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1. [bookmark: _Toc149412541][bookmark: _Toc149587340][bookmark: _Toc149817769][bookmark: _Toc149818030]Introduction 
Brand image is one of the most crucial benefits for any business, helping customers feel strongly connected with the brand through efficiently creating a customer loyalty base, market share and marketing announcements. Each brand is unique, creating different perspectives in the consumer's mind, and the secret of many brands' success is that they very well understand the power of branding and consumer requirements. Those two vital factors lead to brand loyalty. The brand image communicates a specific value that customers feel associated with. Thus, this Study aims to investigate Chanel's current brand strategy and how that affects brand loyalty.
2. [bookmark: _Toc149412542][bookmark: _Toc149587341][bookmark: _Toc149817770][bookmark: _Toc149818031]Problem Statement
Chanel, a supreme brand, has undoubtedly established itself as a symbol of elegance, style, and sophistication. The brand's success can be connected to its attention to branding, which contains elements such as brand image and brand loyalty.
Consumers easily switch their preferences to another product or brand due to a lack of effort by company marketers. The main objectives of this study are to highlight that brand image and loyalty are firmly connected and play crucial roles in a company's sustainability and success.
3. [bookmark: _Toc149587342][bookmark: _Toc149817771][bookmark: _Toc149818032]The rationale of the Study
Brand image shapes customer perceptions, attitudes and shopping behaviour towards a brand. Developing effective and sustainable strategies for building long-term customer loyalty is critical for managers and marketers to understand how brand image influences brand loyalty. 
This study provides valuable insights and a deep understanding of consumer perceptions and experiences for Chanel and the luxury industry by examining the relationship between brand image and brand loyalty. The study's findings will contribute to practice and theory by increasing our knowledge of the crucial factors driving brand loyalty in the luxury fashion sector. By exploring the relationship between brand image and brand loyalty, the study will cover specific aspects of Chanel's brand that resonate strongly with its customers, allowing it to leverage these elements in product offering and customer communication. This knowledge will help marketers and managers identify the areas of weaknesses and strengths in the brand image, enabling them to refine Chanel's brand positioning and give specific guidelines for future marketing strategies. 
4. [bookmark: _Toc148984010][bookmark: _Toc149412543][bookmark: _Toc149587343][bookmark: _Toc149817772][bookmark: _Toc149818033]Research Aim
The Study aims to analyse the opportunities and challenges for Chanel's implementation of its branding strategy. Brand image refers to customers' associations and perceptions about a particular brand. The Study investigates how essential elements and factors of brand image build and maintain brand loyalty in the context of Chanel and how customer interaction and experience with the Chanel brand shape brand image and contribute to brand loyalty. 
By examining these problems, the Study will highlight the elements and factors of Chanel's brand image that influence brand loyalty and identify and analyse factors that drive consumer loyalty, which can help brand managers optimise Chanel brand strategies and gain consumer brand loyalty in the highly competitive luxury fashion industry.
5. [bookmark: _Toc148984011][bookmark: _Toc149412544][bookmark: _Toc149587344][bookmark: _Toc149817773][bookmark: _Toc149818034]Objectives
Brand image has been connected as a vital antecedent of customer commitment to loyalty. The Study has the following objectives: 
· To determine the current branding strategies implemented by Chanel.
· To analyse the opportunities and challenges of Chanel implementing the branding strategies.
· To investigate the impact between brand image and brand loyalty in the context of Chanel.
· To determine how Chanel's brand image influences consumer buying behaviour.
6. [bookmark: _Toc148984012][bookmark: _Toc149412545][bookmark: _Toc149587345][bookmark: _Toc149817774][bookmark: _Toc149818035]Research Questions
The Study focused on answering the following objectives questions that can serve as a starting point for dissertation proposal:
[bookmark: _Toc149412546][bookmark: _Toc149587346][bookmark: _Toc149817775][bookmark: _Toc149818036]Question 1
What are the current branding strategies implemented by Chanel?
[bookmark: _Toc149412547][bookmark: _Toc149587347][bookmark: _Toc149817776][bookmark: _Toc149818037]Question 2
What are the opportunities and challenges of Chanel implementing the branding strategies?
