
[image: TSD_logo2010]
Master’s Degrees by Examination and Dissertation
Declaration Form.
1. This work has not previously been accepted in substance for any degree and is not being concurrently submitted in candidature for any degree.
Signed…….Sasi……………………………………………………………...
Date ………15/06/23………………………………………………………………………...
2. This dissertation is being submitted in partial fulfilment of the requirements for the degree of Master in Business Administration.
Signed  …………sasi……………………………………………………………….
Date ………15/06/23…………………………………………………..…………...
 3. This dissertation is the result of my own independent work/investigation, except where otherwise stated.
Other sources are acknowledged by footnotes giving explicit references. 
A bibliography is appended.
Signed candidate:  ……sasi…………………………………….……………….
Date:  …15/06/23…………………………………………….……………………….
  4. I hereby give consent for my dissertation, if accepted, to be available for photocopying,  inter- library loan, and for deposit in the University’s digital repository 
Signed (candidate)………………sasi……………………….………….…………...
Date………………………15/06/23…………………….…………….……………..
Supervisor’s Declaration.
I am satisfied that this work is the result of the student’s own efforts.
Signed:  …Mrs Tushara balendran……………………………………………………..
Date:  ……………15/06/23………………………………………………………………...

                              University of Wales: Trinity Saint David
E-Thesis Deposit Agreement

Details of the Work
I would like to deposit the following item in the digital repository maintained by the University, and/or in any other repository authorized for use by the University:

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

This item is a product of my own research endeavours and is covered by the agreement below in which the item is referred to as “the Work”.  It is identical in content to that deposited in the Learning Resources Centre, subject to point 4 below.

I agree that the University of Wales: Trinity Saint David may electronically store, copy or translate the Work to any approved medium or format for the purpose of future preservation and accessibility.  The University is not under any obligation to reproduce or display the Work in the same formats or resolutions in which it was originally deposited.

UW: TSD Digital Repository
I understand that work deposited in the digital repository will be accessible to a wide variety of people and institutions, including automated agents and search engines via the World Wide Web.

I understand that once the Work is deposited, the item and its metadata may be incorporated into public access catalogues or services, such as national databases of electronic theses.

	I agree as follows:
1. That I am the author or have the authority of the author/s to make this agreement and do hereby give the University of Wales: Trinity Saint David the right to make available the Work in the way described above.
2. That the electronic copy of the Work deposited in the digital repository and covered by this agreement, is identical in content to the paper copy of the Work.
3. That I have exercised reasonable care to ensure that the Work is original, and to the best of my knowledge, does not breach any laws including those relating to defamation, libel and copyright.
4. That I have, in instances where the intellectual property of other authors or copyright holders is included in the Work, gained explicit permission for the inclusion of that material in the Work, and in the electronic form of the Work as accessed through the open access digital repository, or that I have identified and removed that material for which adequate permission has not been obtained and which will be inaccessible via the digital repository
5. That University of Wales: Trinity Saint David does not hold any obligation to take legal action on behalf of the Depositor, or other rights holders, in the event of a breach of intellectual property rights, or any other right, in the material deposited.
6. That I undertake to indemnify the University of Wales: Trinity Saint David against all actions, suits, proceedings, claims, demands and costs occasioned by the University in consequence of any breach of this agreement



Signature ……sasi………………………………………………….  


Date …15/06/23……………








[image: A close up of a sign

Description automatically generated with low confidence]


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







Name: Neelam Sasi Kiran
Student ID: 2126477
Course: MBA Marketing Management 
Module: Dissertation
Dissertation topic: To investigate the relationship between brand image and brand loyalty A case study on Nike 
Supervisor: Tushara Balendran


Abstract 
A relinquished brand image can provide various benefits to the company as it makes the process of gaining a huge loyalty base of the consumers, higher profit margins, establishing greater collaboration, and increasing the marketing efficiency very easy. Brand image can be a significant tool to identify the image of the company in the consumer's mind. It focused on the main higher profit margins and in understanding the characteristics  of brands. From the thematic analysis it was derived that the current branding strategies of Nike and how it conducts various branding strategies to incur more profit. Various factors including both positive and negative has been discussed. Also various other themes like impact of Brand Value on Loyal Customers and what needs to be done to incur more profit and equity of the organization has been mentioned. Both qualitative and quantitative methods have been used in order to conduct this dissertation.
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[bookmark: _Toc30169]Chapter 1: Introduction
[bookmark: _Toc26655]1.1 Background of the topic
Brand image and brand loyalty are two of the most essential elements that distinguish a brand from its competitors. According to Zia et al. (2021), the brand image of a company helps the consumers in identifying the relevant demands and understands the most effective mechanism for obtaining fulfillment from the brand. Thus, brand image4 can be described as the united attempt of the name of the brand in the customers' mind in relation to the characteristics of any other brands. A relinquished brand image can provide various benefits to the company as it makes the process of gaining a huge loyalty base of the consumers, higher profit margins, establishing greater collaboration, and increasing the marketing efficiency very easy. Another important asset of a company that can provide competitive advantages is brand awareness. The superiority of a brand depends on its brand awareness which is linked with the collection of the brands in the minds of a consumer. Consumers will favor their preferred brand over other competitive brands. Thus, brand awareness and brand image are significant for the company's success in the market. As opined by Mahothan et al. (2022), brand loyalty is very important for the maintenance of the business's clients and customers. With the rise in the level of competition among the companies serving similar products and services, brand loyalty has become crucial for the survival of a company in fierce competition. Brand loyalty ensures that consumers make informed decisions and decreases the possibility of selecting any other brand over the preferred one. Brand loyalty can also be beneficial for the business with respect to reducing the expenses on marketing, grabbing new customer base, increasing trade, and providing maximum time to respond to any threat of competition. It was also found that the loyal customers of a brand will buy the products offered by the brand at a higher price and will not be bothered by the advertisements of the rival brands. Thus, brand loyalty can provide the business with various financial benefits in the long term. As per the statement of Lari et al. (2021), the brand image of a company can be discussed as a memory-related association among the customers. In other words, brand image is the impressions of the consumers about a particular brand. It was found that the brand image is the picture perceived by the customer regarding the quality of the product or services offered by the brand to its consumers. The brand image is the result of the product or service stimuli with the recipient of the service. Brand image is the picturized visualization that comes into the minds of the consumers when they hear the name of the brand. Thus, from the background of the study it was understood that both brand loyalty and brand image are very effectively interrelated and dependent on each other and Nike is a reputed company that has been able to build a brand image among its consumers and has created a loyal customer base for its products.
[bookmark: _Toc602]1.2 Rationale of the study
Every business has a brand name that represents the company in the market. A well-managed image of a brand can provide sustainable profits to the business. Brand loyalty and brand image have a cohesive relationship. Brand loyalty cannot be established without a sustainable brand image among the consumers. Establishing the products and services as a brand with a symbol or logo can help the customers in the identification of the brand among the similar other brands in the market. Brand image can help in distinguishing the features offered by the brand and can bring to the table a wide range of benefits that can help in establishing brand loyalty. As per the statement of Dam and Dam (2021), brand image has a crucial positive impact on consumer brand loyalty. Many studies conducted by the researchers revealed that a favorable image of the brand among the consumers will directly enhance the loyalty among the consumers. A sharp brand image can be beneficial for the business in various ways such as providing a sustainable competitive edge, increasing market share, and creating a loyal consumer base. Hence, this topic was chosen to investigate the relationship between the brand image and brand loyalty in the business of Nike. Nike has been selected for the case study because it is one of the leading sports shoe brands and has a brand image all over the world along with a huge consumer loyalty. Although Nike is one of the leading brands in the shoe industry, the company has to maintain its competitiveness in order to survive the fierce competition in the shoe industry. This research that has been conducted to investigate the relationship between the brand image of Nike and its brand loyalty will be useful for Nike to understand how improving their brand image can help them to capture the additional consumer base and develop brand loyalty among them. This will increase the sales of the company and enhance the market share and brand loyalty among the consumers. The research will also help the future researchers to get information about Nike and its brand image and consumer loyalty base along with an idea of the importance of building a brand name and image to survive the market. A detailed study on the effectiveness of brand image and brand loyalty for a business has also been conducted which can be helpful for the audience to understand the topic of the research more deeply. 
[bookmark: _Toc10230]1.3 Research gap
While conducting the research, it was found that there exist huge gaps in the previous studies that have been conducted on brand image and brand loyalty. It was found that there was no previous research or studies that were conducted on investigating the relationship between the brand image and brand loyalty specifically focused on Nike. There were only a few reliable data from which information can be gathered for the purpose of the research. These gaps need to be fulfilled for the purpose of providing complete information to the audiences and future researchers regarding the brand loyalty and brand image. 
[bookmark: _Toc17382]1.4 Research Aim , Objectives and questions
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:
RQ1: What are the current branding strategies of Nike?
RQ2: What Positive and negative factors affect Nike’s brand Image
RQ3: What is the impact of customer satisfaction on the brand loyalty of Nike customers?
RQ4: How do brand image and brand loyalty increase customer equity and profits

[bookmark: _heading=h.nxl420t7r1zd][bookmark: _Toc19643]1.5 Summary of chapters
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Figure 1: Summary of chapters
(Source: Self-created)
[bookmark: _heading=h.eib0dq7c3oqq][bookmark: _Toc136267918][bookmark: _Toc135831999][bookmark: _Toc9148][bookmark: _Toc21377]There are a total of five chapters in this dissertation. The first chapter is the introduction that provides a brief summary of the total research, the second chapter is of literature review that discusses various literary pieces, the third chapter deals with the methodologies used in this research, the fourth chapter discusses the findings and the fifth and final chapter contains the conclusion and recommendations.

