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                                            Abstract
This study examined the role of social media platforms in enhancing customer relationships while employing a deductive research technique, driven by the RACE and Honey comb paradigms. The main aim of this study was to examine consumer involvement and brand perception by utilising an online survey tool to collect data from participants. The survey encompassed a total of nineteen questions, which encompassed demographic questions as well as liker scaled questions related to variables. The findings provided vital insights into the relationship of customer involvement and brand perception specifically in relation to Adidas social media platforms. The results of the study emphasizes the significance of customizing loyalty programs to accommodate diverse consumer categories, recognizing and incentivizing sustained dedication while actively involving recent customers to cultivate retention and loyalty. Furthermore, a significant majority of participants actively interact with Adidas via its official social media platforms, thereby indicating the brand's well-established digital footprint. The recommendations include implementing customised loyalty programs, increasing participation on social media platforms, and maintaining consistent branding. By implementing these strategies, Adidas can strengthen its position in the market and build stronger relationships with its customers. Notwithstanding specific constraints, this research offers significant perspectives on the central significance of social media in influencing customer interactions and brand impression within the current marketing environment.
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                                           chapter one

1.Introduction  
The changing globalization and the advanced technology have caused the creation of the social media platform in the modern world. As most people live with busy working schedules and lives, social media has caused bringing all networks and people together on a common platform (Kiwak, 2022). Therefore, managing customer relationships has come to the stage with a significant focus. Almost each business entity is now using social media platforms to have better customer relationships. 
Social media are considered interactive technologies that provide sharing of information, interests, ideas, and other expression forms via virtual networks and virtual communities (Coen, 2016). Facebook, Instagram, YouTube, LinkedIn, Twitter, Pinterest, etc are considered the most famous social media platform in the world. Facebook is the highest-using app in the global world.  Customer relationship management is about the technology that is used for conducting all interactions and relationships of the company with potential customers and customers (Kiwak, 2022). The goal is to improve business relationships to grow the business. 
As the selected case study, Adidas belongs to the Textile, and footwear industry founded in 1924. Adidas is a German athletic footwear and apparel corporation being the second largest sportswear manufacturer in the world, after Nike and the largest in Europe (Adidas, 2023). in the football club Bayern München, an 8.33% stake is owned by the Adidas Group. the revenue of Adidas for 2018 was €21.915 billion and there were 57,016 employees in the same year. Adidas is one notable contribution to sports for soccer shoes that revolutionized the game (Bytes, 2022). The Facebook account Adidas has 41,019,019 fans, 34.2 million Instagram followers, 3.8 million Twitter followers, 1.04 million YouTube subscribers, etc. Adidas facilitates a range of products, including clothing, athletic shoes, sports equipment, and accessories for various sports such as basketball, soccer, running, and more (Bytes, 2022). Adidas use e-commerce and digital technology using social media and online platforms to connect with customers and enhance their shopping experience. The market size of global footwear was USD 387.74 billion in 2022 and is expected to reach USD 403.18 billion in 2023 (Bytes, 2022). 

1.1 Background
The digital technology advancement has altered the industries’ operational landscape, especially in how they engage and interact with their clientele. Social media plays a significant role in digital platforms in an accessible way and, has emerged as a pivotal instrument for cultivating and enriching connections of customers (Ajiboye et al., 2019). the social media platform utilization is highly focused on the realm of customer relationship management along with a specific focus on Adidas which refers to a renowned sports apparel brand at a global scale. 
Adidas is a leading and prominent player in the sports attire sector globally which has led consistently the way in employing effective marketing tactics to reach the audience and fortify customer bonds (McKee, 2020). the importance of social media is escalating in contemporary CRM and marketing. there is an interest in scrutinizing methods and approaches in Adidas seamlessly by integrating social media into their framework of CRM. 
industries are offered by Social media platforms that are a direct avenue to connect and communicate with their requirements, and patrons addressing inquiries, and obtaining feedback (Ajiboye et al., 2019). valuable insights are yielded by social media analytics into customer preferences, and behaviors while augmenting the CRM capabilities of a company. Therefore, the role of social media is comprehended in the CRM endeavors of Adidas holding the potential to facilitate invaluable insights for the organization and optimize their CRM strategies. 
This study’s principal objective is to examine the social media platforms' utilization of CRM in the Adidas context (Krüger, Stieglitz & Potthoff, 2012). The aim is to encompass the current social media strategies of Adidas, delving into the approaches of CRM adopted by Adidas, and the impact of these social media platforms assessed on the CRM initiatives of Adidas. This research signifies the digital technology with traditional CRM, with a grasp of marketing approaches in the digital epoch.
the advancement of digital technology has revolutionized different business operational aspects that highlight the way how companies interact with customers in recent years (Kal, 2020). Traditional methods of relationship management and customer engagement have been supplemented by innovative digital strategies. the proliferation of social media platforms is a powerful tool for engagement, communication, and feedback. As a dynamic channel, Social media platforms have emerged for businesses to connect with potential customers globally (Kal, 2020). The interactive and real-time nature of social media enables companies to engage in better conversations by responding to customer inquiries and obtaining insight. Such platforms provide the valuable data and analytics collection that can facilitate deeper insights into preferences, customer behaviors, and sentiments.
the sportswear industry is highly competitive in this digital shift. Adidas is more of a renowned global sportswear brand that has demonstrated its commitment to customer-centric strategies and innovation consistently (Kal, 2020). As such, the social media platforms application within the customer relationship management framework of Adidas presents a related case study.
1.1 The rationale of the study 
Adidas has got the opportunity to improve the strategies of their social media, especially in the social media marketing, mainly to promote better campaigns to reach a wider audience which can be achieved by employing targeting options to deliver the best advertisements to the related audience segments (Nadeem, 2012). tools are Incorporated like feedback and surveys mechanisms which can be instrumental in gathering input consistently from clients. issues can be tackled by Adidas and changes are implemented toward customer preferences by addressing customer feedback in an active way. customer insights are Regularly explored mainly via feedback and surveys serving as a valuable resource for service offerings, and product refining ultimately driving to a better level of customer satisfaction and engagement (Giertz, Hollebeek & Weiger, 2022). 
conducting this research study generally lies in the customer relationship management landscape within the contemporary business operations context. Contemporary digital technology continues to reshape industries such as the customer interactions as there is a growing need to recognize and analyze the social media platforms' role in improving practices in CRM (Giertz, 2022). Adidas is the main point of this study driven by its global prominence as a sportswear brand that facilitates a case to examine the way how such a recognized entity leverages social media for CRM.
This research signifies the limited existing literature that investigates the practical effectiveness and application of social media platforms in the renowned brand like Adidas (Blüchert & Nordbeck, 2020). the study targets to contribute a valuable and unique perspective to the digital CRM strategies field facilitating insights that can be of practical use to Adidas and other businesses optimizing their loyalty and customer engagement strategies in the digital age.
this research Ultimately strives to bridge the gap between practical implementation and theoretical knowledge by utilizing social media platforms for CRM (Blüchert, 2020). outcomes and challenges associated with such an approach by uncovering the potential benefits. This study targets to facilitate insights that enhance the effectiveness and inform strategic decision-making of customer relationship management practices in the modern business.
1.1 Research gap 
There is a potential research gap for the study titled "The Use of Social Media Platforms in Customer Relationship Management: A Case Study on Adidas". Existing literature is extensively explored by the social media platforms integration in customer relationship management. there is a lack of in-depth investigation that can be examined specifically focused on the effectiveness and application of these strategies in the global context recognized brand like Adidas. This research targets to bridge this gap by conducting a case study with opportunities, challenges, and outcomes associated with the social media platform utilization of Adidas for CRM. This study explores to facilitate insights that contribute to a good understanding of successful social media-driven CRM strategies and their impact on satisfaction, customer engagement, and loyalty by focusing on a prominent brand. 
the general concept of social media in CRM and the impacts of digital transformation on businesses have been explored by the literature. there is a research gap in understanding the specific challenges, strategies, and outcomes associated with social media platforms in CRM, especially within Adidas. 
In conclusion, the research study background highlights the CRM’s changing landscape in the digital age that signifies social media platforms for the specific context of Adidas and customer engagement as a case study towards the practical application and these strategies’ effectiveness. The study targets to facilitate valuable insights that contribute to both practical implications and academic understanding for businesses to optimize their CRM approaches in the modern digital landscape.

