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Aim
This research has aimed to analyse the relationship between brand image and brand loyalty in the consumer electronics industry. The case study taken for the study is Samsung. 
Objective 
· To understand the importance of increasing brand image to an organisation 
· To investigate the present brand image of Samsung among the customers in the consumer electronics industry 
· To identify the relationship between Samsung's brand image and brand loyalty 
· To provide recommendations to Samsung in order to increase loyal customers
Background
Brand loyalty is the attachment of the individuals towards a brand which makes them to stay committed and purchasing the products repeatedly. Brand image is one of the determinants of brand loyalty that ensures business retention (Maheshwari et al., 2014).  Samsung has been experiencing battery crisis and product recall in the recent years. This might affect the brand image of the organisation (Prnewswire, 2018). Therefore, it could be noted that the brand loyalty is becoming important for retaining the customers with the business. With product crisis events of Samsung, there might be a deduction in customer loyalty and the impacts are to be analysed in this research.  
Rationale
The recall and product crisis issues of Samsung shall affect the brand image of the organisation. Its reputation can be negatively influenced and the organisation can face challenges in retaining the customers. This can affect the competitive advantage of Samsung in the consumer electronics industry that faces intense competition. Therefore, this research shall analyse the relationship between brand image and brand loyalty of Samsung to analyse the relative impacts. This can help in gaining an idea on the measures that can be undertaken for increasing the brand loyalty of Samsung. 
[bookmark: _Toc516834232]2. LITERATURE REVIEW 
Importance of increasing brand image 
Brand image is that which enable the firm to drive their brand equity that creates an impact on the customers’ perception and their purchasing behaviour. It is vital for organisations to increase their brand image since, it changes the attitude of the customers towards the brand and their purchase decision will be changed due to the perceived brand image. Recently emotional branding is used by firms for enriching their brand image (Zhang, 2015). Brand image has a positive impact on the choice of customers. Companies involve themselves in improving their brand image for increasing their customers' choice. Brand image is associated with uniqueness of a product which is important for customers and their behaviour is determined with the help of brand image (Sallam, 2016). Thus, it is clear from the above statements that brand image is important for firms to influence their purchasing behaviour. 
Factors influencing brand image of an organisation 
Brand image of an organisation is derived from the previous experience of using the brand products, services, value creation to the customers and its competitive position in the market. Moreover, the profitability of the organisation, word of mouth and its market share can also influence brand image positively (Maheshwari et al., 2014).  Brand image is increased by the trust that the customers develop on the organisation. Satisfaction, relationship and commitment of the organisation with the customers can improve the brand image. Moreover, the reputation of brand when compared to other organisations forms a good brand image in the minds of customers. Brand image and trust offers a reason for the consumers to purchase the products from the brand (Nawaz and Usman, 2014). Brand awareness is one of the crucial factors that influence the brand image of an organisation and supports the brand choice. Advertising, promotions and other marketing efforts play a pivotal role in increasing the awareness of the consumers towards the brand where this increases the brand image considerably. Purchase attitude of the consumers and opinion the brand is changed through brand image (Anwar et al., 2011). Hence, the above statements make it clear that the brand image of the organisations tends to be influenced by the factors such as brand awareness, experience, trust, satisfaction and competitiveness. The later researches make it evident that the advertising and marketing efforts undertaken by the organisations have been effective in increasing brand image. 
Relationship between brand image and brand loyalty 
Brand image is found to create an impact on the loyalty of customers and this sense of loyalty is achieved through increasing customer satisfaction. Loyalty of customers towards firms arises from their approval of an organisation. Brand image acts as a vital source for initiating customer loyalty. Though brand image is found to impact loyalty it is revealed that the impact is not direct (Zhang, 2015). Brand loyalty is found to mediate the brand image of an organisation. Trust is improved due to brand image and this leads the customers to be loyalty towards a particular organisation. There exists a positive relationship between brand image and brand loyalty (Anwar et al., 2011). The former statement reveals that there is an impact of brand image on brand loyalty however, it is not direct impact. On the other hand the latter statement reveals that there is a relationship between the two. 
Brand management helps firms to gain competitive advantage that helps to firm to compete. Brands and their image are found to create an impact on the loyalty level of consumers. Image increases the perception of customers and their commitment towards a product or service is increased (Dust and Askarzade, 2013). Brand image depicts the view and attitude of customers towards a brand. It is through brand image that customers develop a relationship with an organisation. Brand image must be unique, instant and positive for increasing customers’ loyalty. Brand image conveys information to customers that stimulates the customers to purchase the product (Natarajan and Sudha, 2016). There exists a positive relationship between brand image and loyalty of customers. Customer satisfaction is found to be the mediator between these two variables. Organisations focus on brand image for increasing their customer’s loyalty (Upamannyu and Sankpal, 2014). On critically analysing the above statement it is clear that there exists a relationship between brand image and customer loyalty. It is also seen that customer satisfaction helps to mediate the impact of brand image on customer loyalty. Brand image is also found to increase the purchase intention of customers. 