[bookmark: _Toc30162]Chapter 2: Literature Review
[bookmark: _Toc23459]2.1 Definitions of brand loyalty
[bookmark: _heading=h.gjdgxs][bookmark: _Toc31213]According to Hwang et al.(2021), the concept of brand loyalty is directly related to brand satisfaction from the perspective of consumers. The term brand loyalty includes when a consumer chooses repeatedly a product produced by the same organization. Brand loyalty is directly associated with consumer satisfaction, despite having a high competitive advantage over effective competitors in similar fields the consumers are being loyal to the company products which reflects optimistic outcomes on brand loyalty. If a brand is able to continue its brand loyalty for a longer period of time that also increases the brand value which is eventually reflected in the high rise of overall growth of the organization. There are a few effective types of brand loyalty: dedicated brand loyalty, split-consumer brand loyalty, shifting-consumer brand loyalty, etc. By increasing brand loyalty any organization can increase the credibility level of their consumers. To maximize brand loyalty the organization should emphasize understanding the needs and demands of the consumers. Only by fulfilling the effective needs and demands of the consumers, the organization can transform frequent consumers into repeated consumers and be able to hold them to stick to the brand for a longer period of time. For example, the organization Nike is a global brand that is able to hold its brand loyalty for about more than 50 years. According to Li et al.2020, The term brand loyalty is the emotionally-charged perception of consumers for buying a particular product again and again from the same brand. When a consumer holds a high-value perception for a particular brand about the quality of the product which meets the ideal expectations of the consumers as well and satisfies their basic needs. Precisely, when a consumer is satisfied from a personal level by buying a particular product several times from a similar brand is considered brand loyalty. High-value brand loyalty helps the organization to build a strong consumer base to surplus the competitors and succeed in a competitive marketplace. High brand loyalty helps the organization to attract new consumers because one loyal consumer can influence other consumers which is directly reflected in the overall growth of the organization by attracting a huge amount of consumers. To increase brand loyalty organizations should increase the quality of the product by constantly innovating them. 
According to Ebrahim (2020), the term brand loyalty deals with the particular behavior of consumers with insisting constantly on a particular brand. If the consumer gets attached to a certain product related to a particular brand and the consumer deals with repeat it purchasing from a similar band that is considered as brand loyalty.  High brand loyalty helps to generate a higher amount of revenue as well as customer referrals which eventually help the organization to increase its overall growth. The word brand loyalty is mostly marketed through word of mouth and direct influence from one customer to another. Constantly producing high-quality products and maintaining the sustainability of product quality, an organization can increase its value of brand loyalty.
[bookmark: _Toc12759]2.2 Definitions of brand image
According to the statement of Alić et al. (2020), the brand image represents the perception of the brand or the mental picture of the brand in the memories of the consumers and encompasses various meanings that customers associate with the features or characteristics of a product. A favorable brand image of a company helps in establishing the desired position in the market, enhances the performance of the brand, and provides a competitive advantage. Brand image plays a crucial role in the decision-making process of consumers. Some described the brand image as the consumer-based construct that helps in understanding various attributes, personal experiences, and functional consequences of the customers related to a particular product or service offered by the brand. A great brand image helps consumers in identifying the various needs that can be satisfied by the company or the brand and differentiate the products of that brand from its competitors. 
As opined by Plumeyer et al. (2019), understanding and measuring brand image is significant for branding research and practice. Brand image can be defined as the consumers' interpretation or perception of the brand or the company and the products or services offered by them. A consumer forms an image of the brand based on the interactions, experience, and objectives of a brand. A consumer also focuses on understanding the brand image based on the perception of the mission and vision of the brand or the company. A strong brand image can help in developing brand recognition and brand loyalty. Brand loyalty and recognition are crucial for the company to earn profits in the future years. An established brand image can provide many benefits to the brand including establishing credibility, positive impression, recognition, and professionalism. Therefore, it is essential to select a suitable method that can help in understanding and measuring the brand image of the company for the betterment of its performance.
As per the statement of Li et al. (2021), a patriotic brand image can be effective in positively impacting the purchasing decisions of local consumers regarding the purchase of domestic brand products. Much of the research has been conducted on the products and services offered by the brand but very less research has been conducted related to the corporate brand image. Brand image can be defined as the set of beliefs, impressions, and ideas that the consumers hold with respect to the brand or its products or services. A brand image can be perceived differently by different consumers. Therefore, it is essential for businesses to maintain a consistent brand image among all consumers. An easy and simple way to define brand image is the perceptions of the consumers reading the brand which is formed based on the experience and interactions with the products or services of a brand or the beliefs perceived by the consumers on the brand. Thus, brand image is a significant aspect that can help the business in improving its market position and provide a competitive advantage in the market.
[bookmark: _Toc3700]2.3 Definitions of customer satisfaction
As per the statement of Fida et al. (2020), customer satisfaction can be defined as the success of the companies in meeting the expectation of the consumers. The importance of consumer satisfaction lies in the achievement of continued success in the long run of the brand or the company. Customer satisfaction is one of the key considerations that need to be prioritized in order to achieve success in business operations. In simple words, it can be stated that the satisfaction of the consumers is achieved only when the performance of the brands exceeds the expectations of the company. Achieving or meeting the consumer's satisfaction helps in the development of consumer loyalty that leads to lower the chances of consumer loss and improves the consumer retention rate. Delivery of quality service is considered as one of the crucial factors that affects the establishment of customer satisfaction and directly impacts the relationship of the consumer and the company.
According to the opinion of Pakurár et al. (2019), satisfaction can be defined as the feelings of the consumers regarding the results of an evaluation procedure that compares the various aspects that were received from a particular service and the product with their expectations. Customer satisfaction is related to the judgment of the consumers regarding the facts that whether the goods or services purchased by them were able to fulfill the needs and expectations of the consumers and provide a satisfaction scale of consumption related fulfillment. Customer satisfaction and service quality are the two essential factors that are interrelated with each other and impact the success of the business.  Customer satisfaction can help in achieving a competitive advantage and help the business to develop and grow in the fierce competition. A consumer is the center of attention for any business and so satisfaction of the consumer is crucial for the business to achieve the various goals and objectives of the business.
As per the statement of Alkhurshan and Rjoub (2020), the definition of customer satisfaction relates with the response of the consumers to the accomplishment state. A greater quality of services leads to more satisfied consumers with the services provided by the brand or company. This encourages the consumers to become more involved in the various products and services offered by the brand. When the company is able to maintain a suitable relationship with the consumers, there is a possibility to develop a long lasting relationship. In simple words, it can be said that the consumer satisfaction level defines how happy are the consumers with the products or services offered by the company. Customer satisfaction helps in measuring the performance of the businesses in satisfying or fulfilling the various needs of the consumers. The modern organizations are more focused to monitor their performance, customer expectation and satisfaction along with the performance of their competitors. Thus, consumer satisfaction is an indicator that can help to understand how well the company has been able to address the needs and demands of the consumers through their products and services. 
[bookmark: _Toc14435]2.4 Keller Model
As per the  opinion of Hawker (2019), it is seen that the Keller Model is actually used to  analyze the brand equity of different products. Step 1 of the stated model is the identity of the brand that is actually used to create brand salience or awareness and the customers are actually able to recognise it properly. 
[image: ]
Figure 1: Keller’s Model
(Source: Hawker, 2019)
Therefore, according to Keller's model, consistency of performance has been divided into the five main categories such as features as well as the primary characteristics, reliability of the products, serviceability, efficiency, and empathy. This is one type of the brand equity model and this model was developed by Kavin Lane Keller. According to Wang et al., (2022), this type of the equity model can help the organizations to create strong brand awareness as well as help the organizations to identify the customer behavior and their thoughts about their products. These models are also able to create the perfect right experience around the brands which are able to determine the customer-specific thoughts, feelings as well as opinions about the organization's products. Therefore, this model helps the Nike organization to create a strong brand equity which can help them to increase their sales as well as the market values and also help them to provide the competitive advantages and be ahead of the other competitors present in the market. Hence, the above figure can show the Keller’s model as a pyramid structure. Thus the four steps which are present in the pyramid can represent the main fundamental question that can be asked by the customer about the organization and their products. These four steps could contain the six types of building boxes that can be placed for the organization also which can help them to build or develop a successful brand. 
The main decision making process has an important role for consumers in choosing the products or any corresponding brand. The second most important step of the mentioned model is to understand the meaning of the brand to all the potential customers.  It is seen that the imagery denotes the importance of customer’s requirements of social and other psychological levels.    
According to the statement of Kim and Chao,  (2019),  it is seen that Keller’s Model is important in having the positive experiences of customers that needs to have with the brand which eventually results in having the performance of products. The products must be able to meet and ideally exceed the results of the demands of customers and ideally exceed their overall expectations for building the loyalty which is important in building the loyalty of customers. Both performance and imagery is given special emphasis in creating the brand personality. The brand performance actually  signifies  both durability and reliability  which is important in making premium quality products from different recycled materials. The article actually focussed on the well designed and as well as stylish in measuring the brand  equity of different products. As per the opinion of Shay and Van Der Horst, (2019), it is observed that the brand response is important in understanding the categories that are actually feelings and judgment. It has actually helped the customers mainly in judging products and brands on the basis of the perceived quality. The customers according to the keller’model model needs to actually judge the overall credibility with the help of the three main dimensions  like expertise, likability  and trustworthiness.  It is important that the customers according to the keller’model model needs to actually judge the overall credibility with the help of the three aspect which are the consumer preferences, demands and as well as in taking decisions.     It is seen that the main interest and generate enthusiasm for the material.By properly utilizing eye-catching visuals that are pertinent to the topic, posing challenging questions, and using humor are all effective attention-getting techniques.  The main goal of using the mentioned theory is to make the learning content meaningful and relevant to the learner. The importance of the mentioned theory should be properly  emphasized, along with its practical applications, and connections to the learner's objectives and interests should be made. It is seen that the customers actually mainly assess the superior the brand by properly comparing with the major competitors brands which is given proper focus. The last step is actually the brand resonance which determines the main desirable level to reach the most difficult and the most desirable. It feels a deep and psychological bond with the  stated brand.              
[bookmark: _Toc8947]2.5 Engagement model
The total engagement models are a very effective approach for any kind of business organization. With the help of this approach, it is able to put everything together within an effective as well as efficient system. According to Abbas, (2022) this type of the total engagement model can help the organization to provide the main focus on developing the customer engagement plans including the organization’s advertising, marketing as well as internal culture. One of the main advantages of using the total engagement model is that it can easily synergize or align with the brand strategy of the organization. Hence, this model has provided the main focus on effectively building the operationalization as well as designing the growth plan of the organization. Also it can help the organization to continuously increase the engagement of customers and be able to identify the target audience for the organization. Therefore, the organization takes the initiative to encourage the customer in order to sell their products which can help them to increase their sales as well as market values and provide the stability in their financial elements (Ladewski et al., 2019). Thus, the Nike company introduces the total management model which can help them to design and align with the key business strategy and effectively increase the customer engagement and also help them to achieve economic or financial goals. The main six elements which are present in the total engagement modes such as value, efficiency, trust, consistency, control as well as the relevance which can help the organization to effectively attract the customer. This model also provides that customer engagement is very crucial for the organization which can help them to drive their economy. 
According to the opinion of Maslowska et al. (2016), the customer engagement ecosystem can be an effective conceptual model that relates to brand actions, customer brand experience, other actors, brand consumption, shopping behaviors, and brand-dialogue behaviors. This model puts forward the various interactions between these elements which are nonlinear in nature and reactive. This means that each action in these elements causes a reaction that affects another element as well as the whole ecosystem. This model effectively shows how the marketing environment of present times are interconnected with each element of marketing. This model also helps in recognising the rising importance of the consumers who are more powerful than the earlier times by distinguishing various forms of brand-dialogue behaviors. Brand-dialogue behaviors describe the various non-purchase targeted behaviors of the consumers. In the present business situation, the consumers are more important to the business than ever and their engagement in the business activities becomes crucial for the company to survive in the market.
As per the opinion of Barari et al. (2021), customer engagement behavior has been considered as an influential concept in the field of marketing that refers to the behavior of the consumers towards the business that originates from the various motivational drivers.
[image: ]
Figure 2: Total Engagement Model
(Source: Roberts and Alpert, 2010)
According to the statement of Roberts and Alpert (2010), the total engagement model has the ability to put every aspect in the most effective and efficient way. The main aim of this model is to align all the activities of the business towards improving the consumer engagement such as advertising, products, services and internal environment. One of the crucial benefits of this model is that it provides synergy through alignment of total brand strategies throughout the various functions of a company. In order to establish a distinct value proposition along with a great customer experience, it is important to align two other elements of the business that can create customer engagement. 
The first element that needs to be added is the brand of the company that is capable of communicating the value proposition of the company. The second element is the internal culture of the business which is the key enabler in the process of delivering the aimed value proposition and targeted customer experience through engaged employees of the organization. The linkages that can be shown using a total engagement model that aims at alihing the four key activities of a business such as culture, brand advertising, customer experience, and customer value propositions. Brand is the sum total of who the company is and what is the mission of the brand. Culture depicts the internal environment of the organization where the staff and the employees can freely deliver the value proposition of the company. Customer experience is the physical as well as the emotional element of experience that the customers receive while interacting with the business. Customer value proposition is the value the company offers to its consumers. The alignment of all the elements in this model facilitates the development of customer and staff engagement.
[bookmark: _Toc29466]2.6  Relation of Keller brand equity model to Nike, UK
According to the statement of Keller and Brexendorf (2019), brand equity is a crucial element in the ever-rising competition in the markets specifically for similar groups of products. The Keller brand equity model, also known as the Customer-Based Brand Equity (CBBE) model, was developed by Kevin Lane Keller who was a marketing professor. Kellar published this model in his famous book "Strategic Brand Management". The concept of the model is very simple and states that a strong brand can be built by shaping the thoughts and feelings of the consumers about the company's brand. Keller has divided the model into four simple steps and six building blocks (MindTools, 2023). The first step relates to building brand awareness among the customers. This involves establishing a brand identity among the consumers so that they can recognize the brand as different from the other brands in the market. Nike is already an established brand and thus it will be easier for Nike to build a brand identity while entering a new market or capturing a new consumer base. The second step in Kellers' model is defining the meaning of the brand to the customers. This involves selling the products or services that have the ability to meet the customer's expectations (performance) and provide them satisfaction (imagery). The experience is the direct result of the performance of the brand. The next step involves finding the judgments and feelings of the consumers. Keller has mentioned about six feelings: fun, warmth, security, excitement, self-respect, and social approval. The brand resonance is the last step in this model and sits at the top of the brand equity pyramid. Brand resonance can be said to be achieved when the customers get emotionally attached to the brand. Nike can follow these steps of Keller's model to establish brand equity among its consumers.
[bookmark: _Toc14414]2.7 Contrast points of Keller model and Aaker model
· The Keller brand equity model has four stages in the form of a pyramid that helps in the establishment of the brand equity among the consumers of a company. The model also has the six building blocks that are basically subparts of the four stages. The four stages include brand identity, brand meaning, brand response and brand resonance. 
· The six building blocks are performance and imagery which is a part of the brand meaning stage, judgements and feelings are the part of the brand response stage. This model helps in focusing on the consumers rather than any other attributes of the company. The model aims to establish a suitable relationship with the consumers by providing them satisfaction level along with building a strong relationship with the consumers. The stages move upwards to achieve the apex level of consumer satisfaction and the brands should focus on establishing the highest level of satisfaction which is brand resonance.
· Keller brand equity model focuses on the customers emotions but the Aaker brand equity model aims to focus on the recognition of the brand among the consumers. Aaker aims at establishing the brand equity as a result of mixed effort of the brand loyalty, brand awareness and brand associations. These aspects add to the value of the brand that helps in establishing customer satisfaction. The Aaker's model helps in building the brand strategy that is made up of several components which has the ability to differentiate the brand from its similar competitors (Qualtrics, 2022).
· The main components of the Aaker’s model are brand awareness, perceived quality, brand loyalty, brand associations and other proprietary assets of a company such as patents, trademarks and intellectual property rights.
· Nike should compare both the models along with the advantages and disadvantages of these models and choose the model which suits the company best. 
[bookmark: _Toc22567]1.5 Relation of Aaker brand equity model to Nike, UK
According to the statement of Prachaseree et al. (2022), brand equity is one of the crucial elements in the development of a marketing strategy. Brand equity can be described as the perpetual value gained from the responses of the consumers towards the brand. Brand loyalty is the most crucial part of brand equity that is essential to establish the success of a business. Brand equity can be described as the financial value of the brand for its business. Brand equity can also be referred to as the incremental cash flow from the brand's product when compared with other non-branded products. Aakers' brand equity model is popular among the researchers. This model consists of brand name awareness, brand loyalty,  brand associations, perceived brand quality, and other brand assets such as patents, trademarks, and channel relationships. The four concepts that highlight product-centric brand equity development are brand loyalty, brand associations, perceived brand quality, and brand name awareness. The other four concepts mentioned in this equity model relates to proprietary assets of a brand that relates to the development of brand equity that is service centric. As mentioned by Wu (2022), Nike has been recognised as one of the most socially conscious brands which is basically due to its effective marketing strategy. The branding and marketing strategies of Nike has been able to place the company at a favorable position in the fierce competition all over the world. The main product of Nike is shoes and the company has attached emotions to its products to establish brand loyalty among the consumers. Thus, Nike has been able to achieve the highest brand equity position among the consumers. By following the Aaker’s brand equity model, Nike can establish their brand equity in the new markets and increase the consumer loyalty among the new customers.
[bookmark: _Toc14576]2.8  Relation of customer satisfaction and total engagement model
According to Barari et al. (2021), customer engagement can be described as the degree of participation of the individuals with the activities carried out by the company or the customers. The intense relationship between the customers and the company affects the customer satisfaction level of the consumers. There are five dimensions that can help in measuring the level of customer engagement namely interaction, enthusiasm, attention, identification and absorption. As per the statement of de Oliveira Santini et al. (2020), customer engagement is the driving factor of satisfaction, positive emotions along with trust but not commitment. It was found that customer engagement directly impacts the performance of the company. Customer engagement is the process of creating a stable relationship with the consumer base that helps in fostering brand awareness and loyalty among the consumers. As opined by Otto et al. (2020), customer satisfaction can be considered as the strategic lever that has the ability to enhance the performance of a business. The total engagement model is a systematic model that puts together every aspect of marketing into an effective and efficient system. The main focus of this model is to align every activity of the company in such a way as to create a unified plan that will enhance customer engagement and satisfaction. The total engagement model helps the company to improve the performance by aligning the activities with customer satisfaction. Thus, customer satisfaction is the integral part of the total engagement model that aims to provide various benefits to the company. Nike, being a reputed brand, needs to focus on customer satisfaction and find the various business activities that can boost the performance of the company. Nike should be able to align their business activities using the total engagement model that will help in enhancing customer engagement and satisfaction.
[bookmark: _Toc27017]2.9  Advantages and disadvantages of Keller model and Aaker model
The benefits of using Keller model includes increasing the customers through improving their experience about the products or services of a company, increases the brand value loyalty among the consumers through improved interactions, increases the revenue of the company by enhancing the sales and customer loyalty and reduces the cost of marketing (Indeed, 2023). Increased customer engagement improves the organic reach of the company which ultimately reduces the marketing costs. The various disadvantages of the Keller model are that it is focusses on building customer resonance which is difficult to resonate with the customers when there is a lot of information in  the market along with fierce competition (Garg, 2023). This model also fails to take into consideration the producers' brand name in relation to individual products of the brand. Nike should analyze the benefits and disadvantages of the Keller model before applying it for building customer equity. The Aaker’s model has various benefits which includes building brand awareness among the consumers which can increase their visibility within a community that can directly enhance the revenue of the company. This brand awareness helps the customers feel comfortable with the decision regarding purchasing from the company instead of choosing the other competitors in the market. Brand awareness enables the customers to buy a significant amount of goods from the specific brand and helps in establishing consumer satisfaction from those brands and increases brand engagement. The Aaker's model is not sufficient to develop the personality of the various aspects of the brand that can improve the customer satisfaction (IPL.org, 2023). These are the various advantages and disadvantages of the Aaker’s model that needs to be considered by Nike for the purpose of establishing a  suitable brand equity model that can help in improving the customer satisfaction and engagement for the reputed company such as Nike.
[bookmark: _Toc25363]2.10 Contrast points of Keller model and Aaker model
· The Keller brand equity model has four stages in the form of a pyramid that helps in the establishment of the brand equity among the consumers of a company. The model also has the six building blocks that are basically subparts of the four stages. The four stages include brand identity, brand meaning, brand response and brand resonance. 
· The six building blocks are performance and imagery which is a part of the brand meaning stage, judgements and feelings are the part of the brand response stage. This model helps in focusing on the consumers rather than any other attributes of the company. The model aims to establish a suitable relationship with the consumers by providing them satisfaction level along with building a strong relationship with the consumers. The stages move upwards to achieve the apex level of consumer satisfaction and the brands should focus on establishing the highest level of satisfaction which is brand resonance.
· Keller brand equity model focuses on the customers emotions but the Aaker brand equity model aims to focus on the recognition of the brand among the consumers. Aaker aims at establishing the brand equity as a result of mixed effort of the brand loyalty, brand awareness and brand associations. These aspects add to the value of the brand that helps in establishing customer satisfaction. The Aaker's model helps in building the brand strategy that is made up of several components which has the ability to differentiate the brand from its similar competitors (Qualtrics, 2022).
· The main components of the Aaker’s model are brand awareness, perceived quality, brand loyalty, brand associations and other proprietary assets of a company such as patents, trademarks and intellectual property rights.
· Nike should compare both the models along with the advantages and disadvantages of these models and choose the model which suits the company best. 