1.1 Research aim 
this study’s basic objective is to conduct a discerning and thorough examination of the way how social media platforms function as instruments for customer relationship management in the framework of Adidas which is an acclaimed sportswear brand internationally. Offering significant revelations are aspired into the digital CRM strategies and their influence on fostering enduring loyalty and cultivating customer engagement. 
this research targets to contribute in-depth insights and bridge this gap into the dynamics of utilizing social media platforms for CRM purposes by conducting a case study focused on Adidas. The study uncovers the way these platforms are leveraged by Adidas to engage with its diverse customer base, capitalize on opportunities, and address challenges for enhancing loyalty and customer satisfaction. 
1.1 Research objectives 
1.	To identify and comprehensively outline the current social media strategies employed by Adidas to engage with its customers and manage relationships.
2.	To investigate and dissect the specific CRM strategies that Adidas has implemented, with a focus on how these are integrated with their social media activities.
3.	To critically analyze the impact and effectiveness of social media platforms on Adidas' CRM, in terms of customer engagement, loyalty, and feedback. This objective will involve assessing the ways in which Adidas' use of social media contributes to the overall success of its CRM efforts.
1.1 Research Questions
1.	What are the current social media strategies that Adidas employs for customer engagement and relationship management?
2.	What specific CRM strategies has Adidas implemented, and how are these integrated with their social media activities?
3.	How do social media platforms impact and contribute to the efficiency of Adidas' CRM, particularly in terms of customer engagement, loyalty, and feedback?
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[bookmark: _Hlk144716353]Chapter one: introduction 
Chapter one is all about the introduction that facilitates an overview of the research study to all readers. This chapter contains the background, research gap, research questions, rationale of the study, research aim, research objectives, and dissertation outline. 
[bookmark: _Hlk144716413]Chapter Two: Literature Review 
Chapter two is reviewing existing literature that contains an introduction to the chapter, literature gap, Social Media Marketing including Terms of References for Social Media Marketing, A Critical Review of the Use of Social Media Marketing in the High-end Sportswear Industry, and Current Social Media Marketing Strategies Adopted by Branded Sportswear Industry including Influencer marketing, User-generated content, Content creation and generating interactive and engaging content, Integrate the modern technology (AR, VR and social media analytics) to optimize social media marketing and Social Media Marketing Frameworks including Honey Comb Model, The RACE model. Further, Customer Relationship Management, the Relationship between Social Media Marketing and Customer Relationship Management in Branded Sportswear Industry is explained in chapter two. 
[bookmark: _Hlk144716446]Chapter Three: Methodology
The methodology is in chapter three which contains the introduction, research philosophy, approach, strategy, type of investigation, choices, time horizons, data collection, data analysis containing sample method, research ethics, etc. 
[bookmark: _Hlk144716469]Chapter four: analysis of data 
Analysis of data takes place in chapter four which highlights the analysis of the questionnaire using SPSS software. A questionnaire survey focuses on the Use of Social Media Platforms in Customer Relationship Management especially focusing on Adidas. 
[bookmark: _Hlk144716492]Chapter Five: Conclusion 
Chapter five is about the discussion, final conclusion and recommendation. This chapter also highlights limitations as well.  A summary is provided by addressing the Use of Social Media Platforms in Customer Relationship Management, especially focusing on Adidas. 










                                                 Chapter Two
                                            Literature Review

2.1 Introduction 

In the modern era of competitive business landscape, the implementation of social media platforms and social media optimization strategies transformed the way that organizations are conducting business and interact with the customer base (Ballings, Van den Poel and Bogaert, 2016). Thus, the customer relationship management has become the central part of the business circle which drives towards the achievement of successful business strategy with the aims of attracting new customers, building loyal customer base and assure the achievement of organizational objectives (revenue goals and profit goals) through customer satisfaction. With the evolving advanced technology deployment, social media platforms become integral part of the discipline of E-CRM which allowing brands to provide integrative and personalized customer service with immediate effect. 
There is a growing body of literature that seeks to explore the relationship between the social media platforms and customer relationship management in order to establish mathematical models and exploring in-depth qualitative data with the aim of suggesting evidence-based social media optimization strategies to enhance its impact on the business operations. Adidas, as one of world’s leading sportswear brand epitomizes how the social media marketing can shape and strengthen customer relationship, brand loyalty and build long lasting relationships with the customers. 
This particular dissertation aims to explore the multifaceted perspectives of using social media in the area of CRM by Adidas with the main focus on strategies, opportunities or potential obstacles faced by the company in leveraging its social media strategy to have the best impact on the customer relationship management. By examining empirical evidences based on the previous scholarly work on the similar research scope, it provides evidence-based valuable insights to establish influential and efficient social media strategy as a mean of enhancing CRM and the implementation of optimal CRM approach driven by social media. 

2.2 Literature Gap

As aforementioned, there is a growing body of literature to establish the relationship between social media platforms and CRM, however, there is a notable literature gap is evident with special reference to the high end sportswear brand like Adidas. Adidas as a leading sportswear brand targeting high end customers has proven their positive outcomes for the contribution for the CRM practices through customer centric social media optimization strategies. However, the literature gap exists with the special challenges and opportunities presence for Adidas in terms of leveraging multiple social media platforms especially for the achievement of CRM goals. On top of that, the literature provides generalized evidences with the application to the numerous other industries or companies, without having much supportive empirical evidences for the branded sportswear industry where the customer perceptions are unique and dynamic in nature compared to the other industries and brands. 
Even there are some researches explored how CRM strategy can be developed through social media with special reference to the branded sportswear industry, there is lack of case studies to investigate in-depth knowledge, customer perceptions and the real impact of the social media platforms through deploying a well-balance between the empirical evidences and practical implications. On the other hand, there are little or no evidences on how to customize the social media strategy to cater diverse needs and perceptions of the customers for the high-end luxury brand like Adidas who spread over multiple countries, regions, cultures tapping dynamic customer preferences. 
On top of that, the use of social media as an effective CRM tool has been ever evolving discipline owing to the technology advancements, industry best practices and emerging trends which requires continuous up-to-date researches. Added new features and options to the social media platforms in terms of insights, algorithm, and integration of multiple social media channels and tracking the user behavior patterns on social media platforms, the dynamism in customer behavior in terms of brand interaction would change continuously. Therefore, it has become an increasing requirement to conduct research on the similar scope to explore how these modern trends can be incorporated in to a customer centric CRM strategy. 

2.3 Social Media Marketing

2.3.1 Terms of References for Social Media Marketing

Evans, Bratton and McKee (2021) defined social media marketing as the “strategic use of various social media platforms as channels to engage, interact, and communicate with a target audience in order to promote products, services, or brands, foster brand awareness, build customer relationships, and drive desired business outcomes"
According to Saravanakumar and SuganthaLakshmi (2012), social media marketing is a process which includes planning, implementing and managing all the related activities in social media marketing such as content creation, integrative engagement activities, user-generated contents and paid promotions with the direction of achieving specific marketing goals such as improve revenue, generating leads and establishing brand loyalty. As per the definition presented by Alves, Fernandes and Raposo (2016), "Social media marketing is the utilization of social media networks and platforms to implement marketing strategies that revolve around creating and sharing content, fostering online conversations, and cultivating meaningful relationships with customers and prospects, thereby enabling businesses to extend their brand reach, amplify their messaging, and ultimately achieve their marketing objectives."
All the scholarly definitions attempts to describe the essential elements to be grounded by the social media marketing, such as the strategic pursuance, using multiple social media platforms and its contribution towards the customer relationship building and engagement of the audience through different means, leading to the ultimate goals of achieving marketing goals. 




