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Loyalty and trust in brands is a critical part of any business. Businesses strive to ensure that they build loyalty within their customers and the community at large and in so doing, build trust between them and their customers.  One of the most fundamental things to consider, when assessing how to build trust, includes the ethical obligations and issues that will be incorporated. In order to augment our understanding on this subject, this subject will carry out a meticulous assessment on one of the products that I am most loyal to. In addition, the study will assess how a company can build trust and some of the ethical obligations and issues that are associated with trust, once it is built.
The brand that I am so loyal to is Adidas and this is because of the fact that it produces quality and durable goods. Adidas is a company that deals primarily in the manufacture of sportswear and as a brand that deals in the manufacture of sporting products, the company has invested in a competitive marketing mix that largely comprises of the manufacture of high quality products, favorable prices, good environment, attractive mix of products, a strong image brand, divergent customer styles as well as efficient services. The focus on the above factors has contributed significantly towards fostering loyalty within the customers.
Companies can build trust through the following ways. One of the most profound ways of creating trust is through having a reliable product. Adidas has for instance created a reliable product, which is easily accessible to all customers and it has also strived to ensure that their products are of the highest quality (Berger, 2008). Adidas conducts online surveys about their products and this consequently provides them with a feedback, which they can then use to improve their products.
The other strategy of increasing trust is through honesty. Adidas has consistently been honest in the delivery of their products. Their products are always delivered on time and they also ensure that they deliver their products just like they promised. In addition, they also have a history of rectifying mistakes once they make them and have been known to refund products if there are any defect, which all but cements the trust and loyalty from the customers (Keller, 2013).
Finally, companies also build trust through consistency. Adidas has constantly been one of the most consistent companies and this is evidenced by their great attention to standards and quality all the time (Berger, 2008). In so doing, the company has been able to attract and retain customers and is also one of the primary reasons why I am a loyal customer.
Some of the ethical obligations and issues to consider once trust is built include the following. The first ethical obligation is respect since companies should maintain optimal respect between them and their customers. The other ethical issue to consider should be integrity, which can be maintained by ensuring that they work and perform their duties with the highest level of integrity (Berger, 2008). Finally, companies should foster honor between them and their customers by ensuring that their focus is always on the customer.
In conclusion, customers should indeed trust consumers since it is on this basis that they will be able to develop respect and honor between them and the company. The above therefore affirms that customers are just not prone to become loyal to companies since they must consumer the products first or use the services for them to become loyal. The case of Adidas therefore exemplifies that trust and loyalty is fostered through the standards that are employed by the organization. 
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