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[bookmark: _Toc213424182]1. Introduction
Background
Brand image refers to the perception of customers about the brand post interaction, and brand loyalty is the consistency in consumers’ preference for a particular brand. Delivering high-quality value by prioritising customers’ preferences requires consistency in customer communication, focus on feedback (Xi and Zhang, 2025). The fast-fashion model of Zara has gained popularity in the market as products are a unique blend of creativity, innovation, along with value-based competitive pricing.
Aim and objectives
The research aims to evaluate the relationship between brand relationship and brand loyalty in Zara.
· To analyse the role of brand image in determining brand loyalty of Zara.
· To evaluate the strategy to maintain brand image in order to enhance brand loyalty of Zara.
· To understand the challenges faced by Zara in increasing brand loyalty with development of positive brand image.
· To recommend strategy to Zara in managing coordination between brand relationship and brand loyalty. 
Questions
· What is the role of brand image in managing brand loyalty of Zara?
· How does brand image can help in increasing brand loyalty of Zara?
· What are the challenges faced by Zara in managing brand loyalty with help of brand image?
· What are the most beneficial strategies to develop better brand loyalty by Zara?
Rationale 
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Figure 1: Sales Growth of Zara
(Source: Globaldata, 2025)
Increasing competition in the fast fashion industry is creating more options for customers to select an appropriate brand for themselves. Growth level of Zara from 2023 to 2024 was estimated to be 7.5% and the Net Profit Margin increase remained at 1.4% (Globaldata, 2025). Despite growth, Zara found it difficult to retain its customer base due to increased competition, sustainability criticism, and a lack of personalised interaction. In reference to the issue identified, this research will focus on the strategy to determine the business expansion principle with understanding customers’ psychology, buying preferences to gain loyalty. Therefore, this research will make an evaluation of the role of customers’ interaction to foster better brand image, brand loyalty to gain a competitive advantage. 
2. Literature review 
Influence of Brand Image on Customer Loyalty and Brand Image Theory and Retail Sector Evidence.
Brand image in retail business is crucial in the client's loyalty and happiness. Tahir et al. (2024) argue that the improvement of a positive brand image improves client perceptions hence leading to customer loyalty. A brand image that meets the expectations of the consumers will bring about long-term loyalty. Dam and Dam (2021) indicate that customer happiness, brand image and service quality are correlated and a strong brand image is the key to customer loyalty. They recommend that companies ought to invest in a uniform and attractive brand image. Lang et al. (2023) explore the effect of the intensity of distribution and the image of the shop on brand loyalty. Good marketing techniques such as positioning of the product and advertisement reinforce the brand image and make the customers more loyal. Abbas et al. (2021) claim that brand awareness is one of the most important factors and customer satisfaction is a mediator between brand image and customer loyalty. In competitive markets, a robust, enduring brand image and likeable customer service services might be highly beneficial in helping to retain the loyalty of clients.
The Investigation of the Significant Aspects of Brand Image like Perception, Design, Quality and Reputation in Retail.
The brand image is important in creating consumer perceptions, which can determine consumer loyalty and satisfaction. According to Ahmadian et al. (2023), brand attachment and experience play an important role in creating a powerful image. Perceived quality and value also play a major role in the overall brand image, establishing an emotional attachment with the consumers making them loyal. Bhakuni et al. (2021) investigate the effect of store image that is directly associated with brand image on repurchase intentions in apparel stores. The significance of shop design and shopping experience in improving the brand image and development of positive perception. Likewise, according to Tahir et al. (2024), brand image that is expected to suit the customer increases their satisfaction and loyalty. The high, stable brand image increases the perceptions of product quality and creates a positive attitude towards the product. Bae and Jeon (2022) argue that utilitarian and hedonistic values are based on the perceived quality and brand experience and thus affect loyalty. The customer trust and brand reputation are influenced by the interdependence between design, perception, and quality.
Investigating the Major elements of Brand Image and brand loyalty Perception, Design, Quality, and Reputation in Retail.
The brand image has a significant impact on the impressions of customers and on the customer satisfaction and loyalty. Ahmadian et al. (2023) also note that the construction of a good image needs brand connection and expertise. Perceived quality and value have a significant impact on the overall brand image and create an emotional bond with the customers and enhance the loyalty. Bhakuni et al. (2021) examine the role of store image, which is closely related to brand image, in influencing repurchase intentions in clothing stores. They emphasize the importance of store layout and shopping process to enhance the image of the brand and develop a positive impression. Tahir et al. (2024) have reported that brand image consistency with consumer expectations enhances consumer happiness and loyalty. A strong and consistent brand image is what generates a positive consumer attitude and enhances perceptions of the quality of a product.