[bookmark: _Toc2018]Chapter 3: Research methodology
[bookmark: _Toc2781]3.1 Definition
Research method is identified to be a procedure that is usually followed by researchers in order to determine a systematic plan that would be followed in order to address the research objectives and aim that is established in the earlier chapters of the dissertation.  It is identified to be a detailed approach which signifies the different ways in which data would be collected in context to the research topic and then analyzed in order to address the research agenda. The researcher study the criteria of approach to the object of research (Toraeva,  2021).
[bookmark: _Toc31912]3.2 Research onion
When it comes to developing a proper research methodology it is essential that different decisions are taken to consideration by the researcher.  In helping in this process of decision making, research onion is identified to be a holistic tool that is significantly made up of different layers such as research philosophy, approach strategy choices, technique and procedures which outline the approach the researcher can undertake. The Saunders’ research onion has been used by the researcher in this case as well. 
[image: ]
Figure 3: Research onion 
(Source: Alturki, 2021)
[bookmark: _Toc2628]3.3 Research philosophy
There are majorly two types of research philosophy that are positivism and interpretive (Omodan, 2022).  However, acknowledging the nature of the research study, the researcher for this particular topic had selected the positivism philosophy.  The major rationale behind selecting this has been in context to making key evaluation and examination of the research problem in accordance with the real facts that are available.  By the integration of this particular philosophy the researcher will be able to have a logical investigation of the research topic based on the first hand data that would be collected from the survey of the participants. 
[bookmark: _Toc32484]3.4 Research approach
Among the both deductive and inductive research approaches the researcher for this particular study has opted for the deductive approach. Deductiveapproaches that is suitable for research (Pearse, 2019). Under this particular method the researcher has usually followed the top and bottom approach which eventually helps in reducing information from the existing theories and models related to brand loyalty and brand image. By the application of the deductive research approach the researcher will be able to significantly identify the key relationship between brand image and loyalty especially in context to the case study of Nike by taking into consideration the opinions and viewpoints of the different theories and models related to brand loyalty that have been discussed in the literature review section. 
[bookmark: _Toc13659]3.5 Research design
The selection of the research design is specially made based on the kind of research gap that has been identified. Among the three types of Research Design that are available the survey Research Design has been selected by the researcher as it explains the data by indicating the positive and negative perspectives which have been taken into account in regards to the particular topic of brand image in loyalty. It portrays an accurate profile of persons, events, or situations (Sileyew, 2019). The major rationale behind selecting this survey is it takes into a structured and formal research approach which eventually improves the overall analysis that is required to be carried out for understanding the impact of the both brand variables in context to the case study of Nike in a quantitative manner. 
[bookmark: _Toc20194]3.6 Research Choices
Under the research choices there are three different ways in which the researcher has the option of undertaking the research study which are mono method multi method and mixed method.  Understanding the research rationale the researcher for this particular study had selected the mono method. 
Mono method 
It is a research choice in which the data collection technique is kept to be single, that is, quantitative data has been collected and analysis has been maintained in the same way. It is also determined to be known as the single subject research which has its own set of advantages and disadvantages of associated with it (Al-Ababneh, 2020).
Advantages
One of the primary advantages of utilizing the mono method by the quantitative survey research process was that the researcher for the particular study has been able to have a comprehensive understanding regarding how the organization of Nike has been utilizing board brand image and loyalty in order to maintain consistency in the market.  
Disadvantages 
While the disadvantage of this particular mono method is its limited generalizability, there are prominent chances that there could be general data obtained from the quantitative data collection procedure because reliability cannot be established in a standardized manner in order to measure the biases. 
[bookmark: _Toc10378]3.7 Type of investigation
Under the different types of research investigation procedure the primary and secondary research investigation is identified to be the ideal ways in which a researcher conducts the research process.
Primary investigation 
It is identified to be a procedure in which original data is significantly gathered from the source directly either through survey interviews or observation-like methods. 
Advantages
One of the primary advantages of utilizing the primary investigation procedure is that the researcher is able to collect data which is not influenced by previous study or sources and is generally specific in context to the research topic (Lê and Schmid, 2022). 
Disadvantages
The disadvantage of the particular investigation procedure is that it requires specialized skill and Earth parties to carry out the data collection procedure and in order to ensure validity and reliability of the study. Followed by this there are also probable risk factors that are associated with the ethical consideration of utilizing this particular investigation process. 
Secondary investigation 
It is determined to be an investigation process in which the existing data in information that has been determined by academic journals, government reports and other authors' opinions have been taken into consideration by the researcher. 
Advantages
One of the primary advantages of utilizing this particular investigation procedure is that the researcher has the scope of having a vivid research opinion on the topic of brand image and loyalty from credible and renowned scholars which would eventually smoothen the process of understanding the relationship between them.
Disadvantages
The limited control over data quality and the potential chance of having lack of specific information on the research topic is a major disadvantage.
Understanding the advantage and disadvantage of both the type of research investigation the researcher for the study had opted for the primary research procedure. 
3.8 Cross Sectional
For this study the researcher adopted the Cross-sectional study design. Under this particular type the researcher measures the outcome and the exposures in the study participants at the same time in context to understand the relationship between brand image and brand Loyalty at Nike. This research is based on cross-sectional the entire work done on 16 weeks period of time at one point of time.

