TO INVESTIGATE THE RELATIONSHIP BETWEEN BRAND IMAGE AND BRAND LOYALTY              A CASE STUDY OF NIKE 

INTRODUCTION:
In this modern era, we observe many changes in the lifestyle of individuals, it should be either in terms of fashion, health, or food we observe a lot of changes happening in recent years, especially after covid. The sportswear industry is also evolving day by day, and also adapting the market changes and competing with each other to gain a good market share. There is a list of brands like Nike, Skechers, Adidas, Puma, Reebok, New Balance, etc. although every brand provides a wide range of products but, Nike creates new and innovative products that stand top in the market to gain brand loyalty and create its strong brand image among customers.
Potential customers will always remember those organizations that have a strong brand image, therefore if the quality of products and services are good then the organization has more chance to create strong brand loyalty, and if the services and products are poor then the brand has a lower base of loyal customers. Alternatively, awareness and satisfaction is also a reason for a good brand image. Brand loyalty has an important impact on companies’ marketing it helps organizations to achieve more profits, and customers can continuously buy the products if the price and category of products change. According to (Zhang, 2015) brand image is the key driver of brand equity, which refers to consumers’ general perceptions and feelings. Meanwhile, another author named (Aaker, 1991)  brand image creates value and helps customers to differentiate the brand and push the reasons to buy products and helps to generate positive feelings about the brand.
Rationale of study:
This research mostly focuses on investigating how Nike gained a strong brand image and loyalty toward their customers and finding out what is the main relationship between brand image and customer loyalty, and this research is helpful to know, how these terms called brand image and brand loyalty improve the Long-term relationship and customer satisfaction with the respective brand Nike. This research will help Nike to improve their brand image, and customer loyalty, and helps Nike to increase it’s revenue and profits.
Background study:
The competition between companies is very high in this current era, it has become very hard to gain a competitive advantage in the Market. The rapidly changing trends in the fashion and sports industries create pressure on the firms. This research purpose is to find out how the brand image and brand loyalty of Nike are useful for establishing a successful relationship with customers and to know the role of brand Image to gain customer loyalty. This research study is to check the relationship between brand loyalty and the brand image of Nike and the impact on customer satisfaction. This research has some objectives which are.
Research Aim: 
The Main Aim of this research is to Investigate the relationship between brand image and brand Loyalty at Nike
Research Objectives:
· To determine the current branding strategies of Nike.
· To determine the positive and negative factors affecting brand image and loyalty among customers.
· To investigate the impact of customer satisfaction on loyal customers of Nike. 
· To analyze how brand image and brand loyalty increase company equity and profits.
Research Questions:
What are the current branding strategies of Nike?
What Positive and negative factors affect Nike’s brand Image
What is the impact of customer satisfaction on the brand loyalty of Nike customers?
How do brand image and brand loyalty increase customer equity and profits
 
