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Abstract
This study determines the role of customer experience in developing brand loyalty within the UK sports apparel industry through a different case study approach focusing on Puma, Nike, Adidas, Under Armour and Reebok. The research aims to examine the way different dimensions of customer experience towards the sports apparel brands. Chapter one introduces the research topic by discussing the growth of the UK sports apparel industry and the increasing importance of customer experience in influencing customer satisfaction and loyalty. Chapter two is a literature review discussing theories of the Expectancy Disconfirmation Paradigm, Brand Equity Model, Customer-Based Brand Equity Model and Oliver's Loyalty Framework. Chapter three of the methodology outlines the use of interpretivist philosophy with an inductive approach using a secondary qualitative research design. Data has been collected from academic journals, company reports, industry publications and market analysis reports. The use of thematic analysis provides comparative insights into customer experience strategies and their influence on brand loyalty. Chapter four of findings and analysis evaluates the way different sports apparel brands implement customer experience strategies by determining case studies of Nike, Puma, Adidas, Under Armour and Reebok. The findings reveal that effective customer experiences contribute significantly to customer satisfaction, emotional attachment, repurchase intention and long-term brand loyalty. Chapter 5 of the discussion and analysis measures the purpose and positioning of the sports apparel brands, engages in an analytical framework and logic, along with focusing on cross-case synthesis of comparison and contrast with literature studies. Lastly, chapter 6 of the conclusion provides a brief summary of key findings, theoretical implications, managerial implications, limitations and a closing statement. 
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[bookmark: _heading=h.5ol6toazonk3]Chapter 1: Introduction
[bookmark: _heading=h.c4itcv5ot1ne]1.1 Research Background
This growing interest in exercising, athleisure wear and online retail platforms has led to significant growth in the UK sports apparel industry. The competition in the market has increased drastically, with international companies like Puma, Nike and Adidas vying with each other to capture and retain customers with innovative products and improved customer experience. In such a competitive landscape, customer experience has become one of the key factors that impact customers' satisfaction and brand loyalty (Madeira et al., 2024). Today's consumers make their brand judgments based on digital engagement, customer service, personalised interactions, brand reputation, and product quality and price (Rosário and Dias, 2025).
In addition to product innovation, leasing celebrities and green initiatives, Puma has competitively positioned the brand in the market with its Vision 2030 strategy.  However, continued issues with service consistency, digital integration and product stocking have still been negatively influencing customer liking and loyalty results.  Research by Zhang et al. (2023) indicate that positive customer experiences create brand love and drive repurchase intentions but negative customer experiences lead to customer dissatisfaction and opportunity to switch brands. In the same way, Soleimani (2022) states that building trust through having a consistent experience with a customer has a great effect on customer loyalty in a competitive marketplace. Although the field of customer experience has been a growing body of research, there is little research specifically focused on the influence of customer experience on brand loyalty in the UK sports apparel sector, focusing specifically on Puma. Hence, the purpose of this study is to explore the impact of customer experience on Puma's brand loyalty in the UK context.
[bookmark: _heading=h.ie77sxl29jkq]1.2 Research rationale
This topic is very much rational for the present scenario on behalf of the customer purchase. Here, for that corporation the brand loyalty is very applicable to gather the revenue for that corporation (Amsaveni, 2024). This corporation might be using their own customer support policy and corporate policy, but there might be a loophole in that customer communication through brands. So, this topic will enhance the corporate policy in their sports apparel business with positive improvement of the corporation. This rationale is very much appreciable for the corporation with the customer reviews. For the sports apparel industry, this dissertation can be useful, if they want to take the positive and negative feedback from the current scenario. Although this corporation is moving forward by the quality of their products, they have less focus on the availability, which leads to a backing of the corporation in their business (Russo, 2025). For this falling back of that corporation, this research is very much justified, from the improvement of the corporation in their brand loyalty. 

[bookmark: _heading=h.2q8syfpgwy71]1.2.1 Theoretical Justification
Available literature underscores that customer experience is one of the most important factors in influencing customer satisfaction and loyalty to the brand in any industry. The Expectancy Disconfirmation Paradigm (EDP) states that customer satisfaction is created as a result of the discrepancy between pre-purchase expectations and post-purchase performance (Kiling and Sarmah, 2025). Positive disconfirmation results in satisfaction and a higher propensity to repeat purchase behaviour, but negative disconfirmation results in dissatisfaction and decreased loyalty. Likewise, customer satisfaction theory has postulated that the customer attitude and long-term relationships with the brand are heavily affected by the quality of products and services and the perceived value. In the sportswear sphere, it has been established that the brand image, product performance, and customer engagement are crucial in determining the outcomes of customer experience and customer loyalty.
Nevertheless, there are also some gaps in the literature in spite of the wide research where customer experience and brand loyalty have been discussed. Most research works dwell on general consumer behaviour within industries without paying attention to the dynamics that exist within the sports apparel business. Moreover, current studies tend to analyze single factors (e.g. quality of products/ services) and do not correlate various dimensions of the customer experience into a holistic model. It is also the case that there is scanty brand specific research that examines the interaction of these factors in a specific organisation like Puma (Salom et al., 2021). Moreover, the increasing role of digital interactions and the use of social media and individualised customer experiences has not been incorporated adequately in traditional customer satisfaction and loyalty models.
Nonetheless, based on these constraints, this study finds an obvious gap in knowledge regarding the role of many aspects of customer experience jointly impacting brand loyalty in the sports apparel sector, and in the case of Puma, in particular. The reason behind this gap is that it constrains the capacity of the current theories to accommodate the full explanation of customer behaviour in a highly competitive and digitally led market. The proposed research will contribute to the current theoretical model by identifying the relationships between customer experience and brand loyalty as a result of incorporating product quality, service quality, and digital engagement into the singular analytical platform.
[bookmark: _heading=h.lih4nny0mr95]1.2.2 Practical Justification
Practically, the customer experience and brand loyalty have a critical relationship with organisations that operate in the sports apparel industry (Abeywickrama et al., 2025). Firms like puma are in a very competitive market where customer demands are ever changing because of technological changes and the shifting consumer tastes among others. Today customers expect not only quality products, but also quality online and offline experiences, personalised services as well as reliable quality services. These expectations may not be met thus causing customer dissatisfaction, decrease in loyalty and loss of market share to other companies like Nike and Adidas.
The inability to unambiguously determine what aspects of customer experience affect brand loyalty most is one of the main problems that organisations meet. Managers usually spend a lot of money on marketing products and digital platforms without adequate evidence on its effects on customer behaviour. This puts a disparity between strategic decision-making and customer real expectations. As an illustration, quality variability, short supply, or low digital experience may have a negative impact on customer satisfaction and decrease their intention to purchase again.
This topic is very much rational for the present scenario on behalf of the customer purchase. Here, for that corporation the brand loyalty is very applicable to gather the revenue for that corporation (Amsaveni, 2024). This corporation might be using their own customer support policy and corporate policy, but there might be a loophole in that customer communication through brands. So, this topic will enhance the corporate policy in their sports apparel business with positive improvement of the corporation. This rationale is very much appreciable for the corporation with the customer reviews. For the sports apparel industry, this dissertation can be useful, if they want to take the positive and negative feedback from the current scenario. Although this corporation is moving forward by the quality of their products, they have less focus on the availability, which leads to a backing of the corporation in their business (Russo, 2025). For this falling back of that corporation, this research is very much justified, from the improvement of the corporation in their brand loyalty. 
The given research resolves these practical issues by adding information on the most important drivers of customer experience and their influence on brand loyalty in the case of Puma. This research can be useful to managers as they make informed judgments on how to improve products, enhance services, and develop a digital strategy. Moreover, the study establishes a possibility of the organisations enhancing customer relations and profitability through the customer centric approaches. Thus, the research is not only scholarly appropriateness but is also very useful in the application to the sports apparel business.
[bookmark: _heading=h.822dbgrsgt7h]1.3 Research Contribution and Motivation
The study will aid in the advancement of theoretical and practical knowledge on the subject of customer experience and brand loyalty in the sports apparel sector. Theoretically, the research builds on previous models by thinking about the Expectancy Disconfirmation Paradigm and the theory of customer satisfaction including various customer experience dimensions, including product quality, service quality, and digital engagement (Ramasamy et al., 2024). Whereas previous researchers may analyze these factors separately, this study examines them in a holistic manner in order to be more explanatory of their combination on brand loyalty as is the case of Puma.
Empirically, the research takes a quantitative research design through primary data as the research tool in terms of collecting data using structured questionnaires. Correlation and regression analysis are statistical methods that allow a systematic analysis of customer experience variable relations with brand loyalty. This gives quantifiable and evidence-based data to lend solid validity to theoretical assumptions.
Practically, the findings will assist managers in determining the critical sources of customer satisfaction, as well as enhance strategic decision-making concerning customer experience. This research is unique in its Puma brand-specificity and combined focus on multiple customer experience elements in a competitive market environment.
[bookmark: _heading=h.2j9tlxhyacur]1.4 Research Aim, Objectives, and Questions
[bookmark: _heading=h.x575xtr09mta]1.4.1 Aim 
This research aims to analyse the role of customer experience in building brand loyalty within the UK sports apparel industry through a multiple case study approach involving leading sports apparel brands. 
[bookmark: _heading=h.ia9t63vkq621]1.4.2 Research Objectives
· To identify the major customer experience factors influencing brand loyalty in the UK sports apparel industry.
· To examine the relationship between customer experience and repeat purchase behaviour among customers of sports apparel brands in the UK.
· To compare customer experience strategies adopted by different sports apparel brands operating in the UK market.
· To investigate the challenges faced by sports apparel companies in delivering effective customer experiences.
· To recommend strategies for improving customer experience and strengthening brand loyalty in the UK sports apparel industry.

