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[bookmark: _Toc181962446]1. Introduction
[bookmark: _Toc181962447]1.1 Background 
Brand image can be defined as managing a positive brand reputation in the competitive market for grabbing attention of customers. Nike, the global sport fashion brand has been able to gain financial stability along with a positive brand image that further helps the company to improve loyalty of customers. As reported, Nike gained a 44.6% hike in revenue margin in the global market by considering a positive brand image among customers that further helps in managing brand loyalty (Statista, 2024). Furthermore, the brand image of Nike plays a crucial role in developing brand loyalty among the key companies by considering stable customer retention in business. As reported, the customer retention margin of Nike has developed by 27% along with the help of positive brand image management practices (Kohan, 2021). Thus, it can be stated that brand loyalty of Nike has been determined among the key competitors by promoting positive brand image through efficient business growth. 
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Figure 1: Nike’s revenue growth 
(Source: Statista, 2024)
[bookmark: _Toc181962448]1.2 Aim 
The aim of the research is to analysis the relationship between brand image and brand loyalty to identify the influence on the business growth of Nike 
[bookmark: _Toc181962449]1.3 Objectives 
· To explore the relationship between brand image and brand loyalty in Nike’s business growth 
· To examine the influence of brand image in managing brand loyalty among the customers of Nike  
· To identify the key challenges of managing brand image and its impact on brand loyalty of Nike 
· To recommend strategies for Nike to maintain a positive brand image for developing brand loyalty among customers 
[bookmark: _Toc181962450]1.4 Questions 
· What is the relationship between brand image and brand loyalty in the business growth of Nike? 
· How can brand image impact on the brand loyalty among the customers of Nike? 
· Why is managing a positive brand image a challenge for Nike to manage brand loyalty of customers? 
· What are the strategies for Nike to implement a positive brand image for developing brand loyalty among customers? 
[bookmark: _Toc181962451]1.5 Problem statement 
Lack of effective supply and delivery perspective in the business of Nike impacts on brand image that further causes declined brand loyalty among customers 
[bookmark: _Toc181962452]1.6 Rationale 
Lack of effective supply and delivery procedure has been identified as a possible challenge for Nike to maintain stable brand loyalty among the global customers. As reported, Nike’s sales profit value has dropped by 44.7% due to poor supply chain practices that further causes declined customer loyalty towards the brand (Rajesh and Brown, 2024). On the other hand, declined customer loyalty of Nike also has impacted on the competitive advantage among the key competitors like Adidas, Puma and Under Armour. Declined customer engagement of Nike also causes declined revenue growth by 10% among key competitors that further causes declined competitive level advantage (Pymnts, 2024). It further also impacts on the brand reputation of Nike due to declined trust and loyalty of customers towards the business.
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Figure 2: Dropped sales profit value of Nike 
(Source: Statista, 2024)
The above figure helps in identifying that Nike’s financial value has been impacted due to the decline in loyalty of customers. In contrast, declined employee engagement also has been impacted on the production quality consistency in Nike that impacts brand image in a competitive market. As reported, Nike’s production performance margin has declined by 3.16% due to poor employee retention margin in business (Rajesh and Tabassum, 2024). Hence, poor quality management possibilities have been identified as a challenge in managing positive brand image by gaining trust and loyalty of customers. 
[bookmark: _Toc181962453]2. Methodology
[bookmark: _Toc181962454]2.1 Research onion 
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Figure 3: Methodological layers in the research onion 
(Source: Saunders et al. 2019)
The term research onion refers to an organised framework which helps in guiding the choice of methodological approach to be used in the study.  It helps in comprehensive planning, which includes philosophy, design, approach, and data collection practices.
[bookmark: _Toc181962455]2.2 Research Philosophy 
The “Interpretivism research philosophy” will be chosen for this research to gain explicit insights into the subject matter. “Interpretivism research philosophy” helps in exploring the subjective stances such as concepts and phenomena of research. It has been observed that the inclusion of interpretivism research philosophy helps the research to investigate the viewpoints of subjects, which leads to a more in-depth understanding of the social norms that influence facts (Saliya, 2023). This philosophy will be chosen for this particular study to define the relationship between brand image and brand loyalty. It will allow for an in-depth review of currently available data, with an emphasis on the interpretation of customer actions and opinions. In the case study of Nike, interpretivism will enhance the research process by understanding the ability of the brand image of Nike on consumer loyalty by analysing cultural, sentimental, and psychological factors that drive customer engagement.
[bookmark: _Toc181962456]2.3 Research design 
