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Abstract

This master's thesis is devoted to the study of the influence of brand identity on customer
loyalty and the analysis of the role of emotional connection on the example of Apple. The
relevance of the research is due to the fierce competition in the modern market and the
increasing awareness of consumers, which requires brands to offer unique value, clear
positioning and establish an emotional connection with consumers in order to achieve long-
term success.

The purpose of the study was to study the influence of Apple brand identity on the formation
of customer loyalty and to highlight the role of emotional factors in this process. To achieve
this goal, the paper discusses the theoretical foundations of brand identity, the concept of
customer loyalty and its determining factors, as well as the peculiarities of the brand creation
and development process. The research part of the paper includes an overview of the success
story and strategy of the Apple brand, an analysis of the main elements of its brand identity,
an evaluation of marketing approaches and the results of consumer research in terms of brand
perception and loyalty. The research methodology is based on processing and synthesis of
secondary sources, namely scientific literature, statistical data and market analysis reports.
The study found that the cornerstone of Apple's brand success is its clearly defined and
consistent brand identity, which is based on innovation, design excellence, customer care and
premium quality. These values are reflected in all aspects of Apple's products, services and
communications, which lead to a positive brand perception and emotional attachment by
consumers.

Thus, the master's thesis presents a complex analysis of the relationship between the Apple
brand and its customers and enriches the scientific knowledge about the interaction of brand

identity, customer loyalty and emotional connection.