2.3.2 A Critical Review on the Use of Social Media Marketing in High-end Sportswear Industry

Branded sportswear industry faces intensive competition, thus the companies representing this sector such as Nike, Adidas, Puma and Fila are continuously investing in social media marketing to stay connected and brand being remembered by the target market segment of brand-conscious customers. 
A study conducted by Johansson and Hiltula (2021), demonstrated the fact that well-organized social media strategy would have a positive impact on substantial increased in customer reach and brand visibility through leveraging customer experience and building brand awareness for luxury brands. Thus, popular platforms like Instagram and Facebook can be used to demonstrate the premium quality of the product as well as sharing the brand stories by tapping the global target customer based oriented towards the luxury and branded items. On top of that, the study revealed the fact that the means of interaction through social media is another representation of the brand prestige. 
When it comes to the influencer marketing as a branch of social marketing, Ardiansyah and Sarwoko (2020) derived the fact that influencer marketing with the use of sports figures and global influencers with the use of multiple and integrated social media platforms would drive for a higher customer engagement when it comes to high-end sportswear industry. Thus, the author recommended that collaborating with the celebrities, sportsman and athletes to create interactive and influential content paves the way to cater in to the specific target audience to improve the conversion rates and brand resonance. 
A study conducted by Arrigo (2018), depicted the fact that social media marketing platforms allow luxury consumer brands to cater in to targeted customer experience through personalized contents. Using of social media features like Q&A, exclusive previews, sharing customer stories or influencers’’ stories and polls has the power in creating the sentiment of exclusivity and making that the customers who uses the particular luxury sportswear brand is valued and engaged for the overall appeal of the market for the improvement of loyalty and customer advocacy(Vinerean,  2019).
Apart from the supportive factors to establish the relationship between SMM and CRM, the literature provides insights in to opposing views. A research conducted by De Vries, Gensler,  and Leeflang (2012) argued the fact that the customers’ skepticism for the authenticity and reliability of the social media contents in branded sportswear industry. It is followed by the view that the highly informed and intelligent customer segment who engaged with branded sportswear industry are discerning and doubt about the genuineness of the sponsored contents or brand endorsements with the use of influencers. If the brand is really valued by the customers followed by its emotional value and functional value of using the product, Cheung, Pires and Rosenberger III, (2019) argued that putting excessive efforts on SMO would lead to customer suspicious on the real value of the product or the exaggerated image on social media. 
Studies conducted by Momany and Alshboul (2016) illustrated the fact that social media marketing is two sided sword which would impact over the improved brand image or tarnished brand image. The study concluded that, the social media platforms would lead to negative comments, backlash, or controversies by reaching higher audience. If these repercussions are mishandled or miscommunicated, then the brand image will be tarnished and the tendency of creating negative impression for the brand is high (Kumar, Choi and Greene, 2017). The same fact is evident from the case of Nike's Colin Kaepernick Campaign Backlash (2018). The decision taken by Nike to include Colin Kaepernick, the former NFL player prominent for kneeling during the national anthem to protest racial inequality, in its "Just Do It" commercial drew strong criticism from certain elements of the populace (Chadwick and Zipp, 2018). Social media platforms were overwhelmed with videos and photos of individuals burning Nike merchandise and calling for boycotts, causing a brief drop in Nike stock prices and financial performance in short run. Further, Adidas' Boston Marathon Email (2017), Puma's Poorly Received Usain Bolt Tweet (2015) and Under Armour's "Band of Ballers" Campaign (2012) some case study based researches which examined the negative consequences of social media marketing as real world examples in branded sportswear industry for negative publicity and negative E-WOM through social media flooding. 


2.4 Current Social Media Marketing Strategies Adopted by Branded Sportswear Industry

The branded sportswear industry embarked strong presence in social media optimizations through powerful multiple and integrative platforms. 
Influencer marketing 

According to Brown and Hayes (2008), influencer marketing is the process of collaborating with the multiple charismatic and appealing characters to promote the products and brand offerings. Thus, it is evident that many high-end luxury sportswear brands collaborates with the world famous sportsman, athletes, lifestyle influencers and fitness enthusiasts to demonstrates the product benefits and communicate the perceived value created by the brand through action. Liu (2021) illustrated the fact that there is a tendency that the target audience would follow the influencers through the genuine interpretation of the use of brand as a part of the life style reflection. The researcher further elaborate that the direct impact of the influencer marketing towards establishing the brand credibility within the community, given the mediating factors such as the content delivery, transparency of the product presentation and the nature of the target customers or community. Adidas collaborated with tennis player Naomi Osaka to launch a collection, leveraging her popularity and association with sports (Kouchih and Mataa, 2023).

User-generated content (UGC)
Use-generated contents has evolved as an integral part of the social media optimization through encouraging customers to share their experiences, stories and perceptions related to the use of product(Daugherty, Eastin and Bright, 2008). Thus, it is evident that the branded sportswear companies launched multiple campaigns such as contests or reposting the most attractive user-generated contents in official page to encourage the engagement of the target market. On top of that, Romero-Rodriguez and Castillo-Abdul (2023) presented the fact that user-generated content shared within the community using hash tags, key words and features would not only contributes over the creation of authentic user experience but also make a significant sense of belonging among the customers for a state-of-art social media strategy. In practical scenario, Under Armour's #UARunClub campaign encouraged athletes; especially runners to create their own content and share the running stories through visuals and images to create the own community includes passionate runners to share the vital information for their own betterment. 
Content creation and generating interactive and engaging content
According to Syrdal and Briggs (2018), the success of the SMO strategy of a company would depend upon the frequency, quality and the richness of its content to have positive influence towards the target market. The research findings related to the branded sportswear market with special reference to Nike has provided the fact that content marketing as one of SMO strategies has the highest positive correlation with the customer loyalty and improving brand awareness among the target market. Sportswear brands in global level is proven to be updating useful, informative and engaging contents to the target audience with the use of images, videos, infographics and blog posts(Du Plessis,  2017). With reference to the Adidas, the interactive contents created through series of video named “Impossible is Nothing” campaign that exclusively featured what are the groundbreaking challenges for athletes and remedial strategies to overcome this challenges as an inspirational content. According Wells (2019), this campaign was able to achieve its intended outcomes, where the videos were very popular and viral among the athlete community and encouraged them to create their own stories and share within their social media platforms by tagging official Adidas page with the use of hash tags and key words. 

Integrate the modern technology (AR, VR and social media analytics) to optimize social media marketing

The use of Augmented Reliability (AR) and Virtual Reliability (VR) have become increasingly popular with its integration in to social media platforms. These modern technologies enable the customers to provide exclusive and immersive experience through facilitation of try on clothes, shoes, and equipment before they buy them. According to Chaffey and Smith (2022), the AR and VR experiences shared through social media platforms improved the customer engagement by 20% as a new SMO strategy with special reference to the luxury clothing industry. 
Further, the use of social media analytics has been proven to be success in the branded segments. These social media analytics are in-build or external software that would facilitate in generating informative patterns and insights related to the consumer buying behavior, conversion rates, post engagement rates and the revenue generated through paid promotional advertisements on social media(Rathore, Kar and Ilavarasan, 2017). Thus, these insights would enable to make informed decisions for the organizations in personalization of contents, create more engaging contents and achieving the objectives of CRM through targeted social media campaigns. As a practical example, Adidas had used social media analytics to track performance and make the strategic adjustments for the "Impossible Is Nothing" campaign (Ünsal, at el, 2015).
Branded sportswear companies have changed their social media marketing strategies to better connect with consumers, build brand loyalty, and increase sales. They do this by collaborating with influencers, using user-generated content, creating interactive campaigns, making storytelling videos, using social commerce, personalizing their messages, and participating in cause-related marketing(Zhou, Xu and Yen, 2019). These strategies have helped brands build a strong online presence and create meaningful relationships with their target audience. They will continue to adapt these strategies as social media and consumer behavior evolve.