This research will include descriptive research design to help in analysing the pattern of variables, concepts and themes of the research. A descriptive research design is essential to thoroughly examine and illustrate the characteristics of a particular phenomenon. It is significant for secondary research development planning as it offers a precise, accurate, and comprehensive knowledge of current relationships without introducing additional factors (Tomaszewski et al. 2020). According to this particular secondary qualitative research, this design will be selected due to its ability to examine previously published data, states, and documents to find trends and connections. Hence, descriptive design will help in outlining the relationship between Nike's brand image and customer loyalty, allowing for a thorough analysis based on qualitative data.
[bookmark: _Toc181962457]2.4 Research approach 
The research will use the inductive research approach as it helps in establishing a theoretical foundation and builds on current assumptions to generate assumptions, which are subsequently verified through gathering information and interpretation. The inductive approach is critical for investigations that seek to confirm or describe interactions among variables using pre-established ideas (Stank et al. 2024). The inductive approach is appropriate for a secondary qualitative investigation that addresses the connection between brand perception and brand devotion in Nike's case as it relies on current research and actual cases to generate significant findings. It will enable this study to investigate whether current assumptions about consumer perception and commitment remain accurate in the context of Nike, providing a structured, theory-based evaluation.
[bookmark: _Toc181962458]2.5 Research strategy	
A qualitative strategy will be used for this research with the aim of analysing the relationship between brand image and loyalty. The study by Priya (2021) highlights that qualitative strategy helps in exploring social phenomena, which enables studies to underline the underlying human experience. The use of qualitative strategy will help in understanding the association between brand image and loyalty followed by its consequent dependence on each other. This strategy is crucial in developing the ways through which brand image influences and increases brand loyalty. Moreover, the strategy will help in exploring key themes under the prospect of brand image and loyalty with regard to Nike. Investigating people's understandings, and subjective viewpoints and comprehending intricate social phenomena require a qualitative research approach. 
[bookmark: _Toc181962459]2.6 Data collection process  
Collecting data is a significant factor for the research through acquiring the qualitative strategy regarding the impact of brand loyalty and brand image on the business performances of Nike. As per the observation by Rahimi et al. (2021), there are two types of data analysis processes such as primary and secondary. This research will follow the secondary qualitative research to gather information on the relationship between brand loyalty and brand image in Nike. The adoption of secondary qualitative data has been effective in assessing subjective stances for analysing the significance of brand loyalty for Nike in the international market. 
[bookmark: _Toc181962460]2.7 Data analysis process 
A thematic data analysis process will be selected for this research in terms of categorising findings under themes to make the study more comprehensible. Thematic data analysis helps in exploring underlying trends, concepts, and findings within current information, allowing for deeper recommendations, trend discovery, and decision-making based on evidence (Lochmiller, 2021). This data analysis approach is selected for this specific research on the connection between brand image and brand loyalty of Nike, as it offers comprehensive knowledge of the trends, attitudes, and consumer behaviour that influence brand loyalty.
[bookmark: _Toc181962461]2.8 Sampling 
The research will use the random sampling technique which is effective for secondary research planning as it guarantees objective data representation, improving the reliability and ability to generalise results. It decreases bias in selection, allowing studies to use various sources of data to make more precise and reliable inferences (Rahman et al. 2022). In this context, the sampling size of this study will be selected by using 16 articles in terms of making 4 themes. Hence, this sampling size will be successfully managed by using a random sampling technique to define the research topic successfully. 
[bookmark: _Toc181962462]3. Literature Review
[bookmark: _Toc181962463]3.1 Relationship between brand image and brand loyalty 
Brand image is the general impression that customers are used to gathering information about the brands that includes its reputation, and perceived reliability on products in the market. Brand image and brand loyalty have a significant relationship and both play an important role in business growth as a strong brand image leads to better customer service and increased brand loyalty for an organisation. As stated by Dam et al. (2021), a company or products that regularly retain a positive brand image by people are able to maintain a competitive position in the market. Moreover, the positive brand image has further influenced on increasing the market share and performance that enhanced the brand loyalty from customers for products across the globe. Thus, brand image and brand loyalty are significantly related to improving business growth in terms of increasing product buying from the same brand in the global market. 
[bookmark: _Toc181962464]3.2 Influence of brand image in managing brand loyalty among the customers 
The brand image creates an emotional connection with the customers that increases the likelihood of purchasing from people for the same brand. Excellent customer service, high-quality products, and previous engagement of customers with the brand are some of the factors that influence the brand image in managing brand loyalty among the customers. As highlighted by Zia et al. (2021), brand image has a potential role in shaping customer perception and influencing beliefs about the products in increasing brand loyalty. Maintaining brand loyalty among customers has become pivotal for the business to retain potential customers. The retention of potential customers has a further effect on maintaining a competitive position in the market. Thus, the application of brand image has been significant for the business in managing brand loyalty for the retention of customers in the global business environment.
