageous to Puma in enhancing its ustomer-centric strategies for a competitive advantage in the in the international sportswear market.
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