2.5 Social Media Marketing Frameworks

2.5.1 Honey Comb Model

The honeycomb model, as proposed by Jayasuriya at el (2018) suggested the fact that the use of social media platforms by the organization can be understood and rationalized with seven functional building blocks; Identity, Conversations, Sharing, Presence, Relationships, Reputation, and Groups.
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                                      Figure 1 - Social media functionality honey comb model
Identity - Identity is referred to the extent to which the individuals reveal and present themselves in online platforms. With special reference to the sportswear industry, brand image plays a crucial role in order to communicate the specific brand value through the consistent use of colors, logo, images and branding content. The brand identity created through social media platforms has a higher influence over the consumer buying behavior and drive for positive attitudes in brand-conscious customers. 
Conversation - Conversation as another building block in honeycomb model for functionality of social media represents the extent to which customers are engage in building an effective communication with each other. In practical scenarios, branded sportswear companies reflects their dedication for conversation through creating community groups, encourage in sharing fitness and sports trends, training tips as well as product reviews from personal experience(Jayasuriya, Azam and Ferdous, 2017). Conversations taken place in social media communities have proven to have positive impact towards creating brand loyalty as well as positive work of mouth. 
Sharing - With reference to the social media functionality, sharing refer to the encouragement of sharing the important and influential content related to the brand such as styling ideas, fitness lifestyles and workout routines. Thus, the sharing also includes the user generated content which boost the trustworthy and authenticity of the content rather than paid engagement with the brand influencers. As per the conclusion of the study carried out by Demba at el (2019), substantiated the fact that encouraging UGC would have a positive impact on the purchase intention to growth a positive attitude towards the brand. As per the examples, Adidas involves in sharing sports contents, daily health and fitness videos and user generated stories to get the involvement of the target customer base. 
Presence - Presence is defined as the consistency of using social media platforms to appeal the customers on offerings of the brand. Man, and Rahman (2019) rejected the null hypotheses in his study by establishing the higher frequency of the social media posts shown to have a positive correlation with the brand loyalty as well as customers’ purchase intention. Adidas attempts in to cyclical updates (weekly sports events, daily news updates) to maintain the algorithm in social media platforms.
Relationship – Relationships refer to the connections between users on social media. For instance, it may develop a customer loyalty program that compensates clients for engaging with the business on social media. Relationships may help Adidas better understand the wants and desires of its clients. The company's goods and services may be improved with the help of this information. Other components in the honey comb model; relationship, reputation and groups are essentially reflected through the social media communities and brand story-telling strategies in maintaining the target market engaged and maintain the sentiment of belonging within the sportswear community.
Group - Groups refer to the ability of users to form communities and sub-communities on social media. For those who like basketball or jogging, for instance, a group may be formed. This group may be used to discuss items, occasions, and other running or basketball-related subjects. Groups may be used by Adidas to produce leads and sales. To stimulate interest in its goods or services, it may, for instance, hold a webinar or a group competition
                                                                 Identity is referred to the extent to which the individuals reveal and present themselves in online platforms. With special reference to the sportswear industry, brand image plays a crucial role in order to communicate the specific brand value through the consistent use of colors, logo, images and branding content. The brand identity created through social media platforms has a higher influence over the consumer buying behavior and drive for positive attitudes in brand-conscious customers. 
Conversation as another building block in honeycomb model for functionality of social media represents the extent to which customers are engage in building an effective communication with each other. In practical scenarios, branded sportswear companies reflects their dedication for conversation through creating community groups, encourage in sharing fitness and sports trends, training tips as well as product reviews from personal experience(Jayasuriya, Azam and Ferdous, 2017). Conversations taken place in social media communities have proven to have positive impact towards creating brand loyalty as well as positive work of mouth. 
With reference to the social media functionality, sharing refer to the encouragement of sharing the important and influential content related to the brand such as styling ideas, fitness lifestyles and workout routines. Thus, the sharing also includes the user generated content which boost the trustworthy and authenticity of the content rather than paid engagement with the brand influencers. As per the conclusion of the study carried out by Demba at el (2019), substantiated the fact that encouraging UGC would have a positive impact on the purchase intention to growth a positive attitude towards the brand. 
Presence is reflected through the consistency of using social media platforms to appeal the customers on offerings of the brand. Man and Rahman (2019) rejected the null hypotheses in his study by establishing the higher frequency of the social media posts shown to have a positive correlation with the brand loyalty as well as customers’ purchase intention. Other components in the honey comb model; relationship, reputation and groups are essentially reflected through the social media communities and brand story-telling strategies in maintaining the target market engaged and maintain the sentiment of belonging within the sportswear community. 





Advantages:
· Comprehensive Analysis: The Honeycomb Model provides a structured framework for analyzing various dimensions of social media engagement. It ensures a holistic view of user interactions and behaviors.
· Informed Strategy: By understanding different aspects like identity, conversations, sharing, etc., organizations can develop more targeted and effective social media strategies to engage with their audience.
· Measurement and Evaluation: The model offers a systematic way to measure and evaluate social media engagement. This enables businesses to track their performance and make data-driven decisions.
· User-Centric Approach: Focusing on identity, relationships, and reputation helps organizations better understand their audience, tailoring content and engagement efforts to meet user preferences and needs.
· Community Building: The "Groups" dimension emphasizes the importance of creating and nurturing online communities, which can foster brand loyalty and advocacy.
· Adaptability: The model can be customized to fit different social media platforms and target audiences. It's adaptable to changing trends and technologies.

Disadvantages:

· Complexity: The model's multiple dimensions may be overwhelming for some users, especially those who are new to social media analysis. It might require a learning curve to effectively implement and utilize.
· Resource-Intensive: Gathering data and analyzing multiple dimensions can be time-consuming and resource-intensive, especially for smaller businesses with limited resources.
· Data Availability: The accuracy and availability of data for each dimension can vary. Some dimensions might be more challenging to measure accurately than others.
· Limited Practical Guidance: While the model provides a framework for analysis, it might not offer detailed guidance on how to translate insights into actionable strategies.
· Changing Landscape: The social media landscape is constantly evolving, and new dimensions of engagement may emerge over time. The model might need updates to remain relevant.
· Subjectivity: The interpretation of certain dimensions like reputation and relationships might be subjective and vary among different stakeholders.
2.5.2 The RACE Model

The RACE model in marketing management is a strategic framework stands for the reach, act convert and engage. Each component in the RACE model is an representation of the customer journey, thus aligning the stage with the effective marketing strategy would enable the companies to have a structural approach in achieving marketing goals (Rautela, 2021). 
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                                                                Figure 2 - RACE marketing model

Reach - Commensurate with the “reach” in RACE model, branded sportswear companies would incorporate their social media platforms to reach the target market with the intention of improving the conversion rate and engagement. Customer reach in social media has been defined by Bégin (2013) as embarking a significant presence in the mind of customers. The same research quantified the customer reach as a measurement yardstick of the effectiveness of social media marketing strategy. Adidas employs a number of social media sites, such as Facebook, Instagram, Twitter, and TikTok, to connect with their target market. In order to reach a larger audience, the business also does sponsored advertising.
Act - “Act” in RACE model depicts the potential actions taken by the customers through the influence of social media marketing such as subscribing for the newsletter or directing to the official website through the link affiliated to the social media platforms (Rautela, 2021). According to the case study evidences provided by Brennan and Schafer (2010), Branded sportswear firms may publish links to their website, limited-time discounts, or material that encourages visitors to interact with their brand further. Adidas encourages its fans to engage with the platform by clicking on links, like and commenting on postings, and sharing material. The business regularly holds prizes and competitions to promote participation.
Convert - “Convert” refers to the action of converting the engaged customers in to actual/paying customers of the company. As per Bodnar and Cohen (2011), the conversion is the customers’ final decision to purchase the item by settling the payment. This conversion rate is driven via the active engagement with the customers through continuous post sharing, interactive content and featuring the brand in customers’ mind. Adidas uses discounts, vouchers, and other incentives to entice followers on social media to become consumers. Additionally, the business advertises its goods and services on social media.
Engage - Engage drives to the empowering ongoing and continuous relationship with the customers with the intention of repeat businesses and brand advocacy. Adidas interacts with its social media followers by answering questions and comments and offering material that is relevant to their interests. The business also hosts live events and discussions on social media.