[bookmark: _Toc1504]3.9 Data collection and analysis
Sampling definition 
It is a process of selecting a particular subset of individuals from a large population size and is crucial in order to carry out the primary research investigation procedure. By the help of this particular method the researcher is able to have a representative set of population which will be utilized in the survey method. 
Sampling method 
There are different types of sampling methods which are usually addressed by the researcher when it comes to selecting a particular one. 
· Probability 
It is an assembling method which is identified to be a process in which there are probable chances for each member of the target population of being selected for the inclusion procedure. 
Advantages
The major advantage of utilizing probability sampling method is that it ensures that the researcher as the correct sample is the proper representation of the population in order to derive the statistical analysis on the relationship between Brand image and loyalty in context to the organization of Nike. 
Disadvantages
There are certain practical considerations that are required to be undertaken in order to utilize the probability sampling method such as having access to the sampling frame and undertaking careful planning in order to avoid major issues. 
· Cluster 
Under this particular sampling method the researcher intends to divide the target population into different subgroups or clusters based on certain variables and factors (Bhardwaj, 2019).
Advantages
One of the primary advantages of utilizing the cluster sampling method is that  it reduces the time and resources that is required require for the purpose of collecting data
Disadvantages
While the disadvantage of utilizing this method is that it has the increased chances of having sampling errors because there might be higher variability between the clusters that are segregated by the researcher. 
Sampling type and size 
Based on the above stated context it could be determine that the researcher had opted for the cluster random sampling method. It is one of the most straightforward procedures in order to gather data to a particular sample size.  A sample size of 100 respondents who are the current users of Nike has been undertaken in the age group of 19 to 25.  Both men and women will be included in this particular survey process from different universities of Level 4-7. 
[bookmark: _Toc2347]3.10 Data collection methods
Survey questionnaire 
In regards to the fact that the primary investigation procedure had been selected by the researcher and a sample size of 100 respondents had been undertaken.  Therefore in order to carry out the research Effectively the researcher used the Google forms technique in order to develop the survey question year in a close ended manner.  by the incorporation of an online platform like Google forms the process of developing the question year in the close ended format became easier and within a list time frame potential data had been easily gathered. In addition to this the accessibility of getting information from the audiences of the target population become easier by the help of this Google forms technique of developing the 10 survey questions as it was convenient and easier for the participants to become respondents. 