[bookmark: _heading=h.vzdoie2idwq]1.4.3 Research Questions
RQ1: How to identify the customer influence on multiple factors for puma in the brand loyalty with the purchasing behaviours?
RQ2: How does the customer experience matter in the brand loyalty for the sports apparel industry?
RQ3: What challenges faced by the sports apparel industry for providing a good customer experience in their brands?
RQ4: Which strategies need to be followed by Puma for reinforcement of the good customer experience and brand loyalty?
[bookmark: _heading=h.b53fzeh5b68i]1.5 Outline of the dissertation 
This chapter is based on the aim setup of that dissertation with the objectives. Here the main goal of that research is set according to the sports apparel industry on behalf of the customer loyalty for the brands. The scope, rationale of the research execution and topic selection is set to move forward in that research. Additionally, the background of the business and the sports apparel industry is set in that chapter as previous points. 
Secondly, there will be the literature review chapter later, which will support the literature base in that topic. The previous journals about the topic will be enlisted in that dissertation with respect to the sports apparel industry beans loyalty and customer experience with good and bad impact. The theories and models to support that dissertation outcome will be enlisted in that chapter with the proper evidence of literature. The conceptual framework and the thematic analysis will be printed here with respect to the previous researcher’s research. On this part, the research will be ornamented with the empirical evidence on the brand loyalty and customer experience process drawback. This chapter is actually the chain chapter of the dissertation which commits the dissertation in the next stage.
The third stage of the dissertation is the vital chapter of that dissertation where the dissertation methodology will be set. This chapter denotes the approach and the philosophies of the dissertation on the secondary part. Moreover, this chapter makes the fragments of the methods for the dissertation execution with respect to the research onion support. The philosophy, approach, methods of data collection and the data analysis can be taken in that chapter with respect to the reinforcement of the Puma Customer experience and the brand loyalty. Rest of the chapters will be followed by that methodologies from that chapter of this dissertation. 
After those preliminary stages, the main result part will be discussed in that dissertation from previous research. These researches can be executed from the previous journals and the fiscal years of that corporation on behalf of their business ratio. The customer loyalty on the brands will be determined in that research with those statements and arguments from the previous journals and FYs. The trendline can be determined from those papers or the scripts with respect to the product selling of that corporation. Henceforth, the internet articles as well as the websites are also eligible for the secondary research for this chapter. This data analysis chapter is actually the courtyard of the articles, journals and financial statements of the sports apparel industry in the present scenario. 
Now, from that data analysis, the interpretation will be in chapters on that topic. This is language transformation from that data from the previous chapter as data analysis. This is mainly designed with the satisfaction of Literature review data with respect to the data analysis. Here the vast discussion of the data analysis interpretation can be printed with more evidence. This evidence might be the news articles, journals and the internet webpages.  
In the ultimatum, the conclusion chapters conclude the research. Here, objectives are measured, with the alignment from the result chapters. This actually determines the research outcome with respect to objectives from the data analysis and discussion of the research. The recommendation for the improvement of the research will be enlisted in that chapter at the last. 



[bookmark: _heading=h.t3015bzbgsu6]Chapter 2: Literature Review
[bookmark: _heading=h.b2q4cgisr3ap]2.1 Introduction
The chapter is a critical review of the current body of literature on customer experience and brand loyalty, and specifically, the connection between the two in the context of sports apparel and the example of the Sports apparel industry (Nachimuthu and Bharath Adityaa, 2024). This literature review aims at developing a robust theoretical and conceptual base regarding the research by testing major scholarly theories, models, and empirical research on the subject of customer behaviour and brand management. This chapter will attempt to synthesize the existing research to help determine the key themes, debates, and gaps that make it necessary to conduct the current study.
The significance of this issue can be particularly seen in the field of sports apparel, with the global brands Nike, Adidas, and Sports apparel industry constantly seeking to increase customer experience and satisfy them with innovation, branding, and digital approaches (Xu, 2023). 
The sports apparel market is extremely competitive and Nike, Adidas, Under Armour, and New Balance are companies that set the expectations of customers with their innovations and branding. Although the Sports apparel industry is important, there is a risk of narrowed insight when only this is taken into account as a means of understanding the industry as a whole, technological development, and competition stance, all of which affect customer experience and receive loyalty to the brand.
[bookmark: _heading=h.c6c3frxjds3]2.2 Literature Overview Thematic.
[bookmark: _heading=h.5t1w2ytwes83]2.2.1 Customer Experience: Idea and Dimensions.
Customer experience is widely referred to as a collective thought of how customers perceive a brand by the experience they get when they interact with the customer brand in the process of the customer journey across various touch points (Heinonen and Lipkin, 2023). It not only captures the functional part of a product or a service but also the emotional, psychological and the sensory reactions of the pre purchase, purchase and post purchase. Based on available literature, customer experience is a holistic concept, which incorporates both tangible and intangible aspects as such it plays a pivotal role in influencing customer satisfaction and long-term relationships with brands.
Customer experience theory is based on customer experience theory which is supported by experiential marketing theory. Experiential marketing was brought forward by Schmitt (1999) and it focuses on the development of a memorable and exciting experience where the marketing strategies appeal to the senses and emotions of the customers instead of the product features. In the same manner, the theory of experience economy as developed by Pine and Gilmore emphasizes that companies should not only offer goods and services but also arrange significant experience. This is further supported by customer journey theory which explains the way in which customers associate with brands in various touchpoints, such as online, physical outlets and customer care interactions. All these theoretical viewpoints emphasize the fact that there should be control of experiences throughout the entire interaction process (Aldrup, Carstensen and Klusmann, 2024).
The customer experience is normally divided into four dimensions majorly, sensory, emotional, cognitive and behavioural. Sensory experience is associated with the way customers feel a brand in their senses or what they see, smell or touch in the store or the product. Emotional experience describes the emotions and emotional reactions created in the process of interaction with a brand that are very important in the formation of attachments. Cognitive experience entails mental involvement of customers, such as problem-solving and decision-making process which is affected by brand communication. Behavioral experience deals with physical activities and engagements, including product use and involvement in activities of the brand. The combination of these dimensions creates a holistic picture about the effect of experiences on customer perceptions (Kandampully et al., 2023).
Net Promoter Score (NPS) is a popular measure that assesses customer experience based on the willingness to recommend a brand, and categorises customers as promoters, passives, and detractors. It is important because it indicates both satisfaction and loyalty, which provide predictive information on the growth of the business. The sports apparel industry has a moderately positive NPS customer perception, but the existence of passives and detractors points to experience inconsistencies, and the company should consider better engagement strategies to enhance the overall brand loyalty.
[image: ]
[bookmark: _heading=h.e54axdcr6vxf]Figure 2.1: Sports apparel industry NPS & Customer Reviews
Source: (Comparably, 2026)
[bookmark: _heading=h.mfprdtx17scf]2.2.2 Brand Loyalty: Theories and Models.
Brand loyalty is described as a customer preference and loyalty to repeatedly buy a specific brand again with time even though there are other alternatives. It presents both behavioural tendencies including repeat buying, and psychological attachment including trusting and emotional attachment towards the brand. Brand loyalty is believed to be a major indicator of business success in the long term in competitive markets since it helps in customer retention, positive word-of-mouth and long-term revenue generation (Le et al., 2024).
A number of theoretical models have been created to describe how brand loyalty is formed and developed. The Brand Equity Model created by Aaker is one of the most significant frameworks because it has marked brand loyalty as a central element of the total brand equity in addition to brand awareness, perceived quality, and brand associations. This model further states that a good brand equity builds customer trust and boosts the behaviour of the customer to make repeat purchases. Likewise, the Customer-Based Brand Equity (CBBE) Model created by Keller focuses on brand knowledge and customer perceptions as the means of establishing loyalty. It implies that loyalty is developed in a hierarchical way beginning with brand awareness and ending with brand resonance where the customers develop strong psychological attachments to the brand (Viertamo, 2023).
[image: ]
[bookmark: _heading=h.4tzoi0yjom2h]Figure 2.2: Characteristics of sports brand content on social media and their effects on consumers
Source: (Liu, 2025)
The other notable input is the Loyalty Framework proposed by Oliver that theorises brand loyalty as a multi-stage process into cognitive, affective, cognitive and behavioural stages. The cognitive stage consists of rational consideration of the product features whereas the affective stage incorporates emotional involvement. The conative stage indicates the willingness to make a repeat purchase, and the behavioural one indicates real buying something again. This model brings into the limelight the fact that loyalty is not a passive situation but a dynamic process that changes overtime.
The Oliver model of brand loyalty is conceptually worthy and needs to be critically stated in writing as opposed to being told visually. Although it is successful in defining loyalty as a multi-stage process, its linear nature simplifies dynamic consumer behaviour and, therefore, its simplicity cannot be applied in complex and highly competitive markets of sports apparel.
The brand loyalty has also been divided into behavioural and attitudinal. The behavioural loyalty is based on the behaviour that is observed i.e. frequency of purchase and brand switching behaviour (Ten Have, 2023). On the contrary, attitudinal loyalty is a sense of emotional attachment and positive feelings of customers to a brand. Behavioral loyalty can be caused by convenience or absence of options but attitudinal loyalty is more sustainable because it is caused by true love and emotional attachment.
The contribution of the emotional and functional factors is significant in the development of brand loyalty. Customers can be initially satisfied with functional factors, including the quality, price, and performance of a product. Nevertheless, emotional aspects, such as brand image, identities and personal relevance are more important in the creation of long-term loyalty. Such emotional associations as branding, endorsement and lifestyle associations tend to enhance emotional sense in such industries as sports apparel (Ardabilietal., 2025).
[bookmark: _heading=h.cbmh851x5aqo]2.2.3 Customer Experience-Brand Loyalty Relationship.
Customer experience and the relationship to brand loyalty are one of the major topics of the modern marketing literature, which is justified by numerous theoretical insights. The Service-Dominant Logic (SDL) of Vargo and Lusch (2004) is one of the most applicable frameworks, as it focuses on the importance of value creation between firms and customers, not on its fixed location in products. Following this school of thought, customer experience is one of the key determinants of perceived value since it indicates quality of interaction with customers through various touch points. This theoretical connectivity implies that organisations have to be concerned with providing relevant and continuous experiences in order to build long-term relationships and loyalty (Arshad, 2023).
[image: ]
[bookmark: _heading=h.in2v56krt42o]Figure 2.3: Difference Between Brand and Customer Experience
Source: (Kontes, 2025)
The link between customer experience and brand loyalty is at most times explained as a linear process in which positive experiences become good customer experiences, ultimately yielding to the creation of customer loyalty. Customer satisfaction is attained when a beneficial influence on customer experience is perceived by the customer, trust then emerges when a positive relationship with the brand has been established over an ongoing and trustworthy interaction. All above increase the emotional bond and increase the probability for repurchase and recommendation. This suggests that Customer experience is a business tool and is not a transient preordained reaction.

As far as this relationship is concerned, different empirical researches prove that customers satisfaction is highly improved and it can greatly lead to brand loyalty on various sectors (Suharto and Hoti, 2023).  The literature shows that the consumers who encounter good and even memorable experiences with a brand are more likely to stay loyal even within the very competitive markets.  Customised services, smooth communication and quick customer care services have been particularly proven to raise customer interest and loyalty.  This is clearly demonstrated to showcase the importance of customer experience management as a key strategic priority. 