                                                                     Commensurate with the “reach” in RACE model, branded sportswear companies would incorporate their social media platforms to reach the target market with the intention of improving the conversion rate and engagement. Customer reach in social media has been defined by Bégin (2013) as embarking a significant presence in the mind of customers. The same research quantified the customer reach as a measurement yardstick of the effectiveness of social media marketing strategy. 
“Act” in RACE model depicts the potential actions taken by the customers through the influence of social media marketing such as subscribing for the newsletter or directing to the official website through the link affiliated to the social media platforms(Rautela, 2021). According to the case study evidences provided by Brennan and Schafer (2010), Branded sportswear firms may publish links to their website, limited-time discounts, or material that encourages visitors to interact with their brand further.
“Convert” refers to the action of converting the engaged customers in to actual/paying customers of the company, while the “engage” drives to the empowering ongoing and continuous relationship with the customers with the intention of repeat businesses and brand advocacy. As per Bodnar and Cohen (2011), the conversion is the customers’ final decision to purchase the item by settling the payment. This conversion rate is driven via the active engagement with the customers through continuous post sharing, interactive content and featuring the brand in customers’ mind. 
Advantages of the RACE Model:
The RACE model offers several key advantages for digital marketing and communications strategies. Firstly, it provides a structured and systematic approach to planning and executing campaigns. By breaking down the process into distinct stages—Reach, Act, Convert, and Engage—the model ensures that no crucial aspect of the customer journey is overlooked. This structure aids marketers in setting clear goals and objectives for each stage, fostering a more focused and targeted approach (Fedoryshyna et al, 2021).
Secondly, the cyclical nature of the RACE model promotes continuous improvement and adaptation. As campaigns progress through the stages, valuable insights and data are generated. These insights can be analyzed to refine strategies, optimize tactics, and enhance overall performance. This iterative process allows marketers to make data-driven decisions, leading to more effective campaigns and better return on investment (ROI).
Furthermore, the RACE model emphasizes customer-centricity and relationship-building. By guiding marketers to engage with their audience at every stage, the model supports the development of meaningful and long-lasting connections (Fedoryshyna et al, 2021). This focus on engagement and interaction fosters brand loyalty, trust, and advocacy, which are essential components of successful modern marketing.
Lastly, the RACE model is adaptable and applicable across various industries and digital channels. Whether a business is focused on e-commerce, B2B services, or nonprofit initiatives, the model's principles can be customized to suit different objectives and contexts. Its flexibility ensures that marketers can tailor strategies to meet the unique needs of their target audience and industry.
Disadvantages of the RACE Model:
While the RACE model offers numerous benefits, it is important to consider potential drawbacks. One notable challenge is the potential complexity of implementation. Managing campaigns across multiple stages requires careful coordination and resource allocation. Smaller businesses or those with limited resources might find it challenging to execute the model comprehensively, potentially leading to uneven results across the stages.
Additionally, the RACE model's cyclic nature may lead to a focus on repetition rather than innovation. Marketers might become trapped in a continuous loop of the same tactics without exploring new and creative approaches. This can result in campaigns that stagnate or fail to capture the evolving interests and preferences of the target audience.
Another potential disadvantage is that the model's emphasis on data analysis and iteration may require a significant investment in analytics tools and expertise. Without proper data collection and analysis capabilities, marketers might struggle to extract meaningful insights and make informed decisions for optimization.
Lastly, while the RACE model highlights the importance of engagement and relationships, it might not fully address the broader context of branding and brand perception. Developing a strong brand identity and reputation is essential for long-term success, and this aspect may require additional strategies beyond the scope of the RACE model.
Below is a comparison of the Honeycomb Model for Social Media and the RACE Model for digital marketing, including their similarities, definitions, and key aspects,

	Aspect
	Honeycomb Model for social media
	RACE Model for Digital Marketing

	Definition
	A framework to analyze different dimensions of social media engagement.
	A framework for planning and executing digital marketing strategies.

	Key Components
	Identity, Conversations, Sharing, Presence, Relationships, Reputation, Groups.
	Reach, Act, Convert, Engage.

	Purpose
	To understand and analyze various aspects of user engagement on social media platforms.
	To guide the planning and execution of effective digital marketing campaigns.

	Approach
	Multilayered analysis of user interactions and behaviors on social media.
	Sequential stages to manage the customer journey in digital marketing.

	Flexibility
	Can be adapted to different social media platforms and target audiences.
	Adaptable to various industries, audiences, and digital channels.

	Iteration
	Continuous analysis of user engagement data for refining strategies.
	Continuous improvement through data analysis and adaptation in each stage.

	Complexity
	Focuses on analyzing and understanding social media engagement dimensions.
	Provides a structured approach, potentially reducing complexity in campaign planning.

	Resource Requirements
	Requires data collection, analysis, and potentially tools for each dimension.
	Requires resources for data collection, analysis, and optimization, which can vary.

	Relationship Building
	Focuses on user engagement and relationships within social media platforms.
	Emphasizes building and nurturing customer relationships through engagement.

	Scope
	Specifically focused on analyzing social media engagement dimensions.
	Focused on broader digital marketing strategies and campaigns.

	Feedback Loop
	Insights gained can inform content creation and engagement strategies.
	Campaigns benefit from insights gained in each stage, leading to iterative improvements.

	Metrics and Measurement
	Metrics related to user interactions, engagement, and reputation on social media.
	Metrics include reach, engagement, conversion rates, and other marketing KPIs.

	Challenges
	Complexity of analysis, potential subjectivity in interpreting dimensions.
	Potential repetition, resource requirements, and potential narrow focus on engagement.



Top of Form
2.6 Customer Relationship Management (CRM)

According to Rababah, Mohd and Ibrahim (2011), CRM is defined as the process of managing all the interactions across multiple channels with the customers to optimize the personalization and user experience that would meet the exact customer needs and wants. Further, Bull (2003) defined that the CRM is the process of managing all means of relationships with customers with the intention of improving the brand loyalty and profitability. However, the literature substantiated the importance of consequence benefits of CRM practice in the contemporary world to have consistent and uninterrupted interrelationship with the customers and potential customers. 
Literature supports multiple evidences with regard to the adaption in CRM practices through different strategies. Anshari, Almunawar, Lim and Al-Mudimigh (2019) elaborated the fact that personalization and customer engagement through offering tailored responses and offerings to the customer would improve the long term relationships. Thus, companies use the social media analytics, big data and other customer data to have an analysis on the customer behavior to provide personalized experiences to the customer in accordance by tackling customers’ needs and wants. Data driven decision making is another subset of CRM where it enables making informed decisions on online and offline marketing strategies to study and offer targeted CRM strategies. Jackson (2007) defined brand loyalty and advocacy as a major strategy for CRM in terms of luxury product market. This study has shown the positive relationship between the customer engagement and their contribution for the product recommendations to other as an attachment towards the brand and makes others feel the same brand value through using the product. However, considering multiple aspects in defining parameters used to describe customer relationship management, it derives the underlying idea of customer satisfaction, long lasting interaction and makes the brand attached with the customer. 
According to the findings of the study conducted by Tong and Hawley (2009), CRM would facilitate sports and sportswear brands to enhance the retention of customers and customer satisfaction. This study adapted the comparative approach between the sportswear brands with and without a well-grounded CRM strategy. Thus, the study found that the high-end sportswear and sports brand which established a sound CRM strategy increased measurable outcomes of customer satisfaction by 15% and brand loyalty by 20% and the customer retention rate through repeat purchases by 30%.  A study of Anshari, Almunawar, Lim and Al-Mudimigh, (2019) found that the personalization of CRM with response to the dynamic nature of the target market and the specific customer requirements shown to increase customer engagement rate with the brand by 25% and conversion rate by 10% with special reference to the sportswear brand; Puma. With the research findings of the study conducted by Harvard Business review corroborated that the well-implemented CRM strategies were resulted in increasing the market share by 5% and profitability by 5%. 
2.6.1 Current strategies