Research ethics 
In order to maintain the Ethics of the research study as it involves primary investigation as a core the researcher ensured that all the necessary steps of collecting no personal data from the targeted population sample size is undertaken. In addition to this the researcher even under proper informed consent from the participants and provided them the assurance that their data that would be collected from the survey process would be kept confidential and protected by the implementation of the data protection act. 

Analysis of data 
[bookmark: _Toc11919]After the effective collection of the quantitative data from by the help of the online survey process it is essential that it is evaluated by the help of a particular analytical method. The quantitative data would be analyzed by the help of the SPSS method (Vaughn and Jacquez, 2020). By the help of this particular software program the researcher would be converting the collected quantitative data by the survey method into statistical analysis which would provide descriptive statistics and data visualization regarding the relationship between brand loyalty and image in context to the organization of Nike. It is a user-friendly interface which  has provided the researcher to quantitatively analyze the data. 
3.11 Interpretation of Data
The interpretation of the data would be made after the effective analysis of the collected survey data is done through the SPSS method.  a series of 10 statistical and graphical representations of each of the questions that has been developed by the researcher would be provided. Each of the 10 questions of the survey would have their respective graphical representations and  descriptive analysis explaining the overall discussion about the results that have been obtained. The interpretation of the data would be made by the help of the quantitative data analysis procedure so that a distinct understanding of the relationship between the two variables could be easily understood and the major research gap can be addressed effectively. 
[bookmark: _Toc27911]3.12 Conclusion, recommendations, limitation and future research 
On drawing conclusions to the above stated chapter it could be determined that the researcher has tried the best effort in order to significantly outline the major research methods that had been followed in order to collect the quantitative set of data in context to the Research  gap that had been identified in the above stated chapters.  The main limitation of this particular study is that reliability and validity of the primary quantitative data from the survey procedure cannot be established in an accurate way.  since There had been significant probability of having data that would not relevantly explain the rationale behind the conduction of this particular research. Based on the above stated limitation it could be recommended that the researcher food adopt a mixed research method.  Since this would provide the researcher an opportunity to have vivid data not only from the primary source but also from the existing literary sources explaining the research topic in an effective manner. In context to future research the researcher can also link the brand image and loyalty concept with the customer satisfaction related variable of Nike as well and carry out new research.  In addition to this by incorporating into a sample size larger than 100 responded food also lead to having better results of the survey outcomes.


[bookmark: _Toc135296559][bookmark: _Toc12390]Chapter 4: Data collection, Findings and Analysis
[bookmark: _Toc135296560][bookmark: _Toc2532]4.1 Introduction
The concerned chapter is crucial for highlighting the findings of the primary quantitative data that has been collected from the online survey. In order to collect the primary quantitative data, the online Google Forms have been used. There are total 10 close ended questions and the 5 Point Likert Scale (Agree-Disagree) has been used. However, the data has been collected from 100 respondents who are aware about the relationship between brand image and brand loyalty in Nike. In order to analyze the quantitative data, the IBM SPSS statistical tool has been also used. The regression analysis has been used for this purpose. 
[bookmark: _Toc135296561][bookmark: _Toc29386]4.2 Primary Quantitative Data Analysis-Survey
Question 1
[image: ]
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	Options
	Responses

	Male
	60

	Female
	40

	Total
	100



According to the graphical representation, majority of the respondents with 60% are male and 40% are female. It signifies the demographic characteristics of the participants. This question is vital for understanding that in this research, both the male and female participants have been participated adequately. The researcher has provided the equal chances by which the male and female participants can share their opinions regarding the topic of the research. The superiority of a brand is determined by its brand awareness, which is connected to the collection of brands in a consumer's consciousness. Customers will choose their favoured brand over brands that are in competition.
Question 2
[image: ]
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	Options
	Responses

	18-22
	25

	23-27
	50

	28-35
	25

	More than that
	0

	Total
	100



The concerned question is another demographic question that has been asked to the participants. The graph signifies that majority of the respondents with 50% are from the age group of 23-27 years. There are 25% of the participants are from the age group of 18-22 years and also 25% of the participants are from the age group of 28-35 years. However, there is no participant of the survey from the age group of more than 35 years. Brand loyalty guarantees that customers choose wisely and reduces the likelihood that they would choose any other brand over their favoured one. In terms of lowering marketing costs for the company, brand loyalty can also be advantageous.
Question 3
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	Options
	Responses

	1
	20

	2
	45

	3
	15

	4
	5

	5
	15

	Total
	100



Customer satisfaction plays an important role in ensuring the success of a business (Waluya et al., 2019). The concerned survey question is one of the most significant question by which the objectives of the research can be achieved. The graph demonstrated that there are 45% of the respondents mentioned that the customer satisfaction and the customer service as 2 rating. There are 20% of the respondents mentioned the rating of customer satisfaction and customer service as 1. There are 15% of the respondents mentioned 3 as the rating of customer satisfaction and customer service. However, 5% of the respondents mentioned 4 rating to customer satisfaction and customer service. There are 15% of the participants provided 5 rating for the customer satisfaction and customer service of Nike. 
Question 4
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	Options
	Responses

	1
	45

	2
	30

	3
	10

	4
	5

	5
	10

	Total
	100



The concerned bar graph is important for understanding the effectiveness of brand image of Nike. Brand image and customer loyalty is interrelated as with effective brand image, businesses can attract customers easily (Rahi et al., 2020). It has been found that there are 45% of the respondents provided 1 rating of the brand image. There are 30% of the respondents provided 2 rating for the brand image of Nike. There are 10% of the respondents mentioned 3 rating for the brand image of Nike. 5% of the respondents mentioned 4 rating and 10% of the respondents mentioned 5 rating for the brand image of Nike. Two of the most important factors that set a company apart from its rivals are brand image and brand loyalty.
Question 5
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	Options
	Responses