Challenges in the sustenance of brand loyalty and Image that defines Consumer Preferences and Market Dynamics in the Fashion Industry.
The fashion industry is undergoing great pressure on brand loyalty due to changing customer preferences and shifts in the dynamics of the business environment. Bing et al. (2024) researched that conventional theories of brand loyalty are changing as the customers start basing their allegiances not only on the performance of the product but also their emotions, values, and the entire brand experience. This transformation is more pronounced in the fashion business whereby the consumer is becoming more empowered by the information and technology to make choices based on the brand values and trust. Momen et al. (2024) emphasize the consistency of the brand and emotional appeal that leads to loyalty especially in the fashion and lifestyle industry in Bangladesh. The fact that the brands should keep evolving in accordance with the demands of consumers. Tanveer et al. (2021) posit that ethical marketing is vital to the relationship and loyalty between brands and suggests it would suit better to earn customer loyalty in a more mindful market in the long-term.
Zara Insights on Strategic Recommendations to Improve Brand Image and loyalty to Enhance Customer Loyalty.
Zara has successfully adopted online marketing to advance its brand image and customer loyalty. Shen and Chen (2024) discuss the way Zara combines online and offline consumption, which makes this process more convenient so that customers could obtain the newest products and be offered individual experiences. Zara can easily respond to the consumer trends, without over-promotion, which further cemented its stance in the market. On the other hand, Shuja et al. (2023) note, store attributes and brand loyalty are essential to achieving customer satisfaction. The brand consistency and store design of Zara are important in ensuring that the customers remain loyal to the company. The consistent emphasis on such aspects makes Zara stronger as a brand. 
Theoretical frame work
Aaker’s Brand Equity Model that emphasizes on brand awareness, quality and loyalty and assists in the analysis of Zara brand image and its effect on consumer loyalty. The brand equity model proposed by Aaker has been widely experimented in other industries, and it is significant in the context of determining the brand value and consumer loyalty (Hoo and Moosa, 2024). Keller’s Brand Resonance Model focuses on the establishment of emotional bonds and brand resonance. Among the levels of customer relationship, Keller has the highest brand resonance, which implies emotional attachment and customer loyalty to the brand (SASTRINA et al. 2024). This model would best be used to understand that Zara has high brand loyalty by satisfying their customers, creating emotional bonds, and aligning brand image to consumer expectations.
Literature gap 
The article emphasizes the significance of brand image and brand loyalty and little attention is paid to how certain brand-specific features, including design and customer experience, can affect brand loyalty in fast-fashion favourite stores such as Zara. Research has exhaustively delved into how digital marketing strategies can help to boost brand loyalty among various consumer groups.
[bookmark: _Toc213424183]3. Methodology
Philosophy
Research philosophy of interpretivism will help to view the reality with other contextual research findings, and the evaluation of the topic will be easier. A strong positive brand image leaves a significant impact on developing brand loyalty and building trust among customers can help in retention in the long run (Tahir et al. 2024). Interpretivism will help to analyse the role of customers’ psychology in the determination of buying decisions.  On the other hand, positivism research philosophy helps in making an evaluation of quantitative information sources. This research philosophy will be avoided as the research will precisely focus on secondary qualitative data. Therefore, understanding the connectivity between brand image and brand loyalty of Zara will become helpful with the adoption of this research philosophy.
Research approach
Deductive research approach adopts the strategy to use existing data in order to identify existing patterns, formulate insights on the core objective. Brand loyalty helps a business to develop a stable customer base and retain them for a considerably long period of time (Canta Honores and Barcellos-Paula, 2024). For example, customers’ loyalty is depending upon developing an emotional connection, and positive reviews from word-of-mouth can help in better brand advocacy. A deductive research approach will help in the identification of patterns of scholars’ opinions, and discovering a strategy for better brand advocacy will be easier. Henceforth, addressing the objectives of research regarding the relationship between brand relationship and brand loyalty will be possible. 
Data collection
Secondary data collection method will be followed in the research in order to develop an understanding of the relationship between brand loyalty, brand image. Journal articles will be collected from the reliable database Google Scholar to interpret the topic in light of scholars’ perspectives. Positive brand image helps in developing credibility, trust, and fostering an emotional connection with the customers can become helpful (Jalaludin et al. 2024). The primary data collection process will be avoided in this research as it is time-consuming, expensive. The strategy of purposive sampling will be used in order to select appropriate articles for the research. Secondary data collection method will help to include scholars’ perspectives regarding the brand image, brand loyalty for reaching desired objectives. Thus, secondary data collection will provide scope to maximise the research output, with access to the extensive opinions of scholars. 