There is no insurmountable link between customer experience and brand loyalty. However, you will observe customers who are probably satisfied in only a few cases of changing to competitor brands due to factors such as being price sensitive or influenced by promotional packages and ease of availability. This shows that customer experience is not as key as assumed to be independent enough to ensure loyalty. Customer behaviour can be affected by outside forces such as competition in the market and evolving consumer tastes, which undermine the effectiveness of positive experiences.
[bookmark: _heading=h.vw3cammu26lk]2.2.4  Context and Sports Apparel Industry.
The sports apparel sector of the world market has been expanding dramatically due to the growing health consciousness, the growing number of individuals joining sports and other activities that can be considered as fitness-related over the last one decade, and the growing role of the athleisure trends (Amini et al., 2025). The industry consists of a broad variety of products, that is, sportswear, footwear, and accessories, and is typified by a high rate of innovation, a well-established brand image, and shifting consumer tastes. The industry has also been changed by technological changes, including performance-enhancing fabrics and online stores where companies can improve the products they offer and experience by customers.
[image: ]
[bookmark: _heading=h.a2bggswbwfja]Figure 2.4: Sports Apparel Market Share & Trends 
Source: (Fortune Business Insights, 2026)
The sportswear industry is very competitive with the presence of major world players like Nike, Adidas and the Sports apparel industry that control the market. These brands constantly vie with each other via innovation, intensive marketing efforts, firm global distribution networks. Nike is a highly known brand with technological innovation and strong branding whereas Adidas is based on sustainability and design partnerships. Through strategic partnerships and branding of its products based on lifestyle, the Sports apparel industry, though with a small margin, has managed to establish itself as a dynamic and a fashion-oriented brand in the market. Competition among companies is high, which puts pressure on companies to be unique especially in terms of customer experience and brand interaction (Velasco et al., 2024).
Customer interaction and branding are very important in the success of sports apparel companies. The consumers in this industry are not just buying the product but also identifying themselves with a brand and its identity, values and lifestyle. This has led to businesses spending a lot of money on advertising, appearance of celebrities and online to establish a high emotional bond to their clients. Customer engagement, including personalised marketing, interactive social media campaigns and immersive retail experiences are being more and more employed to improve customer experience and create brand loyalty.
The industry positioning of the Sports apparel industry will focus on the performance and lifestyle branding. Celebrity association, collaboration with athletes, and working with designers are some of the strategies that the company has incorporated to increase its brand value and attract younger customers (Gieratowska, 2025). Moreover, the Sports apparel industry has made an investment in digital transformation and sustainability as another long-term growth strategy. These are done so as to enhance customer interaction and the overall experience of customers at different touchpoints.
In spite of these strategies, the Sports apparel industry has a number of challenges to remain in a highly competitive position. Customer satisfaction and loyalty can be affected by product availability issues, limitations in the supply chain, and the presence of bigger brands. Moreover, although the Sports apparel industry has been improving in online interaction, it is yet to achieve a steady flow of customer experience in relation to its rivals. This could affect the perceptions of the customers and inhibit its branding success. Moreover, the inclusion of theory into thematic discussions makes it easier to evaluate it critically as opposed to describing it in a vacuum. It allows making a direct comparison between rival points of view and pointing out the shortcomings of current models in the application to the sports apparel industry. This also enhances the justification of chosen frameworks showing their practical application to the Sports apparel industry and market dynamics on a larger scale, which enhances overall academic rigor.	
[bookmark: _heading=h.w3sk7q9ks1d0]2.3 Theoretical Foundation and Contribution.
The paper is based on two theoretical foundations, namely the Service-Dominant Logic (SDL) and the Customer-Based Brand Equity (CBBE) model (Nguyen and Le, 2025). The theories present a holistic explanation of how the customer experience contributes to brand loyalty especially in the environment of the sports apparel industry. By synthesizing these views, the study will be able to build a more in-depth insight into how value is developed and maintained between brands and customers.
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[bookmark: _heading=h.6nczds4s9e0v]Figure 2.5: Service-Dominant Logic
Source: (Brilha, 2018)
Service-Dominant Logic (Vargo and Lusch, 2004) is another approach, which reverses the old paradigm in which the traditional approach of focusing on goods is replaced with the service-based approach, which focuses on value creation as a result of interactions between customers and firms. This theory says that customers are not passive receivers of value, but they are involved in the value creation process (Hasan etal., 2024). Value co-creation, operant resources (knowledge and skills), and service exchange are the main SDL constructs. Within the framework of the given research, customer experience is one of the most significant elements of value co-creation, which is the quality of interaction within the multiple touchpoints, such as digital platform, retail setting, and customer service. The latter views emphasize the need to provide customers with consistent and meaningful experiences that will boost customer satisfaction and loyalty.
[image: ]
[bookmark: _heading=h.7rre14sks78]Figure 2.6: Customer-based brand equity model (CBBE)
Source: (Keller, 1993)
Customer-Based Brand Equity (CBBE) model was created by Keller (1993) and is aimed at the impact of customer perceptions and brand knowledge on brand equity and brand loyalty. This model is designed in the form of hierarchy whereby there is brand awareness, brand associations, perceived quality, and finally brand resonance. The brand resonance is the ultimate form of loyalty and this is where the customers form a close psychological and emotional attachment to the brand. The major constructs of this model are brand salience, brand performance, brand image and customer judgments and feelings. These constructs are especially applicable in this study to the perception-building that is brought about by the customer experience and its role in creating long-term brand loyalty.
The justification of the choice of these theories is that they are complementary. Whereas SDL describes the manner in which value is generated when customers interact and have experiences with the company, the CBBE model describes how value is converted into brand equity and loyalty. The combination of these two gives a comprehensive model of the analysis of the process and results of customer experience. These theories are especially advantageous to this study because they conform to the research problem of the relationship of customer experience and brand loyalty in competitive market settings.
These theories have been found to be relevant to the research topic since they can be used to explain how the customer experience can contribute to the effects on consumer perception, emotional attachment and actual behavioural outcomes. The frameworks also assist in the analysis of how strategies and customer interactions of a brand such as the Sports apparel industry can be used to create loyalty.
The theoretical contribution that this research is expected to make is the extension of the use of SDL and CBBE in the sports apparel industry and specifically in the case of Sports apparel industry. The study is expected to make contributions to the literature gap by offering information on the interplay between customer experience dimension and brand equity constructs to help fill the literature gaps and add to the more context-specific concept of brand loyalty.


[bookmark: _heading=h.db30vjokyen0]2.4 Conceptual Framework
The conceptual framework critically brings together literature by placing customer experience as the major cause of brand loyalty, but acknowledging that this association is not direct and always consistent. Rather, customer satisfaction and trust are important mediating processes that mediate the impacts of experience into loyalty results. Also, brand image, price sensitivity, and competitive intensity mediate this relationship, and these variables indicate how dynamic and competitive the sports apparel industry is in which positive experiences may not be sufficient to ensure long-term loyalty.

[image: ]
[bookmark: _heading=h.yv78mtezebly]Figure 2.7: Conceptual Framework
Source: Self-Created 
[bookmark: _heading=h.de215ohfygwm]2.5 Literature Summary Table
The following table provides the summary of the main studies reviewed in this chapter along with the main theories, methodologies, findings, and research gaps. It gives a systematic review to compare the existing literature and find areas that need more research.
	Author(s)
	Year
	Theory/Model
	Methodology
	Key Findings
	Research Gap

	Pine & Gilmore
	1999
	Experience Economy
	Conceptual
	Experiences create customer engagement and differentiation
	Lacks empirical validation in modern digital contexts

	Schmitt
	1999
	Experiential Marketing
	Conceptual
	Emotional and sensory experiences influence consumer behaviour
	Limited application to sports apparel industry

	Aaker
	1991
	Brand Equity Model
	Conceptual
	Brand loyalty is central to overall brand equity
	Does not fully explain dynamic customer interactions

	Keller
	1993
	CBBE Model
	Conceptual
	Brand knowledge drives loyalty through hierarchical stages
	Limited focus on experiential factors

	Oliver
	1999
	Loyalty Framework
	Conceptual
	Loyalty develops through cognitive, affective, conative, behavioural stages
	Overly linear and lacks real-world complexity

	Vargo & Lusch
	2004
	Service-Dominant Logic
	Conceptual
	Value is co-created through customer interactions
	Limited industry-specific application

	Lemon & Verhoef
	2016
	Customer Journey Model
	Empirical
	Multi-touchpoint experience shapes customer perception
	Limited focus on emerging markets

	Heinonen & Lipkin
	2023
	Customer Experience Theory
	Conceptual
	Customer experience is holistic and multidimensional
	Lacks industry-specific empirical support

	Kandampully et al.
	2023
	Service Innovation Theory
	Empirical
	Experience-driven innovation enhances value creation
	Limited focus on brand loyalty outcomes

	Suharto & Hoti
	2023
	Relationship Marketing
	Empirical
	Customer experience positively influences satisfaction and loyalty
	Limited focus on moderating variables

	Le et al.
	2024
	Brand Loyalty & CSR Model
	Empirical
	Emotional and CSR factors strengthen brand loyalty
	Limited focus on customer experience dimensions

	Huddin et al.
	2024
	Experience–Trust–Loyalty Model
	Empirical
	Satisfaction and trust mediate loyalty relationships
	Limited application in sports apparel context

	Velasco et al.
	2024
	Customer Experience Management
	Conceptual
	Ethical and emotional experiences shape loyalty
	Lacks quantitative validation

	Amini et al.
	2025
	Sports Brand Globalisation
	Systematic Review
	Industry growth driven by lifestyle and health trends
	Limited firm-specific analysis (e.g., Sports apparel industry )

	Ardabili et al.
	2025
	Emotional Branding Model
	Empirical
	Emotional branding significantly influences loyalty
	Limited integration with customer experience theory


[bookmark: _heading=h.ks1rch4o9uj3]Table 2.1: Literature Summary Table
Source: Self Constructed 
[bookmark: _heading=h.11rqibps59nv]2.6 Conclusion
This chapter has presented an extensive literature review on the topic of customer experience and brand loyalty, its applicability in the context of the sporting apparel industry and in the case of the Sports apparel industry. Some of the main themes highlighted through the analysis comprise the multidimensionality of the customer experience, the theoretical premise of brand loyalty, and the major interrelation between the two constructs. The review noted that customer experience, which can be viewed in terms of sensory, emotional, cognitive and behavioural dimensions, is a major area that determines customer perceptions and their long-term loyalty.
The synthesis of findings points to the fact that the brand loyalty is not based mainly on the functional aspects like the quality of the product and price but it is also highly affected by the emotional aspects of the customer relationships and the general customer interaction. The combination of theories like Service-Dominant Logic or the Customer-Based Brand Equity model also prove that the value is co-created during the process of interaction with customers which also eventually leads to brand loyalty. Also, the literature confirms that the mediating factors that include customer satisfaction and trust are critical in enhancing this relationship.
Nonetheless, there are a number of gaps that have been found. The existing literature does not pay much attention to the sports apparel industry, and even less to the specifics of the Sports apparel industry. Besides, the available studies have a tendency of not being dynamic in terms of customer experience and its effect on customer loyalty over time.
These gaps directly coincide with the research objectives of the current study which will attempt to investigate how customer experience and brand loyalty are connected in the case of the Sports apparel industry. The following chapter will provide the research methodology which will be used in order to answer these goals and explore the identified gaps in a systematic way.