Conceptual framework  
BRAND IMAGE
Advertising and promotions
Experience
Trust and reputation
Word of mouth 
Value creation
Competitive position 

CUSTOMER SATISFACTION
BRAND LOYALTY

Figure: Conceptual Framework 
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3.1 Research paradigm
Positivism philosophy orients towards single reality about the research phenomenon and derives required insights from scientific facts and information (Armstrong, 2010). This research shall make use of positivism philosophy to proceed the research for analysing the relationship between brand loyalty and brand image of Samsung. Also it shall analyse the single reality from existing information. 
Deductive approach aims to deduct the required findings from the existing models and theories to test their acceptance (Collins, 2010). This research shall employ deductive approach for deducting the effects of brand image and loyalty of Samsung consumers. The theories in this regard shall be tested and analysed for gaining necessary insights
Data collection method
Primary data collection method is related to collection of data from original sources and gaining human experience (Kumar, 2005). This research shall make use of primary data collection for ensuring that the information is precise and reliable. The customers of consumers shall be approached for gaining information on their experiences with the brand to analyse their image and loyalty. Survey shall be conducted to involve the Samsung customers and a structured questionnaire will be utilised as the data collection tool. 
Data analysis method
Quantitative method of research is concerned about analysing the research information in a numerical format and presenting them using statistical techniques (Grbich, 2012). This method will be employed by this research where the survey information will be analysed in a numerical form. The relationship between brand loyalty and brand image shall be presented with statistical tools such as tables and charts for easier readability. 
Descriptive method strives to focus on a specific issue or area in the research subject without delving into their background details (Habib et al., 2014). The research shall make use of descriptive method of analysis for estimating the relationship between brand image and brand loyalty of Samsung. This area will be analysed specifically and no other background details will be considered. 
Sampling method
Purposive sampling method shall perform the selection of samples using a pre-determined criteria for ensuring that the respondents are eligible for offering reliable data regarding the research subject (Rubin and Babbie, 2009). This research shall make use of purposive sampling method for selecting the Samsung of customers from the entire population. The criteria that will be used for selection shall be the knowledge of customers and their experience with Samsung. This method will be effective in offering reliable data from eligible customers of Samsung. Sampling frame of the research will be 50 customers of Samsung. A larger sample frame shall induce accessibility issues and reduction of sample will have reliability issues. 

Reliability and validity
This research shall be highly reliable as the procedures of research have been complied effectively. The data collection methods and analysis methods have been selected appropriately due to which the reliability of the research shall be high. The consistency of the research findings will be ensured as the sources of data collection are credible enough. If repeated again, the study shall offer consistent results. Moreover, the quality of the research is high and makes sure that the research has high levels of validity due to its authentic nature. 
[bookmark: _Toc516834234]4. ETHICAL CONSIDERATION  
This research shall be progressed in accordance to the ethical guidelines that generally bound a research. The research will not be focused on political, cultural and social aspects and such issues might not arise in this study. Data collection for the study shall be done with the consent of the participants who are the customers of Samsung. Their willingness to participate in the research shall be ensured during the initial stages after conveying the purpose of the research to the respondents. Their personal identity shall be preserved and privacy will be ensured. Due to academic nature of the research, the findings of the research will not be revealed to third parties or any commercial sources. A password protected laptop will be used for protection of data. This research shall not affect the brand image or reputation of Samsung. As the researcher has been cautious in every stage of the research, the study has been highly ethical. 
[bookmark: _Toc516834235]5. OUTCOMES  
The research shall analyse the relationship between brand image and brand loyalty of Samsung. This can aid Samsung to realise the importance of brand loyalty for its further growth and development. The present brand image owned by Samsung can be made evident by the research and the loyalty levels of the customers. Moreover, this research shall be effective in suggesting appropriate measures for the increasing the brand loyalty of Samsung through development of brand image. This can aid in further development and growth of Samsung. The customer base of Samsung shall be increased due to the outcomes of the research. The outcomes of this research can be beneficial for the academic researchers and marketing practitioners for knowing about the impacts of brand image and estimate the relative importance of brand loyalty. 
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