Data analysis
Thematic analysis of secondary qualitative data will be conducted in this research in order to understand the impact of brand image on brand loyalty. Uncovering new insights with the extensive accessibility of scholars’ opinions will be the most crucial benefit of following the data analysis technique. Four themes will be developed in coordination with four objectives, and a total of 16 journal articles (4 for each) will be used to gain a comprehensive understanding of the topic. Four themes will be developed in coordination with the four objectives of the research developed in the introduction section. Quantitative and qualitative analysis of primary data will be avoided as it is a complex, time-consuming process. Therefore, thematic analysis will add value in the research context with an understanding of the relationship between brand image, brand loyalty. 
[bookmark: _Toc213424184]4. Expected findings
Key determinants of brand image are product and service quality, customer experience, emotional connection with customers, and repeat purchase index. Fostering trust can help to build a long-term connection with consumers, and repeat purchases can help to generate optimal profit (Kankam and Charnor, 2023). For example, the high-level brand loyalty of Zara is driven by its fast-fashion model, and consumers are gaining access to high-end inspired style at an accessible price. The promotional strategy of Zara is aimed at creating the feeling of exclusivity, and remaining relevant to the fashion market can be easier. This research will focus on factors of brand image to create a scope to develop brand loyalty in the long run. Furthermore, challenges in managing brand loyalty due to the shift in purchasing power of customers will be analysed in this research. Henceforth, gaining a comprehensive understanding of the strategy of brand value proposition can be helpful.
Understanding customers’ psychology is not enough to understand brand image, customers’ loyalty in any industry. Purchasing power is the most notable factor that determines buying preferences, and the expansion of brand image precisely depends upon that. Brand loyalty determines the tenure of the connection between the brand and its customers, creating a scope of competitive advantage (Agu et al. 2024). Responsiveness in the promotional approach of Zara creates scope for better customer interaction, and a positive outlook of customers’ experience can help in assisting loyal customers to visit frequently. Additionally, expected findings of the research will include the probable reasons that will contribute to competitive disadvantage. Outdated infrastructure and poor pricing strategy create challenges for brands in remaining relevant in the targeted market. Evaluation of the challenges faced by Zara in gaining a competitive advantage will help to determine future promotional strategy. Therefore, expected findings of the research will help to gain insights regarding the management of the relationship between brand relationship, brand loyalty. 
[bookmark: _Toc213424185]5. Limitation
This research will be based on a thematic analysis of secondary data collected from Journal articles available at Google Scholar. Secondary quantitative data collection will be avoided due to the chances of being outdated and a lack of specificity. It will create a big question regarding the research output, and potential bias of findings will be observed. Research will not include primary quantitative data collected from a survey as it will be time-consuming, costly, and less detail-oriented, with responses and structural bias. On the other hand, primary qualitative data collected from interviews will not be included in this research due to the limitation of sample size. Additionally, conducting an interview will require samples with at least 5 years of experience in a particular industry. Henceforth, research will remain limited to the collection of secondary qualitative data to address research objectives. 
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	Activities 
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6

	Selection of the topic
	
	
	
	
	
	

	Reviewing existing literature
	
	
	
	
	
	

	Deciding research methodology
	
	
	
	
	
	

	Collection of secondary data
	
	
	
	
	
	

	Analysis of secondary data
	
	
	
	
	
	

	Future recommendation
	
	
	
	
	
	


Table 1: Research Timeline
(Source: Self-developed)
Analysis
Brand image is the perception of customers towards the brand, and it is determined by the experiences they gained from earlier interactions. The research stages will be divided into 6 stages, and it will be completed within 6 weeks. Henceforth, the accomplishment of insights on the topic with the evaluation of scholars’ perspectives can be possible. 
[bookmark: _Toc213424187]7. Conclusion 
It can be concluded from the above evaluation that addressing the customers’ feedback, giving importance to their suggestions, and manufacturing products with a blend of creativity, innovation are helpful in increasing brand loyalty. Zara has gained a competitive advantage in the market for many years by focusing on two-way communication with customers, building positive relationships. It helps in gaining a competitive edge by dealing with competitors and retaining customers in the long run by Zara. Understanding customers’ psychology and buying preferences are two notable steps to retain them in the long run. Therefore, it is important to make additions of continuous innovative offerings to retain customers and achieve business success by Zara. 
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