[bookmark: _heading=h.8c7aer8d35pa]Chapter 3: Research Methodology
[bookmark: _heading=h.qdblavmggrj5]3.1 Introduction 
This chapter outlines the methodological framework that will be used to analyze how customer experience is related to brand loyalty in the sports apparel industry with a particular reference to Puma (Rolando,Widjaja and Chandra, 2025).The new methodology uses a secondary qualitative research design, which is a substitute to the previous primary quantitative design. 
This revision offers a wider scope of theoretical interpretation, a more in-depth analysis of existing knowledge, industry practices and consumer behaviour patterns.  As there is a significant amount of academic literature, industry reports and market research about the subjects of customer experience and brand loyalty, such secondary research will be more than enough in this study.  This chapter presents the research philosophy, methodology, research design, sources of evidence, data analysis methods, quality of research and ethical issues. It confirms that the research is conducted in a systematic way with academic rigour, transparency in the approaches being used and contradiction to the research objectives.
[image: ]
[bookmark: _heading=h.l6mqlbo8210d]Figure 3.1: Research onion
Source:(15 Writers, 2020) 
[bookmark: _heading=h.w0yz95bv7x2m]Table 3.1: Selected Case Studies
Case No.	Brand Name	Country of Origin	Relevance to Study	Key Focus Area
1	Puma	Germany	Primary case company	Customer experience & brand loyalty
2	Nike	USA	Market leader and direct competitor	Digital engagement & brand loyalty
3	Adidas	Germany	Strong competitor with similar positioning	Brand identity & customer experience
4	Under Armour	USA	Emerging competitor	Innovation & customer engagement
5	Reebok	USA/UK	Legacy sportswear brand	Brand revival & loyalty strategies

[bookmark: _heading=h.nwr0pu5jc3qe]Justification of Case Selection
The chosen brands are the world-renowned sportswear manufacturers, which compete within the same competitive framework as Puma. Industry players like Nike and Adidas are formidable, and they serve as guidelines to the customer experience strategy. Under Armour is an emerging rival that concentrates on innovations, whereas Reebok provides information on the repositioning of the brand and the essential rebuilding of loyalty.
This choice will guarantee a balanced and comparative analysis that will help the study to uncover patterns, similarities, and differences in the effect that customer experience has on brand loyalty in the industry. 

[bookmark: _heading=h.60o0hz9al5p8]3.2 Philosophy, Approach and Design of Research
The research is also based on the interpretivist philosophy of research which presumes that reality is socially created and that knowledge is based on the interpretation of human experiences and perceptions (Isik, 2025).The customer experience and brand loyalty in the context of this study are subjective phenomena determined by the personal attitude, emotions, and interactions with the brand. Interpretivism thus fits well because it enables the researcher to derive meanings and patterns in the existing literature as opposed to concentrating on measurable variables only. This philosophical position justifies investigation of the perceptions of customers about the products of Puma and how their perceptions are reflected in their loyalty to Puma.
Consistent with this philosophy, the study is based on an inductive approach, i.e., the creation of insights out of data instead of hypotheses that are predetermined. The inductive method permits themes and patterns to come out of the secondary data analysis. Through reviewing and studying the literature, report and theoretical models, this research identify the key areas of customer experiences (such as product quality, service quality, and digital engagement) and their impact on brand loyalty. This approach is primarily used when it is required to conducted exploratory research, where you want to develop a greater conceptual understanding. The design used is a qualitative approach based on thematic analysis and the study of literature instead of traditional rigid design such as research onion.  The design brings interpretivism, inductive logic and qualitative analysis together make the study flexible and insightful as well. It enables the researcher to afford analysis of complex relationships in sports apparel business so that the result of study highlight the contextual and experiential aspect of customer behaviour (Faludi, 2025).
[bookmark: _heading=h.wtewh5bouf8o]3.3 Research Strategy: Secondary Qualitative Study
The research strategy used in the study is qualitative secondary research, where emphasis is laid on analysing the available data as opposed to primary data (Nii Laryeafio and Ogbewe, 2023). The approach suits the research topic that has already been studied in the literature like customer experience and brand loyalty in a well-established research field. The research presents an in-depth view of the subject as it synthesises the findings of various sources.
Secondary qualitative research gives access to a wide range of views based on academic research, industry reports and market analyses. It can also facilitate comparative understanding with the various situations such as comparison between Puma and its competitors. This method adds to the level of analysis, using a broad spectrum of opinions and facts. Moreover, it advocates a case-based approach, in which Puma is examined in the context of the overall sports apparel sector, giving it contextual and practical meaning (Bouncken, Czakon and Schmitt, 2026).
[bookmark: _heading=h.k73nddh8m4qt]3.3.1 Case Selection and Justification
To enhance the comparative analysis, this research paper embraces several case study analysis in the secondary qualitative framework. There are five cases that have been picked involving Puma and four similar world sportswear companies. The choice of these cases was driven by company presence, internationally based on their high level of presence, and their relevance to customer experience and brand loyalty in their sports apparel market.
This aids the research by providing more insight into the comparative nature of customer engagement strategies, brand positioning, and the result of loyalty as the inclusion of multiple cases contributes to the depth and validity of the research. 

[bookmark: _heading=h.x7ko8airnhuv]3.4 Data Sources and Data Collection
The study is completely based on the secondary data, which is gathered on the basis of credible and authoritative sources (Ajayi, 2023).They can be peer-reviewed scholarly journals, industry reports, company-related publications, and trusted online databases like Google Scholar and ResearchGate. The sources are useful in meeting the research objectives since I can get insight on customer behaviour, brand strategy and the trends in the industry.
In order to guarantee the quality and relevance of the data, certain selection criteria are implemented. The sources will be selected according to the relevance to customer experience and brand loyalty, their scholarly or industry-based publication, and their date, with a priority to be published between 2019 and 2025. Also, the sources that discuss Puma, or similar international sportswear brands, in particular are prioritized, which guarantees contextualism.
There are a number of benefits that come with the use of secondary data such as cost-effectiveness, time-efficiency, and large scale data. It also enables the researcher to compare trends over time and also makes use of validated results of earlier studies. Nevertheless, shortcomings like absence of control over the data collection and possible bias in primary sources are admitted. In spite of these shortcomings, the methodology is still suitable in addressing the research objectives.
[bookmark: _heading=h.v9cg0az00phu]3.5 Data Analysis Technique
The thematic analysis is used to analyse the secondary data collected in the study (Braun and Clarke, 2024).Thematic analysis is a qualitative approach that entails the identification, analysis and interpretation of patterns or themes in data. This approach is appropriate to this study because it can be used to extract meaningful information on a broad collection of textual materials.
The analysis process starts with familiarisation during which the researcher goes through the chosen literature to have a thorough insight into the main concepts and findings. It is then followed by coding in which the information that is relevant is grouped into preliminary codes, which include quality of products and quality of services, digital interaction, customer satisfaction, and brand trust. Such codes are then combined into larger themes that represent the key points of customer experience and its connection with brand loyalty. The themes are also narrowed down to achieve consistency and support of the research objectives. Lastly, the researcher makes sense of these themes to describe the effect of various factors on customer experience, and the effect of these on brand loyalty in the case of Puma. Along with thematic analysis, a comparative analysis is performed to determine similarities, differences and gaps of different studies. This makes the findings more profound and trustworthy as it gives an in-depth view of the subject matter (Lim, 2025).

[bookmark: _heading=h.i3y2iy3itdvg]3.6 Research Quality and Rigour
Quality assurance of research is very important in secondary qualitative research. In this study, rigour is upheld on a number of standards among them being credibility, transferability, dependability and confirmability (Khankeh et al., 2023).Credibility will be established by relying on credible and peer-reviewed sources and comparing the results of other studies. This provides the interpretations with good support and reliability.
The transferability is discussed by means of offering the contextual information in great detail, so that the results could be generalized to similar environments of the sports apparel industry. This is achieved by having a systematic and transparent research process in which all methodological steps are well documented. Confirmability is ensured by basing interpretations on data as opposed to individual bias, which provides objectivity in the analysis. These combined efforts promote validity and reliability of the research, which renders the results scholarly and significant.
[bookmark: _heading=h.r6aeuac6h35g]3.7 Ethical Considerations
Ethical issues are important in ensuring that the research is not compromised (Drolet et al., 2023). Because, the research is based on secondary data only, the researcher does not have to interact with respondents directly, thus, the issue of informed consent and confidentiality can be disregarded. Nevertheless, ethical responsibility can be upheld by citing and referring to all sources and ensuring that original authors are given due credit.
The study does not plagiarize since it correctly recognized all the sources and was written according to the academic standards including Harvard referencing. Also, the information is displayed without manipulation and misrepresentation, and it is transparent and credible. It uses only the sources that are publicly available and credible, which also contributes to adherence to ethics.
[bookmark: _heading=h.9o6owf7wi5ue]3.8 Limitations of Methodology
Although the secondary qualitative method has a number of strengths, it also has its weaknesses (Muzari, Shava and Shonhiwa, 2022).The first weakness is the absence of primary data, which hinders the possibility of capturing real-time customer perceptions. Another factor that would render the study reliant is the quality and extent of the available research that may add bias or restrict the level of analysis. Secondly, secondary data cannot provide a chance to control variables directly and thus it is hard to determine causal relationships.
In spite of these shortcomings, the methodology will be suitable in this study since it will be possible to have a thorough and critical examination of the current knowledge. These limitations are alleviated by a variety of sources and methods of analysis that create a well-balanced view.

[bookmark: _heading=h.kr631lyvnw64]3.9 Chapter Summary
The chapter has described the new methodological framework that was adopted in the study with emphasis on a secondary qualitative research design. The study is based on an interpretivist philosophy and inductive approach, where it is possible to investigate the patterns and themes of existing literature. Through the use of quality secondary data sources and thematic and comparative analysis, the study offers an in-depth interpretation of customer experience versus brand loyalty in relation to Puma.
The methodological approach guarantees academic rigour due to the selection of data being systematic, analysis being clear and ethical standards are followed. Despite some limitations, the general structure is effective and can be used to support the objectives of the research and give a solid background of the further analysis and conclusions.