	Highly agree
	55

	Agree
	25

	Neutral
	20

	Disagree
	0

	Strongly disagree
	0

	Total
	100



This question is crucial for understanding that brand image plays an important role in the organizational success of Nike. Brand image helps a business to maintain a loyal base of customers and it results in the long term success if a business (Yulisetiarini, et al., 2019). There are 55% of the respondents with majority highly agreed that brand image plays an important role in the organizational success of Nike. There are 25% of the respondents agreed with the concerned fact. There are 20% of the respondents remained neutral with the said fact. However, there is no respondents disagreed with the aspect. Nike company's brand image might be viewed as a memory-based association among its clientele. In other words, brand image refers to consumers' perceptions of a specific brand. It was discovered that the brand image is the perception that a customer has of the calibre of the goods or services that a brand provides to its clients.
Question 6
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	Options
	Responses

	Highly agree
	65

	Agree
	15

	Neutral
	20

	Disagree
	0

	Strongly disagree
	0

	Total
	100



This question helps to achieve another research objective as it helps to understand the relationship between brand image and brand loyalty. The graph demonstrated that there are 65% of the respondents with majority highly agreed that brand image and brand loyalty has a significant relationship in the case of Nike. There are 20% respondents remains neutral with the said fact and 15% of the respondents agreed with the said fact. In the case of Nike, brand loyalty among consumers is significantly influenced by brand image. In addition to giving the company a durable competitive edge, a strong brand image can also boost market share and cultivate a devoted customer base.
Question 7
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	Options
	Responses

	Agree
	65

	Disagree
	35

	Total
	100



The graphical representation is crucial for understanding the effective brand image of Nike and how it helps to develop the brand loyalty. According to the graph it has been found that 65% of the respondents agreed that Nike has an effective brand image and it is helping them to develop the brand loyalty. The graph also signifies that 35% of the respondents disagreed with the said fact. In order for people to recognise the brand as distinct from other brands on the market, it must first develop a strong brand identity. Since Nike is a well-known brand, it will be simpler for Nike to create its identity in a new market or among a new customer base.
Question 8
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	Options
	Responses

	Agree
	60

	Disagree
	40

	Total
	100



The graph is important for understanding how Nike is maintaining a good image for getting a competitive advantage. According to the graphical representation, 60% of the respondents agreed that maintaining a good brand image can help a business like Nike to get competitive advantage. There are 40% of the respondents disagreed with the said fact. Nike company can raise the level of consumer credibility by increasing brand loyalty. The company should place a strong emphasis on comprehending consumer wants and demands in order to maximise brand loyalty. The only way an organisation can turn one-time customers into repeat customers and keep them loyal to the brand for a longer period of time is by effectively meeting their requirements and demands.
Question 9
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	Options
	Responses

	Highly important with respect to brand loyalty
	55

	Important with respect to brand loyalty
	40

	Not important with respect to brand loyalty
	5

	Total
	100



According to the concerned bar graph, it has been examined that there is a matrix relationship between the brand image and ethical values with respect to the brand loyalty. The brand image and ethical values of Nike are mainly depends on the high important with the respect to the brand loyalty, important with the respect to the brand loyalty and not important with the respect to the brand loyalty. There are more than 55% of the respondents mentioned that brand image and ethical values are highly important with the respect to the brand loyalty. However, only 5% mentioned that brand image and values are not important with the respect to the brand loyalty.
Question 10
[image: ]
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	Options
	Responses

	Yes
	85

	No
	15

	Total
	100



The final graph is crucial for achieving the final objective of the research. The question highlights that Nike should pay more attention to brand image for ensuring the brand loyalty. The graph signifies that 85% of the respondents mentioned yes that Nike should pay more attention to brand image for ensuring the brand loyalty. However, there are 15% of the respondents mentioned negative response that Nike is achieving the desired brand image and also ensuring the brand loyalty in the global market. As a result, customers are inspired to engage more with the brand's numerous goods and services. There is a chance to forge a lasting relationship when the business is able to maintain an appropriate interaction with the customers.
[bookmark: _Toc135296562][bookmark: _Toc30564]4.3 SPSS Analysis
In order to perform the regression analysis, SPSS statistical tool has been used. Here, the multiple regression model has been used and the ANOVA model has been also used for understanding the relationship between the variables like the brand image and brand loyalty of Nike. 
	
	
	
	
	
	

	Regression Statistics
	
	
	
	

	Multiple R
	0.55
	
	
	
	

	R Square
	0.3025
	
	
	
	

	Adjusted R Square
	0.2575
	
	
	
	

	Standard Error
	0.115
	
	
	
	

	Observations
	100
	
	
	
	

	
	
	
	
	
	

	ANOVA
	
	
	
	
	

	 
	df
	SS
	MS
	F
	Significance F

	Regression
	50
	0.265
	0.05922
	2.7638
	0.0463

	Residual
	50
	0.11033
	0.0273
	
	

	Total
	150
	0.3865
	 
	 
	 

	 
	Coefficients
	Standard Error
	t Stat

	Intercept
	2.175
	3.2547
	0.59765

	Brand value
	2.214
	0.2427
	1.60630

	Brand image
	2.654
	0.0417
	0.64383

	Ethical values
	2.658
	1.8799
	0.91166

	Brand loyalty
	2.658
	1.2927
	0.47105

	Competitive advantage 
	2.147
	0.30499
	1.34183


[bookmark: _Toc7652][bookmark: _Toc135296563]The intensity and direction of the linear relationship between the predictor variables (brand image) and the outcome variable (brand loyalty) are measured by the multiple correlation coefficient (R). The multiple R in this analysis is 0.55, indicating a moderately positive association between brand loyalty and brand image. The percentage of the variance in the outcome variable (brand loyalty) that can be accounted for by the predictor variable (brand image) is shown by the coefficient of determination (R Square). The R Square in this instance is 0.3025, showing that brand image accounts for about 30.25% of the variation in brand loyalty. For a more precise estimation of the percentage of variance explained, the adjusted R Square takes into account the sample size and the number of predictor factors. It makes adjustments for the model's complexity. Given the complexity of the model used in this analysis, the corrected R Square of 0.2575 indicates that brand image accounts for about 25.75 percent of the variation in brand loyalty. The standard error calculates the average difference between the observed brand loyalty levels and those that the regression model predicts. The standard error in this instance is 0.115, which is the typical level of error in the anticipated brand loyalty scores. The study includes 100 observations, which corresponds to the sample size for the regression analysis.

Indicating the intensity and direction of the association between each predictor variable and the outcome variable (brand loyalty), the coefficients for the intercept and predictor variables are provided by the regression analysis's findings. When all predictor variables are zero, the predicted value of brand loyalty is represented by the intercept coefficient, which is 2.175. Brand value: The coefficient for brand value is 2.214, indicating that, when all other factors are held equal, brand loyalty should rise by 2.214 units for every unit increase in brand value. The brand image coefficient is 2.654, which means that, when all other factors are held constant, brand loyalty should rise by 2.654 units for every unit increase in brand image. According to the coefficient for ethical values, which is 2.658, brand loyalty should rise by 2.658 units for every unit increase in ethical values, holding all other variables equal. The competitive advantage coefficient is 2.147, which means that, when all other factors are held equal, brand loyalty should rise by 2.147 units for every unit gain in competitive advantage. According to the coefficients, brand loyalty is positively correlated with each predictor variable, implying that as those variables rise, so does brand loyalty. In contrast to the other predictor variables, the coefficients also indicate that brand image has the strongest positive connection with brand loyalty.
According to the findings of the regression study, brand value, brand image, ethical standards, and competitive advantage are all significant predictors of brand loyalty for the sample at hand. 
Hypothesis Testing
	T-Tests

	Effect
	Model Fitting Criteria
	T-Tests

	
	-2 Log 
	T-tests
	df
	Sig.

	Intercept
	328.076a
	.000
	0
	.