[bookmark: _Toc149412548][bookmark: _Toc149587348][bookmark: _Toc149817777][bookmark: _Toc149818038]Question 3 
What is the impact of brand image on brand loyalty in the context of Chanel?
[bookmark: _Toc149817778][bookmark: _Toc149818039]Question4 
How does Chanel's brand image influence consumer buying behaviour?


[bookmark: _Toc148984013][bookmark: _Toc149412549][bookmark: _Toc149587349]Literature review
[bookmark: _Toc149412550][bookmark: _Toc149587350][bookmark: _Toc149817779][bookmark: _Toc149818040]Brand image
[bookmark: _Toc149412551][bookmark: _Toc149587351][bookmark: _Toc149817780][bookmark: _Toc149818041]Brand image is essential for business as it generates revenue and is more than a logo or name. Brand image is recognition and the impression a business makes in the consumer's mind. Kotler (2001) states, "Brand image is a set of beliefs, ideas and impressions that a person holds regarding an object" (Muhammad Sabbir Rahman, 2012). According to Hossain (2020), "the brand image allows customers to recognise their needs and understand the effective mechanism for achieving fulfilment through the brand" (Anas Zia1, 2021).
[bookmark: _Toc149412552][bookmark: _Toc149587352][bookmark: _Toc149817781][bookmark: _Toc149818042]Brand loyalty 
According to Kotler and Keller (2006; Kotler et al.,2008), it is "the extent of consumer faithfulness towards a specific brand, and this faithfulness is expressed through repeat purchases and other positive behaviour such as word of mouth advocacy, irrespective of the marketing pressures generated by the other competing brands" (Knowledge Brief, 2022). Factors like the level of attachment to Chanel, the level of commitment, and consumers' trust towards the Chanel brand represent customer brand loyalty. Fournier (1998) states: "Brand loyalty is similar to company brand devotion and is also the result of faith" (Anas Zia1, 2021).
[bookmark: _Toc149412553][bookmark: _Toc149587353][bookmark: _Toc149817782][bookmark: _Toc149818043]Consumer Behaviour
How individuals, groups or organisations make their buying decisions, which actions in the purchase process decision influence and impact customers refer to consumer behaviour. Analysing and understanding consumer behaviour helps marketers tailor marketing to meet consumer needs, develop effective marketing strategies and influence consumer decision-making.
The following table shows the main factors that influence consumer buying behaviour.
[bookmark: _Toc149412554][bookmark: _Toc149587354][bookmark: _Toc149817783][bookmark: _Toc149818044]Table 1. Factors that influence Consumer Behaviour 
[image: A chart of factors influencers

Description automatically generated]
Source: (BBAMANTRA, 2023)
The luxury fashion industry uses various branding models to establish a unique identity for the target audience. Customers can identify and show their taste and social status to associate with a luxury brand. 
The Aaker model used in the research will explore the impact and concept of branding on consumer behaviour. The following table represents the Aaker equity model based on five dimensions that provide value to the consumer.
[bookmark: _Toc149412555][bookmark: _Toc149587355][bookmark: _Toc149817784][bookmark: _Toc149818045]Table 2: Aaker Brand Equity Model
[image: A diagram of brand equity
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Source: (David Smith, 2007)
Another branding model Chanel uses to stand out from the crowd and differentiate from the competition is the Heritage and Tradition branding model. Leveraging their old history and creating a sense of authenticity, luxury brands connect with their customers who appreciate the brand heritage. 
The literature review will examine existing research and highlight factors that help build a strong brand image and stimulate brand loyalty.
7. [bookmark: _Toc148984016][bookmark: _Toc149412556][bookmark: _Toc149587356][bookmark: _Toc149817785][bookmark: _Toc149818046]Methodology-research methods
Research methodology is "a structural and scientific approach used to collect, analyse and interpret quantitative or qualitative data to answer research questions or test hypotheses" (Sreekumar, 2023). 
8. [bookmark: _Toc149412557][bookmark: _Toc149587357][bookmark: _Toc149817786][bookmark: _Toc149818047]Research design
Three different research methods-quantitative, qualitative and mixed, can be used depending on research methods and research questions. 