Literature review:
Brand image; in the field of marketing brand image is a major concept, based on the memories of the particular brand the assumptions will be reflected. according to Keller, Powerful brands create meaningful Images in the minds of customers (Keller 1993) and Keller explained that brand image can be measured based on three parts (Bernarto, et al 2020) first part is Attributes, characteristics, and different aspects of the brand, and the second one is brand benefits, the functional benefits of particular brand or prestige issue with a brand (Kotler and Keller, 2009) and the final part is Attitude, this is based on the valuation of the product after customer using, the product and services quality is good or likely bad  then the customer’s feelings may be altered to buy or not to buy (Bernarto, et al 2020) 
Brand Loyalty; refers to the buying or purchase behaviour of customers repeatedly of the same brand products, loyalty can be something related to customers’ emotional attachment according to (Thompson et al, 2014) brand loyalty is a customer’s attitude to purchasing the brand repeatedly based on their shopping experiences, brand loyalty has important aspects brand loyalty is a biased behavioral response.
The interlink of Brand image and brand loyalty. Loyalty is a relationship created by trust and interlinked with the purchase intentions and brand image of the organization, customers commenced obtaining valuable goods which lead to repeated purchases, the customer’s loyalty is a time-based result, it takes a long period to build a strong customer base  (Margaretha,2021) consumers can identify, evaluate products and gain some identity over products leads to brand loyalty.
Keller’s brand equity model:
Brand equity is defined as when a brand has a strong identity and favorable connections with consumers’ minds.  Keller’s or CBBE model has four steps to create a strong brand, in this Keller’s model the pyramid has four stages upon successful completion of each step, needs to proceed another step, in the first step focus on creating an identity about your brand, (who are you) in the second step establishing the meaning of your brand, and the third step is a brand response, it shows how customers feel and judge about your products, and finally resonance, it tells about the relationship with the brand and its products. 
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Advantages and dis-advantages of Keller’s brand equity model:
Every model has its advantages and its limitations, here the key points to be mentioned about the advantages of Keller’s brand equity model, by implementing the CBBE model the increase in the Customers base will be observed (Indeed, 2022) this means that CBBE model has capable of increase the positive customer impact on your brand, it leads to more recommendations and reviews on brands, this impact will help to reach out more potential customers. Slowly people gain trust in brands may hear about their services and products, this level of recognition can be built by the CBBE model, and the other main factor is Improvement in brand loyalty, which means Marketers who use the CBBE model can focus on providing more values to their customers with each interaction, this helps to increase a long-term relation. And the next Advantage of this model is an increase in revenue, by creating a strong brand name the chance of getting more revenue by charging a premium price for your products and services. 
There are some limitations to be noticed (Ava, 2013) found that emotions and feelings don’t play a key role in a marketing context, here creating a brand identity is may come across as easy but brand resonance is not an easy task with consumers if they fall short while resonating their brand products to target customers the company ended up with loss, and high customer retention requires a skilled sales team (Garg, 2021) In Keller’s brand equity model takes more time and money to rectify the mistakes at the top level of Keller’s pyramid.

Research Methodology:
This research methodology is a technique or a procedure for collecting data and analyzing the collected data, in your research design the development of research methods is the key integral part, the key stages are collecting and analyzing the data, and the research methods are qualitative and quantitative.
Quantitative And Qualitative:
Quantitative research is a process of collecting and analyzing numerical data, this method is useful for predictions, finding the patterns of samples, and testing relationships, with the wider population, (Pritha, 2022) this quantitative research is used for Descriptive, Correlation, and experimental research. And the advantage of this research is we can analyse large samples, Direct comparisons of results.
Qualitative research is a type of research used for analyzing non-numerical data, like (Text, audio, and video). (Pritha, 2022)  Mostly qualitative research is to understand the human behaviour and feelings, based on observations, interviews, and surveys. 
Quantitative Research 
 In this research, the main study is to understand deeply and investigate the relationship between brand image and brand loyalty of Nike customers, for future studies the chosen research method is a Quantitative method of collecting data, the reason for choosing Quantitative data is, this research purely depends on questioning about collecting and analyzing the numerical data, qualitative methods include Closed-ended questions. .

The Demographic characteristics measure the customers from different demographic backgrounds, and the demographic information related to data about the characteristics of the population. By getting demographic data the advantage is to understand more about their interests in research (Mills, 2022). 
SAMPLE SIZE AND TYPE:
The sample size is 50 respondents with both men and women who are current users of Nike, and the age group is between 19-25. Mostly University students from different Universities, of levels 4 -7, and this method is meaningful and culturally important.
Sampling Method:
Here the chosen sampling method is random Cluster sampling, in this method, a sample is taken from a subset of the population, and each member of the population is equally likely chosen to be a part of the sample. Cluster sampling method is the most straightforward probability sampling, (Thomas, 2022) and this is the most unbiased sampling technique. (BRM, 2020) And this method is easy to understand in practice and hard to apply practically. If implemented properly random sampling is the best sampling method for ensuring both internal and external validity. 
Data Collection:
The data collection method through traditional approaches is a time-consuming and costly process, now emerging technologies like online surveys, and e-surveys relatively consume less time when compared to face-to-face meeting data, this email or online google forms collect large data within less time (Regmi, 2016). Data collection through online surveys like Google Forms has the potential and reach to collect more data, the accessibility for audiences like different Gender groups, and online surveys are convenient, i.e the responder can answer at their own convenient time. The key advantage of online surveys is more flexibility and transparency, and a wide range of research questions that allow access to people. (Braun, 2020) The research questions are 8 -10 in total questions and the time allocation is 10 minutes, 
after collecting the data, SPSS is a tool used for Quantitative data analysis, this research is purely followed by research ethics and no personal data could not be collected.
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