	Brand value
	344.022
	15.946
	12
	.194

	Brand image
	365.807
	37.731
	16
	.002

	Ethical values
	346.694
	18.618
	12
	.098

	Brand loyalty
	366.099
	38.023
	16
	.002

	Competitive advantage 
	354.957
	26.881
	12
	.008


The intercept has a value of 0, which denotes statistical significance, according to the T-test. This indicates that the intercept has a major impact on how well the model fits. With 12 degrees of freedom, the brand value T-test results in a value of 15.946. The related significance level is 0.194, which, by the accepted standard (often set at 0.05), is not statistically significant. This shows that the statistical significance of the link between brand value and brand loyalty in this analysis may not exist. With 16 degrees of freedom, the T-test for brand image gives a value of 37.731. Given the associated significance level of 0.002, it can be concluded that there is statistically significant correlation between brand image and brand loyalty. The brand loyalty T-test has a value of 38.023. Brand image, brand loyalty, and competitive advantage seem to have statistically significant associations with brand loyalty in this investigation, according to the results of the T-tests. Brand loyalty does not, however, appear to be statistically related to brand value or ethical standards. Thus, the established hypothesis is as follows: 
H1: There is a positive relationship between brand image and brand loyalty of Nike. 
[bookmark: _Toc135296564][bookmark: _Toc3424]4.4 Discussion of the findings
According to the results of the regression study, Nike's brand image and brand loyalty have a statistically significant positive association. This implies that customers anticipate greater brand loyalty as a result of improved brand perception. A brand's impression among consumers, as well as their attitudes and behaviours towards it, are greatly influenced by its brand image. Nike's brand is well-known and is linked to qualities like innovation, performance, and style. By enhancing consumer trust, loyalty, and emotional connections with the brand, this favourable brand image can improve brand loyalty (Brown et al., 2021). Customers are more likely to build a sense of trust and confidence in Nike's goods and services when they believe the brand has a positive brand image. Nike has shaped the perception of its brand through continual investment in marketing, advertising, and endorsement campaigns starring prominent athletes and celebrities. Nike has been able to create a powerful and aspirational image that connects with its target audience by associating the brand with influential and successful people. Additionally, Nike's emphasis on innovation, high-quality products, and sustainability activities has helped to build a strong brand image (Tran, 2020). Customers are becoming more aware of brands that reflect their beliefs and exhibit socially and environmentally responsible behaviour. Nike's initiatives in these areas have improved the brand's perception and the emotional bond with customers. It is crucial that Nike maintains and properly manages its brand image (Zarfandi and Budiarti, 2022). Maintaining a positive brand image and creating long-term brand loyalty requires paying close attention to and acting on customer input, providing reliable, high-quality products, and upholding transparency and moral business practises. Other predictor variables such as brand value, ethical principles, and competitive advantage were also explored in the analysis. It is important to keep in mind that while brand value, ethical principles, and brand loyalty itself did not exhibit statistically significant associations with brand loyalty in this analysis, these findings are exclusive to the given sample and might not represent the entire population (Alić et al., 2020). Nike should keep making investments in upholding and enhancing its brand image in order to maintain and strengthen customer loyalty. This entails keeping track of consumer feedback, providing top-notch goods, upholding moral business conduct, and taking part in sustainability activities. By doing this, Nike can increase client loyalty, establish a competitive edge, and promote sustained expansion in the sportswear industry.
[bookmark: _Toc135296565][bookmark: _Toc31487]4.5 Summary
In summary, the data point to a considerable beneficial impact of brand image on Nike brand loyalty. Nike can increase consumer loyalty, gain a competitive edge, and spur economic growth in the fiercely competitive sportswear sector by consistently establishing and reaffirming a strong brand image.
[bookmark: _Toc136266300][bookmark: _Toc4765]Chapter 5: Discussion
[bookmark: _Toc136266301][bookmark: _Toc7366]5.1 Introduction
The main aim of this chapter of the study is to explore and analyze the relationship between brand image and brand loyalty of Nike, focusing on the crucial factors that influence the behavior of consumers and decision-making processes. In this chapter, researcher focused on understanding how a brand's image is crucial for customers' loyalty. This chapter represents how various themes are mentioned and analyzed in order to unravel the intricate dynamics between the brand image and brand loyalty of Nike. The chapter of the study also contributes to the body of knowledge which already exists and also provides valuable insights for enhancing brand strategies and also to create long-term relationships with customers.
[bookmark: _Toc136266302][bookmark: _Toc29682]5.2 Thematic analysis
Theme 1: The current branding strategies of Nike
Findings 

	Articles
	Findings

	Yan et al. (2022)
	According to this article, Nike has promoted their apparel on their social media accounts. Nike has also used some women's accounts across the social media platform such as @nikewomen. Nike used many social media accounts to promote their products to the world such as @nikelondon is used for London. This process has been used by Nike as its branding

	Zheng, (2022)
	Nike has used social media for effective community marketing to the young people of a community. Nike has launched some fitness tracking apps like Nike+, which is used for tracking body fitness. It has also launched a “NIKE+" social club for training purposes and also a Nike running club. It provides the opportunity to do exercise together.

	Teng, (2020)
	According to this author, Nike has a unique branding strategy with the help of females. Nike has chosen female sports persons who are specialized in field and track sports, swimming, gymnastics, and ball games. Nike has mainly focused on female rights. This advertisement is programmed by Dream Crazier. This advertisement has one minute and thirty seconds video where Nike has shown 12 females from different sports backgrounds.

	Kim et al. (2019)
	Nike has used different types of branding strategies in their business. As the article states Nike has used a storytelling strategy to promote Nike across the world. The storytelling strategy is a very effective method of promotion. It affects the consumer's emotions directly. A well-told story, well remembered and more convincing from fact.


Analysis
Nike has used different types of strategies for their brand promotion across the world. Social media is a very good platform in order to be offline. According to Yan et al. (2022), Nike has used social media platforms for their brand promotions. Nike has used many different social media accounts for different countries. Nike has 108 Facebook pages, 104 Twitter handles, 41 youtube channels, and 16 Instagram accounts. @nikewomen is one of the most active platforms on social media. This strategy has helped to stay competitive in the current demanding market. According to Zheng, (2022), Nike has also used social media for community marketing. Nike has approached some training clubs and running clubs to do exercise with another person. NIKE+ is the name of these clubs, Where younger people can do exercise together. It will help Nike to establish itself as a brand across the world. Teng, (2020) states that Nike has chosen 12 sports persons from different sports backgrounds like field and track sports, swimming, gymnastics, and ball games. This advertisement has a one-minute and 30 seconds video where Nike shows the challenges that are faced by the sports persons in their career, which has been named "Dream crazier". According to Kim et al. (2019), Nike has used a storytelling marketing strategy in their business which is more effective than other strategies. This strategy will directly affect the consumer's emotions. A well-said story will always be better than fact. This strategy has helped Nike to be a brand in the comparative world market.
Theme 2: The positive and negative factors affecting brand image and loyalty among customers
Findings 
	Articles
	Findings

	Muniz et al.,(2019)
	According to this article, the main aim of the study was to find out the perks of brand image on the satisfaction of the customers and customer loyalty and is based on the famous shoe brand Nike. According to studies, the results reveal that there is a strong connection between brand image and loyalty intention while the relationship between customer satisfaction and loyalty intention was found to be less weak.

	de Silva et al.,(2020)
	This study incorporates all the determinants that are related to brand loyalty to testify to the impact of the purchase intention of the customers. The footwear industry is one of the most comprehensively branded and competitive areas. Thus, brand image and loyalty among customers change from time to time and are very competitive.

	Eyada et al.,(2020)
	According to this study, the positive factors which affect the brand image and loyalty among customers of Nike include product quality which is very strong, designs that are very innovative, effective marketing campaigns and celebrity endorsements, and reputation in the global market. Negative Factors include different kind of controversies which includes environmental impact, recalling of product, and price related to issues.

	Junaid et al.,(2019)
	This study of brands is comparatively a new subject in the global competitive market. In this study, the position of the brand in the global market is considered to be one of the most important factors when it comes to brand image and customer loyalty. If a brand has a famous name customers across the globe will be loyal to the brand and Nike is no exception. The presence of Nike as a brand attracts loyal customers towards the brand.


Analysis: 
With Nike as the focus, the findings of the selected articles' analyses shed light on the positive and negative factors that influence customer brand loyalty and image. These elements assume a critical part in forming client discernments and ways of behaving.
Muniz et al. (2019) emphasize the strong link between brand image and the intention to stay loyal. Customers' intentions to remain loyal to Nike are influenced by the brand's positive image. However, a weaker connection was found between customer loyalty intention and satisfaction. This indicates that brand image has a greater impact on customer loyalty than just customer satisfaction.
The review as stated by de Silva et al. (2020) acknowledges that the footwear industry, in which Nike operates, is highly competitive and subject to constant change, both in terms of brand image and customer loyalty. This suggests that in order to maintain a positive brand image and encourage customer loyalty in a market that is fiercely competitive; brands must constantly adapt and evolve.
Eyada et al. (2020) identify the positive aspects that influence Nike customers' brand loyalty and image. Positive brand image and increased customer loyalty are aided by innovative product designs, successful marketing campaigns, celebrity endorsements, and strong product quality. However, the presence of negative factors like price-related issues, environmental impact controversies, and product recalls can have a negative impact on customer loyalty and brand image.
In the opinion of Junaid et al. (2019), this investigation of brands is nearly another subject in the global serious market. In this study, the place of the brand in the worldwide market is viewed as one of the main variables with regard to mark image and client devotion. Customers all over the world will be loyal to a brand if it has a well-known name, and Nike is no exception. The presence of Nike as a brand draws every one of the dedicated clients towards the brand.

Theme 3: The impact of customer satisfaction on loyal customers of Nike
Findings
	Articles
	Findings

	Zarfandi et al.,(2022)
	This study reveals a connection between the satisfaction of the customers and brand loyalty and states the connection is very strong among customers of Nike. If the level of customer satisfaction is high this leads to increased brand loyalty from the customers. As customers who are satisfied are more likely to purchase Nike products again because of Nike's brand value and strong presence in the market.

	Yeo et al.,(2020)
	According to this study customer satisfaction plays a vital role in fostering brand loyalty among the loyal customer base of Nike. in this study, it is revealed that satisfied customers have got a higher level of repurchasing intentions but brand engagement also increases.

	Uysal et al.,(2022)
	This study highlights the impact of customer satisfaction on Nike's brand loyalty across various cultures. The findings indicate that satisfied customers from various kinds of cultural backgrounds exhibit several patterns of brand loyalty which include repetitive purchases, positive reviews, and emotional attachment towards Nike.