In the realm of CRM, Adidas focuses on building and maintaining strong customer relationships to enhance brand loyalty and drive sales. They may employ strategies that incorporate both technological solutions and customer-centric approaches, drawing on various theories to inform their practices.
One relevant academic theory in this context is the Relationship Marketing theory. This theory emphasizes the importance of developing and maintaining long-term relationships with customers through personalized interactions, trust-building, and mutual value creation. (Gronroos, 1994). Adidas might utilize CRM software and analytics to gather data about customer preferences, purchase history, and interactions. This data-driven approach aligns with the Customer Data Management (CDM) theory, which highlights the strategic use of customer data to enhance marketing efforts and provide tailored experiences (Ryals, & Knox, 2001).
Personalization is also a key component of effective CRM strategies. Adidas leverage Personalization and Customization theories to tailor their offerings and communications based on individual customer preferences and behaviors. Personalized experiences can strengthen emotional connections and brand loyalty (Payne & Frow, 2005).
Furthermore, the Social CRM theory play a role in Adidas' strategies, especially in the era of social media. Engaging with customers on social platforms, responding to their inquiries, and leveraging user-generated content can enhance customer satisfaction and brand perception (Greenberg, 2010).
2.6.2 Theoretical models
Social CRM Theory
Social Customer Relationship Management (Social CRM) is a contemporary extension of traditional CRM that emphasizes the integration of social media platforms into the customer relationship management process (Kim and Wang, 2019). It recognizes the growing importance of social media as a channel for customer interactions, engagement, and brand perception. Social CRM focuses on building and nurturing relationships through active participation and communication on social platforms.
One of the key aspects of Social CRM is its emphasis on customer engagement and interactions in real-time. The theory acknowledges that customers increasingly turn to social media to express their opinions, seek assistance, and connect with brands. By effectively managing these interactions, companies can respond promptly to customer inquiries, address concerns, and provide personalized experiences.
Academic theories that align with Social CRM include the Network Theory and the Interactionist Approach. Network Theory highlights the significance of interconnected relationships between customers and organizations, while the Interactionist Approach emphasizes the role of meaningful interactions in shaping customer perceptions and attitudes. 
However, Social CRM also faces challenges. The theory's success relies on companies' ability to effectively manage a high volume of social interactions while maintaining a consistent brand image. Additionally, the transparency of social media can amplify both positive and negative sentiments, making it crucial for organizations to handle criticism and negative feedback adeptly.
Relationship Marketing Theory:
Relationship Marketing is a foundational theory that underpins modern customer-centric strategies. It places the establishment and maintenance of long-term customer relationships at the core of business practices. Relationship Marketing goes beyond transactional exchanges and focuses on building mutual trust, satisfaction, and loyalty between organizations and their customers.
The central idea of Relationship Marketing is rooted in the concept of customer lifetime value. Organizations strive to cultivate enduring relationships to maximize customer retention and repeat business (Chen, and Popovich, 2003). The theory emphasizes personalized communication, two-way dialogue, and customized offerings to create a sense of reciprocity and emotional connection with customers.
The Exchange Theory and the Service-Dominant Logic are closely related to Relationship Marketing. The Exchange Theory highlights the mutual benefit that parties seek in relationships, while the Service-Dominant Logic underscores the co-creation of value through collaborative interactions between organizations and customers. (Vargo & Lusch, 2004)
While Relationship Marketing fosters customer loyalty, it may face challenges in adapting to the rapidly changing digital landscape. The rise of online platforms and e-commerce has increased customer choice and empowered consumers, making it essential for organizations to navigate the fine balance between personalized interactions and privacy concerns.
In conclusion, both Social CRM and Relationship Marketing theories contribute to a customer-centric approach in today's dynamic business environment. Social CRM leverages social media for real-time engagement, while Relationship Marketing focuses on long-term relationship-building. Combining these theories can enhance organizations' ability to foster meaningful connections, effectively manage interactions, and deliver value to customers.
2.7 Relationship between Social Media Marketing and Customer Relationship Management in Branded Sportswear Industry

Social media marketing had been explored through its impact over the customer relationship management in branded sportswear industry with multiple empirical evidences. According to Ardiansyah and Sarwoko (2020), social media content creation has shown as an effective mean of make the customer remembered and attached with the brand having understood the nature of the audience as the mediating factor. On top of that, he pointed out social media interactive activities shows the second highest positive correlation with the CRM. Overall the study highlighted that overall social media strategy adapted by the branded clothing industry UK is positively correlates with CRM.
Social media marketing would drive through the e-commerce platforms of the branded sportswear companies where the customer purchasing journey is able to track from first phase of visiting the site and checkout. Thereby, acknowledging the customer behavior through the social media proven to be deriving optimal social media strategies through optimizing the conversion funnel (Khan at el, 2022).
In the branded sportswear sector, the relationship between social media marketing and customer relationship management is symbiotic. SMM allows organizations to reach and connect with their target audience, while CRM enables brands to gather, analyze, and act on customer data to improve relationships and drive commercial success. Integrating these two tactics is critical for developing a strong brand presence, cultivating consumer loyalty, and remaining competitive in the fast-paced sportswear industry. According to Haudi at el (2022), both variables of social media marketing and customer relationship management have reciprocal impact on each other, where an effective social media marketing would impact towards CRM; meantime well-organized CRM strategy would definitely reach out to be executed through social media platforms. 




                                               Chapter Three                             
                                       Research Methodology
3.1 Introduction
This chapter presents the study methodology framework using Saunder's study Onion model. This chapter begins by evaluating the selection of each step of the Onion Model in relation to the present investigation. The Research Onion model, developed by Saunders et al. (2007), is a valuable tool for structuring a research methodology. In this study on Adidas' social media CRM strategies, the model will be applied in a systematic manner. It will begin with the outermost layer, the research philosophy (positivism), followed by the approach (deductive), and then the research strategies (survey). The choice over time horizon will be cross-sectional, given the one-time nature of the data collection. Finally, the data collection methods will involve online questionnaires, adhering to the quantitative research methods layer of the onion. This methodological structure will help to maintain a clear and rigorous approach throughout the research process. It then proceeds to assess the data collecting, data analysis, and sampling process used in the study.
3.2 Research Design
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                            Figure 1 Saunder's Research Onion  Sources: (Saunders, et al., 2007)
The present study's research design, which centres on "The Use of Social Media Platforms in Customer Relationship Management: A Case Study on Adidas," adheres to the structure outlined by the Saunders Research Onion Model (2007). This model comprises many phases that are essential for ensuring methodological coherence. The research philosophy encompasses several perspectives, including positivism and interpretivism, which are influenced by researchers such as Denzin and Lincoln (2005). These scientists emphasise the importance of subjective comprehension while studying social phenomena. In keeping with a pragmatic viewpoint, the research methodology incorporates induction as recommended by Creswell (2013), guaranteeing that insights are created from particular examples, such as Adidas' social media practises, utilising either inductive or deductive reasoning. The use of a case study approach, as suggested by Yin (2014), enhances comprehension by conducting a thorough investigation within a specific setting. Both quantitative and qualitative approaches are often used to gather complex insights. The use of a cross-sectional temporal horizon is consistent with the perspectives of researchers such as Saunders, Lewis, and Thornhill (2007), facilitating an examination of Adidas' present methods. The relevance of the model is in its coherent structure, which guarantees that each step is intentionally linked to the study goals. This research seeks to comprehensively understand Adidas' use of social media platforms for the purpose of consumer connections, hence providing significant insights into contemporary marketing methods.

3.2 1 Research Philosophy
This study employs a positivist research philosophy to examine the hypotheses pertaining to "The Use of Social Media Platforms in Customer Relationship Management: A Case Study on Adidas." Based on careful observation of events and the scientific method, positivism offers a methodical framework for locating objective facts and tracing their origins. Because it is consistent with the norms of hypothesis testing, quantitative data analysis, and the pursuit of causal links in the study of business procedures (Saunders, et al., 2007), this philosophical framework is well suited to the present undertaking.
It is possible that a critical review of the grounds for choosing positivism as a theoretical framework for this study may be made. The fundamental purpose of this study is to test certain hypotheses from a positivist viewpoint. The study seeks to uncover causal relationships between Adidas' utilisation of social media platforms and its influence on customer relationship management. According to Babbie (2016), the positivist approach, which places emphasis on objective measurement and statistical analysis, is particularly suitable for situations involving hypothesis testing.
Additionally, the methodology used in this research is the collection of quantitative data with the purpose of examining patterns and correlations. The study's objective to quantify the probable link between social media interactions, consumer engagement indicators, and their reliance on empirical data is consistent with the principles of positivism. The perspective expressed aligns with Bryman's (2015) assertion that positivism is well-suited for studies that need the study of quantitative data. Furthermore, the use of positivism facilitates the attainment of generalizability beyond the specific instance of Adidas, so making a valuable contribution to larger theories and frameworks in the realm of customer relationship management in the digital domain. According to Creswell (2013), the focus on general principles and patterns within positivism lends itself to the generation of universal knowledge.
In conclusion, the rationale for adopting a positivist research philosophy in this work is sound. The framework offered by this approach helps hypothesis testing in an organised manner, ensuring compatibility with the quantitative data gathering and analysis methods used in the research. Furthermore, it aids in the generation of insights that may be generalized beyond the specific context of the study. The use of positivism enhances the methodological rig our of the research and adds to the progress of knowledge in the domain of customer relationship management and the utilisation of social media.

3.2.2 Research Approach
This study utilises a deductive research technique to examine the assumptions pertaining to "The Use of Social Media Platforms in Customer Relationship Management: A Case Study on Adidas." The deductive method entails the development of precise hypotheses derived from established theories and previous knowledge, afterwards subjecting them to empirical investigation in order to validate or invalidate these assumptions. The use of this particular technique is very appropriate for the present study owing to its congruence with hypothesis-driven research and its capacity to provide systematic insights into causal links.
The appropriateness of utilising the deductive approach in this study can be assessed and supported through the following critical evaluation. Firstly, the study intends to examine hypotheses that propose associations between independent variables (such as social media engagement, brand perception, customer service experience, and personalised communication) and the dependent variable (customer satisfaction). The usage of a structured method facilitates the formation of explicit hypotheses and enables focused empirical study, as emphasised by Trochim (2006).