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Figure 4: Factors Influencing Brand Loyalty among Customers
(Source: Self-Developed)
[bookmark: _Toc181962465]3.3 Key challenges of managing brand image and its impact on brand loyalty 
Lack of differentiation in the products from the competitor is one of the potential challenges of managing brand image and affects the brand loyalty for the business in a competitive market. As stated by Marlinawati and Cahyaningtyas (2020), purchasing behaviour of people has been evolving towards personalised services and products in the global market. It is evitable for the business to differentiate the products towards personalisation that helps the business in retaining potential customers affecting brand loyalty growth. Moreover, the application of social media channels such as Facebook, Instagram, and others has further influenced the business to adopt digital tools in managing brand image in an online business environment. Moreover, offering a potential customer support service by the business has been also one of the challenges faced in managing brand image in the global context. About 47% of the customers highlight offering of good customer service support as one of the potential drivers for increasing brand loyalty for customers across the globe (Statista, 2024). Thus, the lack of efficient customer support has potentially affected the brand image of the business in the global context. 
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Figure 5: Brand Loyalty Drivers for Business
(Source: Statista, 2024)
[bookmark: _Toc181962466]3.4 Strategies for managing brand image for developing brand loyalty 
Offering unique products and services can be used by the business as one of the potential strategies to maintain a positive brand for developing brand loyalty in terms of differentiating the products from its competitors in the market. As stated by Diputra and Yasa (2021), providing quality products for the business enables the organisation to meet the desired expectations of the consumers in the competitive market. Moreover, reviewing the feedback and suggestions from the customers can be significant in modifying the existing products and services to meet the customer expectation for the brand in the global market. Thus, enhancing customer service by providing an efficient customer support system to resolve the query in real time can be further significant in improving a positive brand image for business. 
[bookmark: _Toc181962467]3.5 Theoretical Underpinning
Theory of planned behaviour
Planned behaviour theory has been identified as a potential factor that can help customers to gather information on brands to show purchasing decisions. As stated by (Bosnjak et al. 2020), planned behaviour theory is helpful for developing a positive brand image by ensuring effective information distribution practices. On the other hand, large-scale companies also can receive an advantage of implementing a positive brand image by developing information transparency in business with the help of planned-based theory implication. As mentioned by (Ajzen, 2020), planned behaviour theory allows customers to develop brand quality management possibilities to gain trust and loyalty of customers. Thus, it can be stated that integration of theory of planned behaviour can be proven as beneficial for the developed brand to improve market position among key competitors.
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Figure 6: Theoretical framework of planned behaviour theory 
(Source: Zia et al. 2021)
[bookmark: _Toc181962468]4. Limitations
The research is limited for implementing numeric data sources for implementing real-time evidence on Nike’s real-time events due to the use of secondary data sources in research. Moreover, lack of primary data collection causes lack of practical example implication in the research. It further can be a risk for implementing authenticity of the research due to poor knowledge on real-time evidence based overview. 
[bookmark: _Toc181962469]5. Ethical considerations
· “Data Protection Act of 2018” will be considered for managing confidentiality of the sources used for secondary data collection (Gov.uk, 2024) 
· “Copyright Act of 1988” will be considered for reducing the risk of plagiarism and authentic data integration in the research (Gov.uk, 2024)
[bookmark: _Toc181962470]6. Timeframe
	Tasks 
	Month 1-3
	Month 3-6
	Month 6-9
	Month 9-12
	Month 12-14
	Month 14-15

	Selection of topic 
	
	
	
	
	
	

	Development of aim and introduction 
	
	
	
	
	
	

	Analysis of literature 
	
	
	
	
	
	

	Development of Methodology 
	
	
	
	
	
	

	Secondary data collection 
	
	
	
	
	
	

	Thematic analysis 
	
	
	
	
	
	

	Discussion of the finding 
	
	
	
	
	
	

	Conclusion 
	
	
	
	
	
	

	Final submission 
	
	
	
	
	
	


Table 1: Timeline 
(Source: Self-developed)
[bookmark: _Toc181962471]7. Conclusion 
It can be concluded that developing brand image is a potential factor for Nike to maintain a stable market position among key competitors. Furthermore, Nike has been able to gain brand loyalty of customers that helps in managing financial stability in business. The analysis of the methodology helps to identify secondary data collection will be beneficial for this research to implement supporting evidence based on brand loyalty management practices of the company. Moreover, the literature review helps in identifying that theory of planned behaviour can be proven as effective for Nike to maintain a positive brand reputation in business. Thus, the brand loyalty aspect of planned behaviour has been identified as effective for the brands like Nike to determine brand loyalty among customers by ensuring positive brand reputation. 
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