[bookmark: _heading=h.yhtfmj7uwjnp]Chapter 4: Findings
[bookmark: _heading=h.3hys8zgtefvo]4.1 Introduction
In this chapter, the results of the research were discussed through a series of case studies based on the secondary collection, which is carried out qualified in a qualitative approach. The study objectives are to explore the role of customer experience on brand loyalty in the sportswear industry particularly the Puma and its key competitors. In keeping with the research design that was presented in Chapter 3, this chapter assesses leading sports apparel companies for their application of techniques to enhance the customer experience, with the aim of improving customer satisfaction and loyalty. This is done through an evaluation of companies' reports, academic writings, industry publications, and market analyses.
The author has used five case studies to illustrate the lessons of this chapter: the cases on Puma, Nike, Adidas, Under Armour, and New Balance. Within the competitive landscape of the global sports apparel industry, the customer experience, digital interaction, innovation, and the brand's image are all essential factors of customer retention and competitive edge. This study examines the background of each company, their strategic issues, their CX plans, and the actual results in terms of increases in brand loyalty.
[bookmark: _heading=h.204733lf56u0]4.2 Case Study 1: Puma
[bookmark: _heading=h.jkhkfw9ypxz0]4.2.1 Introduction and Background
Puma is a leading sportswear company that specialises in shoe, clothes and sports accessory development worldwide. It faces direct competition in the global sportswear market with brands such as Nike and Adidas and has become a lifestyle-oriented and fashion-forward sports brand (Xu, 2023). Puma's competency strategy focuses on performance, on the celebrity, on sustainability, and on digitalization in a way that builds their relationship with younger consumers.
[bookmark: _heading=h.dr4mgcn3wx8h]4.2.2 The Challenge or Opportunity
Nike and Adidas have been accounting for most of the global market share, and are also sharper in digital innovations and capabilities to engage customers, which were great challenges for Puma. Puma may have gained good recognition in the market, but there were some inconsistencies in product availability, service quality and digital integration, which had a negative impact on the satisfaction and loyalty of the customers (Nachimuthu and Bharath Adityaa, 2024). The company was also feeling drawn towards the growing customer expectation for personalised digital experiences, sustainability and omnichannel shopping excellence. A lack of customer experience improvements could contribute to lower customer retention and a diminished competitive position for Puma over the long-term.
[bookmark: _heading=h.jvtuxvw0utnp]4.2.3 The Approach and Implementation
To overcome these challenges, Puma has taken a number of measures to enhance customers' experience through the entire branding, digital engagement and sustainability journey. The firm has made significant investment to ensure customer shopping experiences and engagement are enhanced on digital channels and throughout various customer touchpoints. Puma built a greater presence on social platforms by involving celebrities, athletes, and fashion influencers to help develop emotional connection with younger shoppers (Gieratowska, 2025).
Furthermore, Puma launched campaign-based sustainability projects for its Vision 2030 strategy, focusing on climate action, ethical sourcing and circular production processes. The initiatives targeted at nurturing customers' confidence and view regarding the brand among the environmentally conscious consumers.These initiatives focused on building trust and perception among the environmentalists. The company also strengthened its product innovation with performance-oriented technologies in the footwear, as well as lifestyle collections for fashion-conscious consumers.
Puma also worked to enhance customers' satisfaction by expanding their ecommerce activities, streamlining deliveries and increasing the responsiveness of their customer service. It saw how the organisation could achieve these seamless strategies, which would result in emotional loyalty and repeated purchases.
[bookmark: _heading=h.q45i0mhzccpw]4.2.4 Outcomes and Results
Puma's efforts in customer experience were a key factor in enhancing brand engagement and customer perception. Puma's Net Promoter Score (NPS) was moderately negative (Comparably 2026), suggesting overall fair levels of customer satisfaction and recommendation. Sustainability efforts also boosted brand image for younger buyers who are interested in environmentally responsible and ethical brands (Le et al., 2024).
But a number of issues still needed to be addressed in operation, mainly regarding the Service Continuity and availability of product. Puma's personalisation options were not quite as strong as Nike and Adidas's, nor was its integration between those channels including its own, omnichannel integration. Despite these constraints, Puma managed to enhance its brand of lifestyle marketing business with elevated client engagement in the worldwide sports clothes business.

[bookmark: _heading=h.jwvg56kn5a4x]4.3 Case Study 2: Nike
[bookmark: _heading=h.gw6bx33cazk1]4.3.1 Introduction and Background
Nike is the world's largest manufacturer of sports clothes, shoes and sports goods. It's a very competitive international market, one that's known for innovation, digital transformation, and great emotional branding. Technological innovation, customer engagement, athlete endorsements, and integrated digital ecosystems stand out as Nike's distinguishing actions and characteristics (Velasco et al., 2024).
[bookmark: _heading=h.x5ii7ong0qht]4.3.2 The Challenge or Opportunity
In an era where customer preferences were shifting towards a more digitalised and customer-centric experience, Nike was faced with a challenge to ensure that they maintain their position as market leaders. It was essential for the company to keep innovating its customer experience initiatives amidst customer expectations for personalised experience, prompt delivery, and digital convenience. Plus, there was a huge competitive situation from Adidas and Puma that forced Nike to keep its branding in strong emotional connection and customer loyalty in the worldwide market.
[bookmark: _heading=h.fjireyww12g]4.3.3 The Approach and Implementation
This prompted Nike to invest in significant “digital transformation and customer engagement technologies.” Nike also created Nike Run Club and Nike Training Club. These mobile apps allowed shoppers to directly interact with the brand, through exercise recording, personalized suggestions and virtual training.  The app created a stronger emotional bond, and helped to build more than just a product sale with the customer.
The firm also used customer data analytics and artificial intelligence to tailor its user experience and contents for online shopping and marketing communication. The NiaSne-omni channel strategy integrated shoe stores, mobile apps and digital platforms to offer a smooth customer experience. Kandampully et al. (2023) concluded that experienced-based innovation can significantly enhance customer value creation and the prospect of customer loyalty.
Nike also built potential emotional branding by the campaigns involving athletes,  the media and sustainability activities. The effective promotional strategies resulted in the development and induction of emotion and different connection to consumer on their products, as well as introducing social responsibility by promotion.
[bookmark: _heading=h.uspdjvp49bmf]4.3.4 Outcomes and Results
The Nike customer strategies resulted in positive operational and loyalty results. One of the company's strengths was the level of engagement it could achieve with its consumers through digital channels, notably younger and fitness focussed customers. The findings of Suharto and Hoti (2023) suggest that a personalised experience from customers and a marketing approach based on relationships can positively affect customers' satisfaction and willingness to remain in the company.
The strategy of omnichanneling helped Nike reinforce customer convenience and re-purchase intention, ensuring that the brand remains in a leadership position in its sports apparel market. By offering customers long-term emotional and behavioural engagement with the brand, the company's digital ecosystem also boosted customer retention. Nike thus continued to enjoy a high level of brand reputation for innovation, brilliant customer service and loyal customers on the international market.
[bookmark: _heading=h.y4wn0ujomykb]4.4 Case Study 3: Adidas
[bookmark: _heading=h.gc3a8y9saxj6]4.4.1 Introduction and Background
Adidas is among the world's main manufacturers of sportscoatings, and it competes directly with Nike and Puma in the footwear lines, sportswear and lifestyle lines. It is well recognised that the likes of Adidas have formulated strong customer experience and global brand recognition by providing a sport, sustainability, and fashion collage set of experiences together (Amini et al., 2025).
[bookmark: _heading=h.m9loowd2bx3f]4.4.2 The Challenge or Opportunity
The pressure was mounting on adidas to keep up their customer loyalty efforts, and to meet consumers' growing expectations for sustainability, innovation and convenience in the digital world. Consumers were increasingly viewing products through the lens of sustainability, seeking customised experiences and intuitive digital shopping.Responsible products, tailored shopping and smooth online purchasing approaches were among increasing customer expectations. If they did not meet these market expectations then customers' trust and loyalty would be lost, likely as a result of their dissatisfaction with the product.If they did not meet these changing market expectations, then customers' trust and long-term brand loyalty would be lost, likely because they aren't satisfied with the product.
[bookmark: _heading=h.5co5p2mutvl1]4.4.3 The Approach and Implementation
Adidas took care to undertake numerous customer-centric initiatives focusing on boosting sustainability and customer engagement. The company launched eco-friendly product lines made from recycled materials and showcased product transparency in sourcing and environmental concerns. Le et al. (2024) have found that Sustainability Based Branding has positive effect on customer trust, emotion towards the brand and brand loyalty.
The company heavily invested in digital retailing and customer personalisation technologies as well. In further ATM wins, Adidas grew its mobile commerce channels, added artificial intelligence-powered product suggestions and improved digital marketing tactics to boost interactions on its online channels. In addition, partnerships with celebrities, designers and fashion brands enhanced the emotional and cultural connecting points of Adidas products to younger generations.
Overall, Adidas enhanced customer engagement by creating more immersive shopping experiences and supporting Omnichannel integration. With a seamless integration between online and offline, customers would be able to switch between channels and continue with their personalised shopping experience without losing the benefits of their loyalty programmes.
[bookmark: _heading=h.fovk7360eprf]4.4.4 Outcomes and Results
The sustainable development and digital transformation projects were highly successful for Adidas in terms of building customer trust in Adidas and their brand perception. The company came to be known for its pro-ecological conduct, thus favouring the emotional engagement of consumers who are sensitive to environment (Velasco et al., 2024).
Digital engagement boosted customer convenience and engagement over a number of touchpoints, helping to drive repeat purchase rates and retention. Additionally, Adidas held a strong competitive position in the global sportswear industry, as the company could leverage on its innovative approach to ensure sustainability and add a touch of fashion to its brand. Accordingly, the company was able to build a stronger attitudinal and behavioural loyalty among different types of customers.
[bookmark: _heading=h.mp73eh4ni9wz]4.5 Case Study 4: Under Armour
[bookmark: _heading=h.wj8rub2fe6nj]4.5.1 Introduction and Background
Under Armour is an American sportswear company that specializes in performance-based sportswear, footwear and fitness technology. The company is a part of the active competitive global sportswear industry where it differentiates itself based on technological innovation and performance enhancement products (Xu, 2023).
[bookmark: _heading=h.poryinewoji3]4.5.2 The Challenge or Opportunity
As the years went by, the company's customer involvement dropped and it began to compete with bigger foreign giants like Nike and Adidas. In an organization with a high-performance-based customer base, it was difficult to build and retain positive emotional brand connections.An organization with strong performance-based clientele had challenges in establishing and sustaining positive feelings to the brand. Furthermore, new trends in consumer preferences for lifestyle sportswear and athleisure added a pressure to expand the Under Armour customer experience strategies.
[bookmark: _heading=h.sdclzxx6gmgv]4.5.3 The Approach and Implementation
Under Armour focused on the digital fitness technology and ecosystems needed to solve these problems. The company created mobile fitness applications being able to combine wellness monitoring, exercise tracking, and customized recommendations for you into your shopper's life. These efforts were designed to build connection with customers and to build lasting brand behaviour.
The organisation also was at the forefront of product innovation, creating technologically advanced sophisticated sportswear materials which aid the performance and comfort of sportsmen. Innovation, performance excellence and athletic identity was highlighted in the marketing strategies. Hasan et al. (2024) report that customer interaction in the co-creating value phase produces the strengthening of customer participation and improves the formation of customer loyalty acquisition.
Also, Under Armor tried to beef up direct-to-consumer efforts through expanding ecommerce and improving the ecommerce customer experience. Their efforts focused on making customer journeys easier and boosting digital customer retention.
[bookmark: _heading=h.48kyes82ukdy]4.5.4 Outcomes and Results
The results of Under Armour's action on connected fitness and product innovation strategy yielded some moderate improvements on the side of customer engagement. The company had a high amount of brand loyalty from sport performance fans and fitness enthusiasts who engage in athletic endeavors and desire advanced sporting goods.
But there was a lack of emotional brand and lifestyle positioning for Under Armour when compared to fellow rivals like Nike and Adidas. It continued to focus mainly on functionality in its customer experience strategies as opposed to emotional and lifestyle engagement. Thus, the company's impact on the market and the emotional bonding of customers were still relatively low, whereas it did build behavioural loyalty within its niche consumer segments.