	Eyada et al.,(2020)
	The exploration analyzes the effect of consumer loyalty on brand devotion between Nike's on the web and disconnected clients. While both customer segments are significantly influenced by customer satisfaction, the findings indicate that online customers exhibit higher levels of brand loyalty due to convenience and personalized experiences and also the availability of online communities.


 Analysis:
According to the opinion of Zarfandi et al.,(2022) the data on the relationship between customer satisfaction, brand loyalty and the overall performance of Nike creates critical insights. Customer Satisfaction is one of the key factors of brand loyalty among customers of Nike which indicates that meeting the expectations of the customers and maybe exceeding the expectation is very important for long-term success.
As stated by Yeo et al,(2020) brand image is one of the important factors for customer satisfaction as the customers who are satisfied the chances of repurchasing increase which not only ensures incurring more revenue but also helps in the betterment of the strong customer base of the organization. Their inclination to inform others about the brand as well serves as the best form of marketing for Nike as a result of which Nike's reach is amplified.
According to the view of Uysal et al. (2022) the presence of higher levels of trust among the consumers and commitment among satisfied customers further improves the loyalty towards the brand. This signifies that customer satisfaction builds a strong emotional connection between the brand and the consumers fostering a sense of reliability, and authenticity with their values.
In the views of Eyada et al., (2020) Nike's strong brand image and customer loyalty are influenced positively by factors such as innovative designs, effective marketing campaigns, celebrity endorsements, and global market reputation. Negative Elements incorporate different sorts of debates which incorporate ecological effects, and reviewing of items and values connected with issues.
Theme 4: Brand image and brand loyalty increase company equity and profits
Findings
	Articles
	Findings

	Rezaei et al., (2021)
	This study finds areas of strength in the connection between brand image, brand loyalty, and company value. Nike with a positive brand image and elevated degrees of brand unwaveringly experience higher value valuation, as customers see them as more significant and will follow through on premium costs for any of their items 

	TRAN,(2020)
	From the study, it can be derived that there is a correlation between brand loyalty and the profitability of Nike. As Nike has got a loyal customer base therefore it incurs more profit as loyal customers make repetitive purchases, also spend more per transaction, and are also less price sensitive compared to customers who are not loyal.

	Alnaban,(2023)
	In this study, it is mentioned that a positive brand image positively impacts the profit of the company and Nike is no exception. Organizations that have a stronger brand image attract more customers towards themselves; enjoy a market share that is higher than the rest of the organizations, and can also ask for higher prices which leads to more profitability.

	ABDULLA,(2023)
	In this study, the importance of Brand Loyalty in both company equity and profitability is reinforced. This study demonstrates how having a strong loyal customer base can contribute to a positive brand image, reputation in the market, and more financial success. As a result of which it leads to higher equity valuation and increased profits.


Analysis
According to Rezaei et al. (2021) feature the association between brand image, brand loyalty, and company value. The review states that Nike, with a positive brand image and high brand dependability, encounters higher valuation. As a result, Nike's equity has grown as a result of increased customer value and willingness to pay higher prices for its products.
The concentration by TRAN (2020) underscores the connection between image dedication and productivity. As a result of their frequent purchases, higher spending per transaction, and lower price sensitivity, Nike's devoted customer base plays a significant role in driving profitability. This shows that brand faithfulness decidedly influences Nike's monetary exhibition.
Alnaban (2023) focuses on the positive effect of brand image on company profitability. With a strong brand image, Nike can get more customers, have a bigger share of the market, and charge more. These elements lead to expanded income and further developed products for the organization.
ABDULLA (2023) emphasizes the significance of brand loyalty to both equity and profitability in a business. The review shows how a devoted customer base adds to a positive brand image, market notoriety, and supported monetary achievement. This, thus, prompts higher value valuation and expanded benefits for Nike.
[bookmark: _Toc136266303][bookmark: _Toc4963]5.3 Summary
Nike's customers are more likely to stick with the brand if they are satisfied. Customers who are content are more likely to buy Nike products again, recommend the company to others, and demonstrate greater levels of brand trust and commitment. Different cultural backgrounds and customer segments, including online and offline customers, consistently show a positive correlation between customer satisfaction and brand loyalty. In addition to encouraging repeat purchases and positive word-of-mouth, this relationship also results in increased brand engagement, a willingness to pay premium prices, and resistance to offers from competitors. Thus, Customer satisfaction enhances Nike's brand image, customer loyalty, and overall profitability.
[bookmark: _Toc136266304][bookmark: _Toc29791]Chapter 6: Conclusion
[bookmark: _Toc136266305][bookmark: _Toc18672]6.1 Conclusion
[bookmark: _Toc136266306]The researcher has analyzed the relationship between brand image and brand loyalty of Nike by using both primary data and secondary data. In this research paper, researchers have analyzed some literature reviews regarding the chosen topic. In this paper, research has mentioned some models such as the Keller model, and engagement model which have helped the researcher to evaluate the customer satisfaction of Nike. A researcher has used interpretivism and positivism as the research philosophy and for taking different research deceptions researcher has used research onion. A deductive approach was used by the researcher in this paper. Researchers have explained the collected data by using research design. The mono method has been used by the research which helps to identify the advantages and disadvantages of the research paper. For this research study, the researcher has used a cross-sectional study design. The researcher has investigated both secondary and primary data and also defines the advantages and disadvantages of both investigations. Researchers have used different types of data collection methods such as probability, and cluster in this research study. In this study, the researcher mentioned the limitation, recommendations, and also future scope of this research. Research has done primary quantitative data analysis-survey by using 10 close-ended questions. Researchers have also used SPSS analysis to analyze the quantitative data. Research has also made a thorough discussion of valuable articles regarding the research objective and also given the finding and analysis of the chosen topic. This method has helped the research to critically evaluate the relationship between brand image and brand loyalty at Nike.
[bookmark: _Toc1121]6.2 Linking with Objectives
Objective 1:
Among the various themes that have been discussed in the fourth chapter of this dissertation, Theme 1 addresses the first objective of the research. From this discussion, it was found that different strategies have been used by Nike in order to promote its brand and its products across the world. Nike has made itself a brand especially in the sports segment by using these branding strategies. Different and effective strategies such as using social media, community marketing strategy, advertising, and story-telling strategy help to make Nike a brand. Nike has used many social media platforms such as Facebook, Instagram, Youtube, and Twitter to promote the brand to the young age consumers who are mostly affected. Nike has also built many clubs where consumers can exercise together. As the advertising method, Nike has chosen 12 famous female sportspersons in a video of one minute and thirty seconds which shows the challenges faced by sports persons the show's name is "Dream Crazier" and the last and most effective method was storytelling which directly to the consumer's emotion which has helped Nike to make their name as a brand.
Objective 2:
Theme 2 discussed in the fourth chapter addresses the second research objective. The discussion revealed the positive and negative factors which affect the brand image and loyalty of Nike among customers. This emphasis between brand image and loyalty has a strong combination. A positive brand image has always helped the organization to be the best in the selected industry. Brand image aids by product design, quality, and also customer satisfaction. Nike customers are loyal to Nike because of the product design, quality, and the customer experience at Nike which helps to make a good brand image for their customers. The positive aspects influence Nike customers to be loyal to the company in the footwear industry. A good brand image always influences the footwear consumers attract to Nike as one of the best brands across the world, and also it shows that consumers are loyal to the organization.
Objective 3:
Theme 3 of the discussion section of Chapter 5 mentions the impact of customer satisfaction on loyal customers of Nike. This theme, it was giving an understanding of the connection of Nike with its consumers. Nike consumers are very loyal to the organization because of the product and the most important thing is customer satisfaction. Customers highly benefit from the service of Nike worldwide. If the customers are happy and satisfied with the service it will help to build a good satisfaction level. A good satisfaction level always helps to make positive loyalty to the organization.
Objective 4:
The last and final theme was performed to discuss the brand image and brand loyalty to increase company equity and profits. If a company has a good brand image and good loyalty to the brand, it will help to increase the equity and profit of this company. Nike has a good brand image and also has loyal customers worldwide. It will help Nike to grow and get equity and profit in their business.
[bookmark: _Toc136266307][bookmark: _Toc1938]6.3 Recommendation
Nike needs to develop their brand image in the highly competitive footwear industry in the world. The high brand image will help Nike to be the best brand in the world in the footwear industry. If the brand image will increase positively, it will affect the brand loyalty of the customers. Nike will also get more beneficial and get equity while the brand loyalty and brand image will be increased positively. To do this betterment Nike used to plan more marketing and branding strategies in their organization to stay best in the world footwear market.
[bookmark: _Toc136266308][bookmark: _Toc31392]6.4 Future scope
This research presented the framework of the relationship between brand image and brand loyalty to get more equity and benefit for Nike. Much of the work remains completed regarding this topic. The above research regarding the chosen topic will help the other research to do further research. It will give a lot of information to another researcher to upgrade the information about this topic. For future research the sample Size can be increased, i.e larger sample size and include a new topic area of CRM customer relationship management might be included for future studies.
[bookmark: _Toc5128]
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