Furthermore, the use of the deductive method allows the research to capitalise on preexisting ideas and concepts in the realm of customer relationship management and marketing. The case study's emphasis on Adidas makes this matter especially pertinent. According to Creswell (2013), the use of the deductive method facilitates the establishment of a framework that enables the connection between theoretical notions and empirical findings. Additionally, the use of the deductive technique in this work is a valuable contribution to the existing body of information, since it serves to either validate or question known hypotheses. This has special significance within the domain of customer happiness, as the deductive method may provide useful insights pertaining to the impact of social media participation, brand perception, customer service experience, and customised communication. According to Bryman (2015), the deductive method is crucial in the process of refining and expanding upon pre-existing hypotheses.
In summary, the rationale for using a deductive research methodology in this study is sound. The use of this approach enables the examination of hypotheses in a well-organized framework, which is in line with the study's particular emphasis on causal connections. Moreover, it adds to the enhancement and expansion of theories within the domain of customer relationship management. This research seeks to provide significant insights into the relationship between the use of social media and consumer happiness specifically for the brand Adidas.






3.2.3 Type of Investigation
The present research utilises primary and secondary data sources & primary data is defined as the original data that is acquired directly from individuals or entities for the explicit aim of doing research. This research uses primary data collection methods in the form of questionnaires, which are specifically intended to capture information pertaining to various aspects of social media engagement, brand perception, customer service experience, customised communication, and customer satisfaction (Bryman, 2015; Saunders, et al., 2007). 
                              Advantages
· Specificity
· Original Insights
· Control
Disadvantages
· Resource Intensive
· Validity Concerns
· Sampling Challenges

                                      Figure 2 Advantages & Disadvantages of Primary Data

Secondary data is a term used to describe data that has been previously gathered and made available for research purposes other than the original intent of collection. This study involves the analysis of secondary data, which encompasses the assessment of pre-existing literature, such as previous empirical studies and theoretical frameworks pertaining to customer relationship management, social media participation, and customer satisfaction. The use of secondary data has the benefit of situating the research within a wider theoretical framework and corroborating results with known knowledge (Creswell, 2013; Saunders, et al., 2007). 
                     Advantages
· Theoretical Context
· Validation
· Efficiency
Disadvantages
· Need High Credibility
· Lack of Specificity
· Limited Control

                               Figure 3 Advantages & Disadvantages of Primary Data
 The incorporation of both primary and secondary data methodologies enables the use of the respective advantages of each technique while minimising their respective drawbacks. The use of customised survey data offers direct insights into particular research inquiries, facilitating quantitative analysis, whilst secondary data enhances the theoretical underpinnings of the study. The integration of methodologies in this study enables a thorough examination of the research domain and strengthens the reliability and thoroughness of the study's results.



3.2.4 Choice of Method
This research uses a monomethod approach that only applies quantitative methodologies to examine the utilisation of social media platforms in customer relationship management. The specific focus of the study is on Adidas, serving as a case study. The justification for selecting this particular methodology is intimately integrated into each phase of the research process. (Saunders, et al., 2007).  Through the use of a monomethod approach, this research guarantees a cohesive and concentrated investigation, enabling a methodical analysis of the associations among variables. The use of a singular methodology in this study emphasises the dedication to applying rigorous quantitative techniques in order to support the research aims (Bryman, 2015).  The selected positivist philosophy, which places emphasis on empirical verification and measurement, aligns well with this methodological approach. The quantitative emphasis of the mono method strengthens the organised hypothesis testing of the deductive approach, establishing a logically robust basis for investigating causal relationships between variables. Moreover, the use of the case study approach integrated within the mono technique enables a thorough comprehension of the particular circumstances surrounding Adidas, hence augmenting the depth and breadth of quantitative observations (Creswell, 2013).  The study's sole emphasis on quantitative approaches serves to assure precise measurement and minimise possible biases, hence boosting the reliability of the results. In summary, the mono-method approach, characterised by its emphasis on quantitative analysis and hypothesis testing, provides a strong foundation for examining the complex interplay between customer relationship management and social media engagement in the context of Adidas (Saunders, et al., 2016).







[bookmark: _Hlk143325925]                             Advantages
· Objectivity and Replicability
· Precision and Accuracy
· Generalizability
· Efficiency
Disadvantages
· Limited Contextual Understanding
· Simplification of Complex Phenomena
· Potential Bias
· The Rigid Structure

                     Figure 4 Advantages & Disadvantages of Quantitative Method


3.2.5 Time Horizon
This research employs a cross-sectional approach to examine the utilisation of social media platforms in the context of customer relationship management. The specific case study focuses on the company Adidas. The rationale for choosing a cross-sectional time horizon is carefully justified via a comprehensive assessment, ensuring that the methodology is aligned with the specific context and aims of the research. The appropriateness of employing the cross-sectional method for this study is thoroughly assessed and supported as follows: the cross-sectional approach is well-aligned with the study's objective of comprehending the present condition of Adidas' utilisation of social media platforms for managing customer relationships. This approach enables a concise overview of the organization's initiatives and their influence on customer satisfaction within a designated period. The consideration of temporal factors is of great significance due to the ever-changing nature of digital marketing and trends in social media (Saunders, et al., 2007).
Moreover, the effectiveness and practicality of the cross-sectional approach render it appropriate for obtaining a diverse array of data within a feasible time limit. This methodology allows for the gathering of data pertaining to several dimensions of customer relationship management, social media engagement, and customer satisfaction concurrently, so offering a comprehensive viewpoint of the phenomena within a defined period of time (Bryman, 2015). This research effort tries to give important views that are pertinent to Adidas' present strategic ambitions and goals via an investigation of Adidas' existing techniques, which is appropriate within the context of this case study. This study's use of a cross-sectional design is appropriate given its intended audience—decision-makers inside the company (Creswell, 2013). Furthermore, the cross-sectional method allows for the study of relationships and patterns between variables at a single point in time. The temporal emphasis aligns with the research inquiries of the study pertaining to the direct influence of social media involvement, brand perception, customer service encounter, and customised communication on customer happiness, hence augmenting the study's analytical profundity (Trochim, 2006).
In summary, the rationale for using a cross-sectional methodology in this investigation seems sound. The primary objective of this research is to examine the practises used by Adidas and their impact on consumer happiness, specifically focusing on their utilisation of social media involvement. The efficiency, temporal relevance, and analytical possibilities of this technique provide it a good framework for comprehending the complex interaction between customer relationship management and social media within the context of Adidas.
3.3 Sampling Size, Sampling Method & Sampling Type
3.3.1 Sampling Size
The sample size is a critical consideration in research, influencing the reliability and generalizability of study findings. For this investigation, a sample size of 30 individuals was selected. While larger samples can enhance statistical power and robustness, a sample size of 30 was deemed appropriate to achieve the research objectives within the available resources and constraints
3.3.2 Sampling Type
In this study, the chosen sampling type is convenience sampling. This approach involves selecting participants based on their accessibility and willingness to participate. Given the focus on individuals with direct engagement with the Adidas brand, convenience sampling aligns with the study's objectives.
3.3.3 Sampling Method
The sampling method employed in this study is a specific type of non-probability sampling known as convenience sampling. This method entails selecting participants based on their availability and willingness to take part in the research, rather than through random selection. This approach is well-suited for exploring insights from individuals who are directly connected to the research topic, such as those interacting with the Adidas brand. While the findings may not be generalizable to broader populations, convenience sampling serves the purpose of exploring specific contexts and insights within the scope of this study
Advantages & Disadvantages of Convenient Sampling.
                 Advantages
· Ease of Access
· Cost-Effective
· Quick Data Collection
· Initial Insights
Disadvantages
· Sampling Bias
· Lack of Generalizability
· Limited Representativeness

                            Figure 5 Advantages & Disadvantages of Convenient Sampling

3.4 Data Collection Method
For this study, an online survey instrument was utilized to collect data from the chosen participants. The survey comprised a total of 11 questions, including 1 privacy question and 10 scale questions. Participants were requested to provide their rating of agreement with statements presented throughout the survey using a Likert scale, which ranged from 1 (Strongly Disagree) to 5 (Strongly Agree). This scale was selected based on its methodological robustness in addressing the research inquiries of the study. It is well-suited for assessing various aspects such as social media engagement, brand perception, customer service experience, personalized communication, and customer satisfaction—areas that significantly benefit from such a measurement approach (Bryman, 2015).
The choice of employing an online questionnaire aligns harmoniously with the current research landscape, fostering efficient data collection processes (Saunders, et al., 2016). Online surveys offer accessibility and simplicity, making them an apt fit for gathering responses from a large sample. This pragmatic efficacy is congruent with the study's quantitative methodology, which facilitates the exploration of links and hypotheses (Babbie, 2016).
The survey was formatted using the Google Form platform, ensuring an intuitive and user-friendly experience for participants. The survey link was distributed to the selected participants via email, and a time period of 4 weeks was allocated for data collection. This duration allowed participants ample time to respond at their convenience.

