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In the globalised business environment, maintaining a brand image is essential for enhancing brand loyalty. A strong brand image is the foundation of a loyal clientele base which supports a company in generating revenue for a longer period. On the other hand, brand loyalty enables customers to make repeated appearances or purchases which brings significant benefits for a company in the competitive market. As per research by Janson (2021), nearly 57% of customers show loyalty to the brands considering the brand image but only 31% of global companies are successful in managing their brand image which has impacted their customers' satisfaction and loyalty. Such aspects have acted as the rationale for selecting this topic. 
Significance 
The significance of evaluating the relationship between brand image and brand loyalty lies in several aspects of an organization such as customer retention, market competitiveness, and many more (Emari, 2019). This relationship between these two aspects is significate for the companies to ensure their strategic differentiation and market resilience. Besides, this research is significant for the customers as this will help them eliminate their misconceptions and show loyalty properly. Again, there is not much reliable research on the relationship between these two and so, this research will be significant for meeting this gap. 
Purpose 
The purpose of this research is to support organizations in gaining more insights into customer behaviour, focusing on their weak points and addressing them to encourage the customers to foster a positive perception of the brand (Taylor, Celuch and Goodwin, 2021). Besides, outlining the challenges and recommending ways of enhancing the brand image in sports retail organisations is another purpose of this research. 
Aim 
This research aims to gain a comprehensive understanding of the relationship between brand image and brand loyalty in Nike.  
Objectives 
· To critically evaluate the relationship between brand image and brand loyalty in sports retail companies similar to Nike. 
· To outline the challenges for sports retail companies like Nike to enhance brand image and brand loyalty. 
· To recommend effective ways to enhance brand image and brand loyalty in sports retail companies similar to Nike. 
Questions 
· What is the relationship between brand image and brand loyalty in sports retail companies similar to Nike? 
· What are the challenges faced by sports retail companies like Nike to enhance brand image and brand loyalty? 
· What are the effective ways to enhance brand image and brand loyalty in sports retail companies similar to Nike? 
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Concept of brand image 
As per Janson (2021), brand image is consumers’ perception regarding the company, products along services which takes form based on experiences, mission, and so on. Consistency, authenticity, clarity, spark of differentiation, and so on are the key characteristics of a good brand image. In this context, Patterson (2021) added emotional appeal, customer-centricity, memorability, quality and many more as other characteristics of a good brand image. Having a positive brand image is significant as it increases referral rate, creates brand recognition, establishes credibility, and so on for a company. In this context, Fournier (2021) argued that to create a brand image, a company has to face high development costs and if the brand is unable to communicate its value, this creates a negative brand image. 
Concept of brand loyalty 
As per Elena and Jose (2021), brand loyalty means repeated purchasing or appearance of customers from the same brand. Emari (2019) stated that brand loyalty and customer loyalty may seem similar but are different as customer loyalty stresses customers’ spending but brand loyalty is linked with brand perception. Customers’ perceived value, satisfaction rate, commitment, trust, repeated purchasing behaviour, and so on are the core characteristics of brand loyalty. As per Janson (2021), brand loyalty is essential for fostering a loyal customer base, driving organizational growth, surpassing competitors, and so on. In this context, Taylor, Celuch and Goodwin (2021) argued that, though brand loyalty drives significant benefits for an organization this brings several disadvantages for the customers such as minimal variety, higher cost, brand tribalism, and many more. 
Relationship between brand image and brand loyalty 
As per Patterson (2021), branding or brand image is not merely confined to logos or business cards, it is all about customers’ experience, perception, and the relationship between customers and the organization. The brand image serves as the foundation of brand loyalty due to resonating with the needs, values and so on of the customers. Observational research by Fournier (2021) revealed that brand image is effective in forming an emotional connection with customers and this encourages them to remain loyal. Besides, brand image results in brand advocacy and increased referrals which creates a win-win situation for a company in the competitive landscape. Moreover, brand image and brand loyalty share a cohesive relationship as without a brand image, a company can hardly expect brand loyalty.  
Challenges 
Due to the parallel relationship between brand image and brand loyalty, the challenges faced by a company in enhancing brand image influence brand loyalty. As per Dam and Dam (2021), inconsistency of branding initiatives is the key challenge in enhancing brand image which eventually decreases brand loyalty. Besides, market saturation and lack of differentiation are another challenge of enhancing brand image and this not only lowers customer loyalty but also enables them to switch brands. In this context, Taylor, Celuch and Goodwin (2021) stated that nearly 54% of brands face the challenge of obtaining integrated marketing communication and this impacts the brand image and loyalty negatively. Another major challenge in enhancing brand image in recent times is the lack of cultural sensitivity and innovation. 
Relevant models 
The AAKER brand equity model is highly effective for enhancing brand image. As per Bong, Marshall and Lane (2021), the AAKER model is effective for enhancing the brand image in several ways such as gauging customers’ familiarity with brands, representing an emotional connection, increasing perceived quality, and enhancing brand loyalty. According to Zins (2021), the attitudinal loyalty model is highly effective for enhancing customers’ loyalty by focusing on developing the brand image as well as attitudinal loyalty along with behavioural loyalty. Apart from these, the hierarchy of effects model is also effective in revising marketing communication strategy and creating a positive impact on customers’ perception which can eventually lead to enhanced customer loyalty (Patterson, 2021). 
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Philosophy, paradigm, and approach
To evaluate the relationship between brand image and brand loyalty, the researcher will proceed with the methodology paradigm as it will help the researcher in systematically conducting the research via design, methods, approaches, and many more. Besides, the researcher will apply the interpretivism philosophy. As per Mcburney and White (2019), the philosophy focusing on social events is known as interpretivism philosophy. Due to its higher validity and contextual relevance, this philosophy will be used. Moreover, the deductive approach will be implemented in this research due to its reliance on existing theories, clarity, and a definite structure.   
Method, strategy, data collection, and interpretation 
The qualitative research method will be applied in this research to collect non-statistical data. Besides, this method offers flexibility as well as an in-depth understanding of the data (Bowen, 2019). The case study research strategy will be applied in this research as this strategy will allow the researcher to concentrate on a particular aspect and gather relevant data which will ensure a comprehensive understanding of the aspect. Under the qualitative method, the researcher will collect secondary data only for its time-effectiveness, bias-free, and many more (Goddard and Melville, 2020). To collect the secondary data, the researcher will use books, journals, company websites, and so on. However, the researcher will apply the narrative analysis method for its flexibility and user-friendliness. For interpreting data in this method, the researcher will code the narrative blocks, analyse them, delve into the structure, and so on. 
Time prospects 
This research will be based on a longitudinal point of time and will require probably 8 weeks to be completed. 
	Activities
	Weeks