[bookmark: _heading=h.9allg8w6s8eo]4.6 Case Study 5: New Balance
[bookmark: _heading=h.eb6dqycd7oi]4.6.1 Introduction and Background
New Balance is a sports department and apparel firm known around the globe for garments and shoes with winning performance and attentive manufacturing procedures. It operates in international sportswear industry remains known for the quality of the product, its comfort and continuity brand.
[bookmark: _heading=h.v82q1s871nde]4.6.2 The Challenge or Opportunity
New Balance were put under pressure from the other giants that had larger sportswear divisions that could better leverage their staffing and marketing resources and digital platforms. The company had to course appeal younger than what it did with the traditional customer base, too. Rising consumer appetites for digital lifestyle and customer experience uplift resulted in an extra challenge in the area of customer experience.
[bookmark: _heading=h.gc170slhxzbf]4.6.3 The Approach and Implementation
To overcome the challenges, New Balance concentrated on product quality, comfort and authenticity as core elements of the customer experience. The company encouraged customers to buy from this brand because of its focus on heritage branding and homegrown products, thereby enhancing trust and authenticity.
Further, New Balance bolstered digital sales and deepened the involvement with customers by leveraging social media marketing and fashion partnerships. The company leveraged lifestyle marketing approach targeting young target group, while keeping their performance brand. Heinonen and Lipkin (2023) define CX as having several dimensions that involve both emotional, behavioural and cognitive engagement with the customer throughout various contact points.
The company was also dedicated to customer satisfaction, ensuring that the trustiness of their products and fast response to customers' requests were earmarked as key attributes. The strategies targeted strengthening emotional bond and promoting repeat purchasing behavior among both current and new consumers.
[bookmark: _heading=h.4ggdmrtgp6qj]4.6.4 Outcomes and Results
Merging these notions with a marked difference in the product brought New Balance a sense of authenticity and quality as a sportswear brand. Increases customer engagement with younger segments and retains loyal customers for traditional users. Product quality and comfort continued to be important factors to customer satisfaction and behavioural loyalty.
New Balance was not as technologically advanced as companies like Nike or Adidas, but its keen focus on authenticity and quality allowed the brand to build great brand trust with its consumers. This resulted in the company operating in a stable and loyal customer base in the very competitive sportswear markets.
[bookmark: _heading=h.s3vwumeyw281]4.7 Summary of Cross-Case Analysis
The five case studies highlight some common themes on how CX experience relates to customer loyalty in the sportswear market. In every company, conditions of competition, digital transformation, changes in customer expectations, and sustainability concerns were among the key strategic factors that impacted customer experience strategy. There is an increasing awareness among brands that customers judge the brand not only on products but also on emotional touchpoints, digital interactions and positions with ethical values.
What was common for all of the cases was the integrated approach of various customer experience strategies that included digital innovation, branding, sustainability initiatives and customer engagement activities. Rather than just single, one-off actions, firms adopted a multi-faceted approach to the campaign and made a technological investment, used omnichannel retailing, employed influencer marketing and created a personalised customer journey.  Results of research are in line with the ‘Service-Dominant Logic’ (SDL) (Nguyen and Le, 2025) which puts a heavy weight on value co-creation through the process of the customer’s interaction with the service. 
However, differences still appeared across some of the cases as well.  With the same R&D budgets,  the results of Nike and Adidas for their customer loyalty were superior to Puma (by investing in their more sophisticated digital ecosystems, AI-enabled personalisation systems, and more advanced omnichannel integrations) and Under Armour (invested less in more sophisticated use of digital and had inconsistent service management) and in general to the results for all the other brands, as these could bring the highest levels of customer loyalty.  The main differentiator among the cases was their products (quality, authenticity). Moreover, the findings indicate that quality of implementation, consistent strategy and effectiveness or measurability of the customer involvement factors seem to be the most important ingredient(s) that especially distinguished their results.  The brands that more successfully integrated the digital, emotional branding and sustainability credibility dimensions were more likely to bring better customer satisfaction and loyalty.
[bookmark: _heading=h.3josz3xsqddq]4.8 Chapter Summary
In this chapter five case studies were introduced explaining how customer experience influences customer loyalty in the sports apparel sector. The results illustrated that customer experience is a multidimensional phenomenon characterized by four sub-aspects: goods quality, interaction with the digital interface, service quality and sustainable aspects, as well as emotional branding. In all cases, companies that effectively embraced digital innovation, personalised customer interaction, as well as robust brand positioning, exhibited greater customer satisfaction and loyalty.
The chapter further showed that there are marked variations in the implementation capacity and customer engagement results amongst firms. Nike and Adidas had more robust CXE whereas Puma and Under Armour were struggling with CX/KE related to digital integration and service consistency. Authenticity and branding based in quality was more of the game in the promotion for New Balance. Overall, the results indicate a strategic importance of CX for enhancing customer loyalty and maintaining competitive advantage in the international sportswear market.

[bookmark: _heading=h.mb7pokalmq6]Chapter 5: Discussion and Analysis
[bookmark: _heading=h.pm0dwkj7cgjp]5.1 Purpose and Positioning
This chapter critically examines the results of Chapter 4, in relation to both the theoretical perspectives and conceptual discussions introduced in Chapter 2 and the cross-case evidence (Shaw et al., 2023). Instead of outlining each case, the chapter draws the conclusions from the five cases (Puma, Nike, Adidas, Under Armour and New Balance) to uncover general trends between customer experience and brand loyalty in the UK sports apparel sector. The discussion centers on the outcomes of customer loyalty and how the dimensions of customer experience, including digital engagement, emotional branding, sustainability, service quality, omnichannel integration, and product authenticity, impact customer loyalty outcomes in different organisational settings.
The sports apparel industry has become more customer-centred as consumers are no longer satisfied with the products' functions. Today sportswear brands must deliver a range of integrated digital experiences, personalised communication, ethical responsibility, convenience, and emotional engagement to customers. As a result, CX has become more than just a marketing tool; it is now a strategic approach to maintaining competitive edge and customer loyalty. The selected case studies reveal that companies which are able to provide high and consistent experiences are able to foster greater behavioural and attitudinal loyalty than firms that do so based on product or pricing alone.
This chapter also examines the extent to which the empirical results confirm or contradict the theoretical frameworks presented in the literature review, especially Service-Dominant Logic and the Customer Based Brand Equity model. The analysis critically explores how customer experience can help shape the development of customer loyalty and identifies the circumstances that make customer experience more or less successful. Also, the chapter pinpoints operational constraints, technological hurdles and market effects that have an impact on customer perceptions and loyalty results within the sportswear market (Hansson, 2025).
[bookmark: _heading=h.462pf2h8s1hb]