9. [bookmark: _Toc149817787][bookmark: _Toc149818048]Choices' 
According to Creswell, quantitative research "employs inquiry strategies such as experiments and surveys, and collects on predetermined instruments that yield statistical data" (Williams, 2007). On the other hand, the qualitative research method can be described as an "effective model that occurs in natural settings that enables the researchers to develop a level of detail from being highly involved in the actual experiences", Creswell stated (Williams, 2007). 
The Study will acknowledge quantitative research methods to analyse and explore the role of brand image in brand loyalty. Quantitative mono-research methods such as questionnaires can collect numerical data from customer perceptions of brand image and loyalty. The benefits of the quantitative research method are that it is easy and fast and helps reach many participants quickly. 
This study will use a quantitative mono-research method to answer research questions in the context of studying the relationship between brand image and brand loyalty in the case of Chanel. 
10. [bookmark: _Toc149412559][bookmark: _Toc149587359][bookmark: _Toc149817788][bookmark: _Toc149818049]Sampling
[bookmark: _Toc149817789][bookmark: _Toc149817884][bookmark: _Toc149818050]According to Jones;1955, Salant &Dillman, 1994 Sampling is "the act, process or technique of selecting a suitable sample, or a representative part of a population to determine parameters or characteristics of the whole population" (Mujere, 2016).
11. [bookmark: _Toc149817792][bookmark: _Toc149818053]Sampling method
Probability and Randon sampling methods will select participants with Chanel experience based on their closeness and proximity to their research problem. For the Study, demographic and geographic data will be used. 
12. [bookmark: _Toc149817790][bookmark: _Toc149818051]Size 
Fifty people will represent the sample size to investigate the relationship between brand image and loyalty. The access to participants in the research will be in Chanel shops, including Selfridges, Covent Garden and New Bond Street, London, UK.
13. [bookmark: _Toc149817791][bookmark: _Toc149818052]Type
The demographic data will be collected through- different gender target groups, various age groups, 45-55, 65+, different employment statuses, different income levels and levels of education, other target group locations and multiple races. 
14. [bookmark: _Toc149412561][bookmark: _Toc149587361][bookmark: _Toc149817793][bookmark: _Toc149818054]Data Collection Methods
The data collection method shows the process of gathering data for the research study progress. Two methods of collecting will be used in this Study: primary and secondary data. The preliminary data will be collected from colleagues, friends, and the public with ten closed-ended questions. Responders will have 3-7 minutes to respond. That will be a paper-based survey. 
15. [bookmark: _Toc149412562][bookmark: _Toc149587362][bookmark: _Toc149817794][bookmark: _Toc149818055]Data Analysis
Statistical analysis techniques and tools will be used for quantitative data to analyse the relationship between brand image and loyalty. Descriptive analysis techniques- SPSS will be used to analyse how brand image affects brand loyalty. Using mathematical and statistical methods to analyse the collected data will help with the objective conclusion. 
16. [bookmark: _Toc149412563][bookmark: _Toc149587363][bookmark: _Toc149817795][bookmark: _Toc149818056]Research Ethics and Privacy
This Study will consider various ethical considerations, including user transparency and control. Data will be collected confidentially under GDPR and protection regulations (Gov.UK, 2023). The researcher will not disclose personal information to third parties; all information will be stored in a locked personal computer to avoid ethical breaches. Therefore, there will not be harm to the data and participants. After the required period, all data will be deleted.
17. [bookmark: _Toc148984019][bookmark: _Toc149412565][bookmark: _Toc149587365][bookmark: _Toc149817796][bookmark: _Toc149818057]Time frame, including the Gantt chart.
The timetable for the Study will be 16 weeks, and the researcher will perform a specific task each week. The table below demonstrates a particular period.






[bookmark: _Toc148984020][bookmark: _Toc149412566][bookmark: _Toc149587366][bookmark: _Toc149817797][bookmark: _Toc149818058]Table2. Gantt Chart
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18. [bookmark: _Toc148984021][bookmark: _Toc149412567][bookmark: _Toc149587367][bookmark: _Toc149817798][bookmark: _Toc149818059] Budget
The budget for the project will be about 50 pounds, the maximum, for covering travel and printing expenses that can help with research questions. 
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