	
	1
	2
	3
	4
	5
	6
	7
	8

	Brainstorming and setting research objectives 
	
	
	
	
	
	
	
	

	Selecting research methodologies 
	
	
	
	
	
	
	
	

	Collecting relevant literary sources and data 
	
	
	
	
	
	
	
	

	Data analysis 
	
	
	
	
	
	
	
	

	Presenting data in the dissertation 
	
	
	
	
	
	
	
	

	Dissertation review 
	
	
	
	
	
	
	
	

	Dissertation rectification and submission 
	
	
	
	
	
	
	
	


Ethical consideration 
Ethical considerations are the beliefs that enable the researchers to maintain ethics in each activity of research (Mcburney and White, 2019). To conduct this research, the researcher will obtain consent from the previous researchers, authors, publications, and company hierarchy. Besides, the researcher will follow the GDPR legislation to maintain the confidentiality of the collected data.  Moreover, the researcher will take necessary measures such as adopting cloud storage to eliminate data evasion.
[bookmark: _Toc152679724]Chapter 4: Conclusion 
Brand image and brand loyalty have a cohesive relationship in terms of resonating with customers’ needs, forming emotional bonds, improving brand advocacy, and so on. However, a company can face several challenges in time of enhancing its brand image such as inconsistency, market saturation, and many more. The AAKER model, attitudinal loyalty model, and so on are relevant to this research area. However, this research will be conducted under the qualitative method and will collect secondary data from relevant books, journals, and so on. To conduct this longitudinal research, the researcher will require eight weeks.
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