[bookmark: _heading=h.8362g390xw1]5.2 Analytical Framework and Logic
This study is mainly using analytical framework of Service-Dominant Logic and Customer Based Brand Equity (Manurung, Yudoko and Okdinawati,2023).For Service-Dominant Logic, value is not just in the provision of physical products but is the product of the interactions between firms and customers. From a sportswear brand perspective, customers' value is increasingly created by digital interaction, service quality, personalised interaction, sustainability programs, and emotional brand messaging. Thus, the CX is a key factor in building relationships and cultivating loyalty.
The Customer Based Brand Equity model also helps us to understand the effect of customer experiences on brand perceptions, emotional attachment, and long-term behaviour loyalty. In this approach, positive experiences create brand image, boost customer trust, enhance perceived quality and foster emotional connections, leading to repeat purchases and brand loyalty. The results of the case studies endorse the assumption that customer experience is a medium between the customers and sports apparel brands (Tsai,Ngo and Che, 2024). Which helps to create a stronger psychological bond between the customer and the sports apparel brand. 
[image: ]
[bookmark: _heading=h.jh1jkt7d19oh]Figure 5.1: Customer Based Brand Equity model
Source: (Papirfly, 2019) 
[bookmark: _heading=h.kpj6adirh0e3]5.3 Cross-Case Synthesis: Compare and Contrast with Literature
[bookmark: _heading=h.hc6m4iou10ap]5.3.1 Digital Transformation and Omnichannel Engagement
A major insight from the cross-case analysis is the increasing strategic relevance of digital transformation in influencing customer experience and customer loyalty (Wakhidah,Ashari,  and Adifan,  2025).The literature review indicated that the modern customer experience is in close connection with seamless digital interactions, personalised communication and integrated omnichannel systems. The results of this research provide robust support for this argument, especially with Nike and Adidas who had their digital ecosystems advanced to enhance customer engagement and repeat purchasing behaviour.
Nike has the most advanced digital engagement tactics of all the brands selected. Including fitness apps, AI-based product recommendations, personalised content and mobile engagement with customers created a total customer experience and went beyond traditional purchasing habits.  Customers were not just buying products but more and more involved in a total digital lifestyle system. This follows the Service-Dominant Logic view of value as resulting from customer service interaction between the service-firm-customer and not isolated one-of products. 
In addition, with the merging channels and better improvements on the products with personalisation, the customers interacted with Adidas had extremely positive response (Chandra et al., 2022). The customers could switch most effortlessly between on-line and off-line purchasing and eke out the benefits of both with identical personalisation and loyalty experiences. This consistency has created customer satisfaction, which in turn has created behavioural loyalty. Overall, the research has confirmed that the power of omnichannel convenience is already exerting an important drive, as customers are getting used to more flexible and seamless product engagement with firms.
The result also indicates specific variances that distinguished companies in various areas of digital maturity and usage underlay digital implementation.  Though Puma invested hugely in digital engagement and ecommerce development, their digital integration struck at a relatively underdeveloped level as that of competitors, such as Nike and Adidas.  The customer experience strategy provided simply could not meet expectation, although Puma had improved and developed their interaction with customers through bloggers and social media campaigns, there seemed to be a disjuncture of service integrating and relationship personalisation. This renders digital changes irrelevant if they are not followed by other elements such as operations coordination or even improved data integration potential (Das, 2024).
[bookmark: _heading=h.m2mtybfvyy3]5.3.2 Emotional Branding and Customer Attachment
Another unifying theme among the cases is the significance of emotional branding for the pursuit of consumer long term loyalty (Renyaan and Tehedi, 2026). The literature suggested that emotional experiences have more influence on loyalty than functional attributes of the product as emotionally attached consumers will have a higher level of psychological loyalty toward a brand. The conclusions reached by the cases support closely this theory.
Nike clearly emerged as king of emotional branding.  With athlete endorsement, motivational campaigns, social identity marketing and lifestyle positioning, Nike managed to develop emotional buy-in from the customer. Customers felt that they were not only buying a sportswear product but more than that, they were buying into motivation, motivation, lifestyles and personal identities. This emotional attachment contributed significantly towards attitudinal and behavioural loyalty and a customer continued relationship with the brand (beyond transaction in terms of product) was due to the fact that Nike was perceived by the customer as a representation of their own personal and social values
The emotional marketing campaigns worked well for Adidas as well, with the brand signing collaborations with designers, celebrities as well as focusing on campaigns concerning sustainability.  Having a strong identity as a fashion brand in a largely sportswear domain meant that Adidas was able to effectively market to a new consumer group, the younger generation.  Adidas also was able to deepen emotional connections with people through an experiential retail experience and marketing relevant to contemporary culture. The results thus validate the Customer Based Brand Equity model that suggests that emotional resonance increases the distance that customers are willing to travel in maintaining a long-term relationship (Gutiérrez et al., 2024).
Puma also has tried to build up emotional branding by celebrity collaborations and lifestyle-based marketing strategies. These tactics helped increase brand recognition and interaction with younger consumers. But the emotional effect was not as strong as it could have been with Nike and Adidas due to inconsistencies in operations and the limitations in service. The discovery indicates that while emotional branding can help maintain loyalty, the functional elements of the customer's experience must be consistent as well.
[bookmark: _heading=h.wjvdh1xhb68m]5.3.3 Sustainability and Ethical Brand Perception
The results show that the sports apparel industry is gaining more and more importance for the concept of sustainability to influence customer experiences and brand loyalty (Barbosa, Rincón and Saavedra, 2025).Today's customers, especially younger generations, are paying closer attention to the brands that they buy, taking into account their environmental responsibility, ethical sourcing and sustainability promises. Now sustainability is also a strategic factor in customer experience, and a corporate responsibility program.
In terms of sustainable communication and using recycled materials, as well as producing in a more sustainable way, Adidas was a clear example of embedding sustainability into strategies for customer experience. Customers felt the brand is socially responsible, and it positively affected emotional attachment and brand trust. Sustainability was therefore found to have added value in supporting not only ethical perception, but also to improve loyalty results.
With its Vision 2030 strategy, Puma integrated sustainability initiatives, too. The company tried to build greater customer trust by the implementation of climate action programmes and ethical sourcing policies. The initiatives resulted in an improvement of customer perceptions among environmentally conscious consumers and improved overall brand image. The results indicate, however, that sustainability alone would not be enough to offset certain operating constraints regarding the availability of products and service quality (Ningsih et al., 2026).
Nike applied sustainability to more emotional branding strategies. Instead of sustainability being a standalone initiative, the company integrated its sustainability into the language of innovation and performance. This holistic strategy enhanced emotional connectivity and customer confidence.
[bookmark: _heading=h.yz4z4nkjf1o]5.3.4 Service Quality and Operational Consistency
Even as organizations are moving to focus on digital touchpoints, digital engagement, and emotionally-appealing branding, the results continually confirm that the customer experience still revolves around service quality and operational consistency; customers want services that seamlessly come and go with accessibility, responsiveness when they have questions, and usability while engaging.
Customer satisfaction in Nike and Adidas was much higher than the others as it had better operation coordination and experience flow in multi channels (Mc Kelvey, 2025). There was less interruption between digital and physical channels and enhanced customers' trust and convenience. This trust operation is more likely to lead to customer confidence and repurchase. 
On the other hand, Puma continuously faced problems related to product availability, delivery of services and the link between the different customer touchpoints. Despite the company's branding and sustainability efforts, these operational shortcomings had a negative impact on customer satisfaction. This result suggests that there are some assumptions that need to be changed: namely, that emotional branding will be enough to be loyal (Shahzad et al., 2025).
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[bookmark: _heading=h.vqkoghcl937k]Figure 5.2: Service Quality and Operational Consistency
Source: (SurveyMonkey, 2024) 
[bookmark: _heading=h.z7audapkcszj]5.3.5 Product Authenticity and Customer Trust
The last key theme is the link between authenticity, trust and customer loyalty (Vo et al., 2024).The results reveal that trust remains as a key mechanism that mediates between customer experiences and customer loyalty outcomes.
New Balance embodies authenticity in customer engagement. Unlike those who made digital marketing and celebrity stunts their main priorities, the company put much emphasis on the product's reliability, comfort, and the branding of the heritage. Customers felt the brand is trustworthy and authentic which led to high behavioural loyalty with its core segments.
Likewise, Puma's sustainability initiatives were geared towards enhancing their authenticity and trust with eco-conscious consumers. But the overall trustworthiness of customer experience strategies was compromised as there were inconsistencies in execution of operations.
By leveraging authenticity, innovation and emotional branding, Nike and Adidas built multi-dimensional customer trust. Customers not only believed you had products they like but that you were perceived as being leaders, innovators and culturally relevant.
The results thus corroborate with the theoretical arguments that put forward that the development of trust is a critical factor in customer loyalty. Good customer interactions build trust, and poor customer interactions erode trust and long-term loyalty (Mohamad,Aldhaheri, and Zainudin, 2026).
[bookmark: _heading=h.e7h29u8216nh]5.4 Integration to Conceptual Model or Propositions
The results are consistent with most of the conceptual framework created in Chapter 2. The link between customer experience and brand loyalty was found to be very clear in all case studies, though the extent of this relationship was dependent on the digital capability, emotional branding and operational consistency, and sustainability credibility (Tahir,Adnan, and Saeed, 2024).
According to the analysis, customer satisfaction and customer trust are identified as the major mediation variables affecting the relationship between customer experience and customer loyalty. Positive experiences enhanced the trust in the company, emotional attachment and re-purchase intentions. The results also show that there are some factors that moderate this relationship.
The quality of digital integration proved to be an important moderator. Companies with a more advanced omnichannel system and more robust personalisation capabilities saw better loyalty results than those with a less cohesive digital experience. Emotional branding also served as a powerful facilitator of loyalty building processes by deepening the psychological bond with brands (Li and Segumpan, 2025).
The results also indicate that sustainability is used as a tool to build trust and act as a differentiation strategy. But for sustainability effectiveness, perceived authenticity and operational credibility are key.
The updated conceptual pathway thus proposes that customer experience affects customer satisfaction, emotional attachment and trust, all of which are individual elements that help to create customer loyalty. Digital integration, emotional branding and sustainability authenticity reinforce this relationship, which is hindered by service inconsistency and operational fragmentation.
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[bookmark: _heading=h.t9ics4w40k9u]Figure 5.3: Integration to Conceptual Model or Propositions
Source: (Langen, Falk and Muller, 2025) 
[bookmark: _heading=h.8kvqayyqrj8u]5.5 Robustness Considerations
It should be noted that there are a number of other possible interpretations of the findings. Firstly, larger companies like Nike and Adidas have much more capital and technological strength than their smaller counterparts (Ahmed et al., 2025).Thus, the higher loyalty results they may achieve may be due to their overall market domination, and not customer experience.
Second, the factors outside the sports apparel industry, such as pricing policies, fashion changes, celebrity endorsements, and competitive rivalry, also have an impact on customer loyalty. Therefore, the customer experience should not be considered as the only factor that influences customer loyalty behaviour.
Thirdly, the research employed only secondary qualitative data, such as company reports, academic studies, the market publications, and analyses of the industry. There may be publication bias on some of the sources since companies tend to highlight positive customer experience programs but not report negative experiences or customer complaints.
However, the findings were enhanced by the use of multiple case studies which helped to provide triangulation. The digital engagement, emotional branding, sustainability and trust in the brand were recurring themes across brands and sources, lending value to the overall analysis (Nascimento and Loureiro, 2024).
[bookmark: _heading=h.9lf2rah25jf]5.6 Practical Synthesis
The results provide several insights for sportswear firms on how to improve customer loyalty by implementing customer experience management strategies. 
Key Practical Insights
· For brands of sportswear, it is important to make use of integrated systems that span the omnichannel landscape, where customers are now expecting seamless experiences across each touchpoint.
· Emotional Branding Strategies should not be limited to product promotion, but also encompass lifestyle positioning, cultural relevance and identity based engagement (Takyi et al., 2025).
· Sustainability programs need to be as authentic as possible and communicated in an appropriate way to build customer engagement and emotional connection.
· Even with high brand awareness, service failures continue to have a significant impact on customer perceptions, so consistency of service is still critical for operations.
· To enhance long-term customer relationships, a blend of customer personalisation technologies and AI-driven engagement systems should be integrated with experiences that focus on the customer. 
The findings highlight that a holistic approach is essential for CXM, encompassing technology, emotional connection, efficiency, and ethics. 
[bookmark: _heading=h.n3ts8gnncppo]5.7 Chapter Summary
The chapter critically discusses the findings on the multiple case studies,  linking back to the theory and conceptual discussion from chapter 2. It was established that CX is a significant element in the sportswear brand loyalty equation.  This is supported by findings that confirmed digital engagement, emotional branding, sustainability, operational consistency and authenticity all have an effect on the customer perceptions and long-term loyalty outcomes. The chapter concludes that Service-Dominant Logic and Customer Based Brand Equity were the applicable concepts for understanding how customer interactions contribute towards value creation and customer loyalty formation.  It was also found that implementation quality, technological capability and service consistency are important factors in determining effective customer experiences. Nike and Adidas were the highest scoring brands in the customer loyalty outcomes as they successfully combined emotional branding, innovative digital engagement, sustainable practices and omnichannel convenience to develop seamless customer experience systems. Puma and Under Armour found little success in this area due to operation and integration constraints while New Balance was successful as a product-focused and time proven loyal brand.
[bookmark: _heading=h.c7bh9xjm1zda]

[bookmark: _heading=h.oarvkbc5keu0]Chapter 6: Conclusion
[bookmark: _heading=h.gjed4g3rijmn]6.1 Introduction
This chapter brings the dissertation to a conclusion and critically assesses the results of the dissertation in relation to the role of customer experience in building brand loyalty in the UK sports apparel industry (Rosin, 2024).The chapter also discusses the theoretical implications, managerial implications, limitations of the research, and future research directions that arose out of this study. The study's intent was to conduct multiple case study analysis to examine the impact of customer experience on brand loyalty in the sports apparel industry in Puma, Nike, Adidas, Under Armour, and New Balance. For this study, a secondary qualitative approach and thematic cross-case analysis were used to uncover the major factors impacting customer experience as well as the key points of difference between the selected firms and their respective outcomes of customer loyalty. The results showed that customer experience is now a strategic competitive advantage in the sportswear sector, as today's consumers are looking for personalised engagement, an uninterrupted digital experience, emotional brand connection, sustainability demonstration and quality service. Thus, the chapter concludes by integrating the research into both theoretical knowledge and managerial application for the development of customer experience management and building brand loyalty in the face of strong competition in sportswear markets (Hansson, 2025). 
[bookmark: _heading=h.tdzojzni5fr2]6.2 Brief Summary of Key Findings
The results of the research revealed that the customer experience is an important factor that can impact customer loyalty in the sportswear market (Barbosa, Rincón and Saavedra, 2025). In all five case studies, businesses that successfully embedded digital engagement, emotional branding, product innovation, sustainability, and omnichannel service quality had more successful results when it came to customer loyalty.
A number of important cross case findings were identified. First, digital transformation and customization of customer contact were significant drivers of customer satisfaction and repeat purchase. Nike and Adidas had particularly high Nike and Adidas had particularly high loyalty performance because of the digital ecosystems, artificial intelligence and personalisation, and integrated omnichannel experiences. Secondly, emotional branding and lifestyle association had significant impacts on attitudinal loyalty, particularly among younger consumers who increasingly identify sportswear brands with identity, culture and values, as well as with functional performance (Shen, 2023).
[bookmark: _heading=h.nt83ophg5atn]6.3 Theoretical Implications
Overall, the study makes a valuable contribution to the theoretical framework of customer experience and customer loyalty in the sports apparel industry (Barbosa,Rincón and Saavedra, 2025). The main contribution of the research is that it further develops the use of Service-Dominant Logic and Customer Based Brand Equity model by showing that the dimensions of customer experience can work together to produce the customer loyalty outcomes in very competitive and information and internet-based market. Previous studies addressed customer experience and customer loyalty as separate constructs but in the present study, both constructs were connected and, using comparative case analysis, the relationship of the emotional, digital and functional experiences and their effects on customer perceptions and behavioural outcomes were shown.
The first theory related contribution is to Service-Dominant Logic (Jayasinghe et al., 2022). The bottom line is that the findings fully validate a value creation theory that is based on customer-brand interaction over time, not on product or service ownership. Customer loyalty was positively correlated with interactive customer engagement processes across all companies selected, such as using digital platforms, using social media for communication, using mobile applications, personalising recommendations, being responsive in keeping in touch with customers, and involving customers in the community. The results especially emphasized that customers actively engage in creating value by engaging with brand ecosystems. The best example of this was Nike's fitness apps and digital communities, which enhanced the customer experience by bringing it beyond the point of a product sale. It can thus be concluded that the research confirms that customer experience is a service exchange process which continues in the moment and in which the customer becomes a participant of the creation of the brand value.
The study in this thesis, however, adds to the SDL by providing empirical evidence that value co-creation is highly contingent on consistency and integration of the organisation at various customer interaction points. The findings revealed that those businesses with disjointed digital systems, poor service quality or poor omnichannel co-ordination were less successful in turning positive customer engagement into future loyalty. Both companies Puma and Under Armour showed this effect – they had good levels of engagement with their consumers, but the level of loyalty was not as good as it was hoped to be, as they had not been as consistent in their digital integration and service continuity. This builds upon previous theory, which posited that value co-creation is not enough if organisations do not have operational consistency in order to support the customer journey.
The second theoretical contribution is to the Customer Based Brand Equity (Oliveira et al., 2023).  It was evidenced in the study the impact customer experiences have on brand equity through customer trust, perceived quality, emotional attachment and brand resonance.  Our findings demonstrate that positive impact of strong customer experiences on customer’s perceptions about brand identity and emotional association between brand and them are recognized.  Moreover, Adidas and Nike especially proved the influence of digital convenience, sustainability and emotional appeal in elevating brand resonance with consumers. This study therefore supports that customer experience is a practical instrument in cultivating and maintaining customer-based brand equity.
In addition, the implications further expand the Customer Based Brand Equity model by focusing on the significance of sustainability and ethical branding are the new driving forces influencing brand resonance nowadays.  Unlike the traditional brand equity models which are only refer to the dimensions of awareness, image, perceived quality and emotional connection, the current findings suggest that environment-friendly and social responsible behaviors are the emerging determinants of brand loyalty in today’s sporting apparel markets, and that emotional link to brands is relatively significant the category of young consumers who agrees the brand’s environment friendly issue and social responsibility. This directly indicated that there should be emphasis on sustainable issues and its integration into the concept of customer-based brand equity in the future and not an extra addition to a company’s duty (Winit, Kantabutra and Kantabutra, 2023).
[bookmark: _heading=h.u8f0i5dlvcjq]6.4 Managerial Implications
The study results have a number of significant management implications for sports apparel companies looking to boost customer loyalty by enhancing customer experience tactics
 Implication for the first time is that businesses have to concentrate on integrated systems of customer experience across all channels (Barbosa, Rincón and Saavedra, 2025). The number of customers who expect to be able to interact fluidly through the mobile app, website, physical location, customer support, and social media is growing. Businesses need to therefore, invest in the integrated digital infrastructure with customers seamlessly moving between channels, without any service inconsistencies. An effective omnichannel integration enhances the convenience, lowers customer frustration and boosts the long-lasting engagement.
Secondly, sportswear companies should focus on investing more in personalised customer engagement technologies. The results made it clear that businesses with a more sophisticated approach to customer data analytics and the use of personalized recommendation systems had better customer loyalty results (Ibeh et al., 2024). Managers should thus leverage artificial intelligence, customer relationship management systems, and behaviour analytics to make personalised product recommendations, and customised promotions and communication strategies. Personalisation increases the likelihood of the customer's relevance, emotional bond and repeat buying.
Thirdly, emotional branding must be a key part of the customer experience management. The results indicated that younger consumers are more likely to see sportswear brands as having an identity, culture, social belonging, and personal values. So, managers should do more than just a functional product marketing, but a marketing campaign that is emotionally engaging by using storytelling, athlete endorsement, social media communities, and lifestyle branding. Emotional engagement fosters attitudinal loyalty and can make brands stand out in very competitive markets (Jin,  2025).
Fourthly, sustainability must be a part of customer experience strategy and not merely a business responsibility. The results proved that sustainability positively affects customer trust and the perception of the emotional aspect of sustainability, especially for environmental-conscious consumers. Managers should thus raise awareness about the ethical sourcing, eco-friendly production, recyclable materials, and sustainability commitment. Sustainability communication needs to be reinforced throughout customer engagement to build brand credibility and customer trust.
The fifth management implication is the consistency of services and operational reliability. The study revealed that, despite having strong marketing strategies, product availability issues, poor customer service and disjointed digital experiences undermined customer-loyalty outcomes. To improve inventory management, delivery reliability, customer service responsiveness, and supply chain coordination, it is important for firms to enhance their methods. To mark and brand their brand in the minds of customers, they need to operate consistently to ensure a strong emotional tie (Srivastava et al., 2022).
Further, companies need to beef up their initiatives for customer community building and engagement over a longer time horizon. Results showed that brands demonstrating higher levels of customer loyalty tended to offer an interactive ecosystem of mobile apps, digital fitness communities, social engagement and customer participation opportunities. Managers should thus create platforms for customers to interact, provide feedback, track fitness, engage in community and loyalty programme participation. Such programs promote customer engagement and foster greater emotional bonding.
Several enablers of the implementation of such managerial strategies exist. Organisational communication systems, customer analytics capability, digital infrastructure development and employee training are all areas that need to be invested in (Rahman, 2025). Therefore, the synergy between marketing, operations, customer service and technology teams is also vital to ensure seamless customer journeys at every point of interaction. 
[bookmark: _heading=h.3zvnjqqxzplk]6.5 Limitations and Directions for Future Research
While the study has important theoretical and practical implications, there are a number of limitations that should be noted. One of the main limitations of the research is that it used only secondary qualitative data from academic literature, industry reports, company publications, and the Internet (Radwan and Russo, 2024). Lack of primary data prevented the ability to record real-time customer perceptions and direct consumer experience. There can also be a potential organisational bias in secondary sources, such as company reports, which might be skewed towards the positive results, rather than highlighting any weaknesses in the operation.
Secondly, the study concentrated exclusively on a number of sportswear companies from around the world that primarily served developed international markets. Results might, therefore, not be representative of customer patterns of behavior in smaller companies, in other markets or in other cultural settings. Addressing customer expectations on digital engagement, sustainability, and emotional brand can vary greatly from region to region and from segment to segment (Purcărea et al., 2022).
Third, the qualitative research design precluded direct causal linkages between the customer experience outcomes and the customer loyalty outcomes. However, the patterns and associations found through thematic analysis were important but the study was unable to quantify the strength of relationships between specific elements of customer experience and customer loyalty performance using statistics.
A future study should therefore be using a mixed methods or quantitative approach to validate the relationships found in this study (Liu, 2022). Measurement of customer experience variables and outcomes of loyalty could be more precisely measured using surveys, longitudinal analysis of customers and structural equation modelling. Future research could also involve other industries to explore whether the results are transferable to other industries outside of sports apparel. 
[bookmark: _heading=h.y8igdrgjsq7]6.6 Closing Statement
This study concludes that today's sports apparel industry is one of the most significant brands to base their brand loyalty on customer experience. The research revealed that to build and grow loyalty, digital engagement, emotional branding, sustainability, operational consistency and personalised customer interaction are crucial components. The research advances theory by extending customer experience and customer brand loyalty theory in the context of highly competitive, and high-tech environments. In practical terms, it underlines that organisations that are able to deliver integrated and meaningful customer experiences are more likely to sustain customer loyalty, to gain competitive advantage and to succeed in the long term in the market. 
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