3.4.1 Research Strategy
This research adopts a survey method within a quantitative framework to investigate the utilization of social media platforms in the realm of customer relationship management. The study's focal point centers on Adidas, a prominent company. The survey strategy involves an in-depth exploration of a specific case while emphasizing the incorporation of measurable data. This methodology proves suitable for unravelling intricate relationships and offering empirical insights into the research inquiry (Saunders, et al., 2007).
The justification for employing the survey methodology for this investigation can be critically evaluated and substantiated in the following manner: firstly, the study's central objective of delving into the connections between independent variables (such as social media engagement, brand perception, customer service experience, and personalized communication) and the dependent variable (customer satisfaction) aligns seamlessly with a quantitative approach. This approach enables the examination of relationships and the quantification of their strength through the utilization of statistical techniques, as advocated by Bryman (2015).
Furthermore, the utilization of the survey approach facilitates the systematic collection of numerical data, which can then undergo thorough analysis. This method bolsters the credibility and replicability of the study, as it allows other researchers to scrutinize the outcomes using comparable methodologies, in line with Creswell's (2013) recommendations. Moreover, the integration of a survey methodology with the collection of quantitative data offers a unique advantage. This study enables a comprehensive exploration of Adidas' operational strategies while simultaneously quantifying significant variables to provide a comprehensive understanding of how social media engagement, brand perception, customer service experience, and customized communication influence customer satisfaction.
Additionally, employing the survey approach furnishes a means to identify patterns and extend the applicability of the findings beyond the specific context of Adidas. The strategy's potential to contribute to the development of broader theories and frameworks in the field of customer relationship management is emphasized by Eisenhardt (1989), who underscores its role in establishing empirical linkages.

3.5 Data Analysis
In order to draw conclusions from the collected data, SPSS was employed extensively throughout the analysis phase of this study. Mean, standard deviation, frequency, reliability, regression, and correlation were only some of the inferential and descriptive statistics employed in the research. Tables, figures, and charts are used in this study to graphically present the results.
3.6 Ethical Considerations
Before any data was collected, participants were given a thorough explanation of the study's purpose, methods, and potential risks; after receiving all the information they needed to make an educated decision about participating, participants gave their consent. (Israel & Hay, 2006). The anonymity of participants' names and replies was strictly maintained. The data that was gathered underwent anonymization procedures to safeguard the privacy of individual participants, hence preventing their identification via the study results. Furthermore, the study's results were presented with precision and clarity, precisely representing the gathered and processed data (Braun & Clarke, 2019). 
















                                                     Chapter Four
                                             Analysis of Data

4.1. Introduction
This section presents an in-depth analysis of data collected to address research objectives and draw meaningful conclusions. The researcher used a systematic approach to organize analyse and interpret quantitative data. The results of the data analysis are presented clearly and concisely supported by tables and graphs to facilitate the 	interpretation and discussion. The literature review and introduction chapters supported the discussion to validate the findings.
4.2. Questionnaire analysis
Question 1
1. Your participation in this survey is voluntary and your response will kept confidential. Your personal information will not be disclosed with any other third party. The data collected will use for research purpose only and will be reported in aggregate form .by participating in this survey, you agree to the terms of this privacy statement.
1.1 Graph chart


[image: ]
                                               Figure 1 - Privacy statement
The first question was raised to create an understanding for the participants the fact that their responses will be confidential. 100% of the participants have agreed for the statement prior proceeding with providing their responses. This means the participants have acknowledge the fact that their honest responses will be utilised for this study purpose only.
Question 2
2. How long have you been a customer of this brand?
2.1Table
	summary
	
	average
	average %

	Less Than 1 Year
	
	12
	40%

	1 – 5 Years
	
	10
	33.30%

	5 – 10 Years
	
	5
	16.70%

	More than 10 Years
	
	3
	10.00%


                                                         Table 2.1-Customer retention

2.2 Graph chart

[image: ]                                                Figure 2.2-Customer retention

Results: Figure two depicts the responses received for the question number two. The highest number of responses were received for the ‘’Less than 1 year’’ category which accounts for 40% of the thirty responses received. The least number of responses received for the question two is 10% which is for ‘’More than 10 years’’ category. The rest of the responses include one to five years category which has received 33.3% responses and five to ten years category which represents 16.7% of the total responses received.
Question 3
3. Have you ever interacted with Adidas' official social media accounts (e.g., liking, commenting, sharing)?
3.1Table
	summary
	
	average
	average %

	Yes
	
	21
	70%

	No
	
	9
	30.00%


                                                              Table 3.1-Customer retention

3.2 Graph chart

[image: ]
                                              Figure 3.2- social media interaction

Results: Figure three depicts the responses received for the question number three which explores regarding the interactions of the customers with Adidas’s official social media accounts. The highest number of responses were received for the ‘’Yes’’ category which accounts for 70% of the thirty responses received. The least number of responses received for the question two is 30% which represents the ‘’No’’ category. 

Question 4
4. Do you feel that Adidas responds promptly to customer inquiries and feedback on their social media platforms?
4.1Table
	summary
	
	average
	average %

	Yes
	
	25
	83.30%

	No
	
	5
	16.70%


                                                                 Table 4.1- Social media responsiveness


4.2  Graph chart

[image: ]
                                                Figure 4.2 - Social media responsiveness

Results: The question number four explores Adidas’s social media team’s promptness in responding to customer inquiries and feedback and the responses are shown in figure four. The highest number of responses were received for the ‘’Yes’’ category which accounts for 83.3% of the thirty responses received. The least number of responses received for the question two is 16.7% which represents the ‘’No’’ category. 

Question 5
5. Do you believe Adidas' social media presence has influenced your perception of their brand?


5.1Table
	summary
	
	average
	average %

	Yes
	
	22
	73.3%

	No
	
	8
	26.70%


                                                Table 5.1- Social media brand perception
5.2 Graph chart
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                               Figure 5.2- Social media brand perception
Results: Figure five depicts the responses received for question five which investigates whether Adidas’s social media has impacted in changing customer perception towards the brand. The highest number of responses were received for the ‘’Yes’’ category which accounts for 73.3% of the thirty responses received. The least number of responses received for the question two is 26.7% which represents the ‘’No’’ category.
Question 6
6. Have you experienced personalized communication or offers from Adidas through their social media channels?
      6.1 Table
	summary
	
	average
	average %

	Yes
	
	19
	63%

	No
	
	11
	36.70%


                                     Table 6.1- Experience of personalized communication

6.2 Graph chart
[image: ]
                         Figure 6.2- Experience of personalized communication
Results: Figure six depicts the responses received for question six which explores the customer experience of the personalized communications and offers received from Adidas social media platforms. The highest number of responses were received for the ‘’Yes’’ category which accounts for 63.3% of the thirty responses received. The least number of responses received for the question two is 36.7% which represents the ‘’No’’ category.
PART B
Please rate on a scale of 1 to 5 to assess how strongly you agree/disagree with each statement. 
Question 7
Social Media Engagement
7.1 Table
	Social Media Engagement

	Summary
	I actively follow Adidas on various social media platforms.
	I frequently like, share, or comment on Adidas' social media posts.
	I participate in contests, challenges, or campaigns initiated by Adidas on social media.
	Average
	Average %

	Strongly Agree
	5
	8
	6
	6
	21%

	Agree
	13
	11
	9
	11
	37%

	Neither Agree nor Disagree
	7
	10
	9
	9
	29%

	Disagree
	3
	1
	4
	3
	9%

	Strongly Disagree
	2
	0
	2
	1
	4%



                                                    Table 7.1-Social media engagement
7.2 Graph chart
[image: ]
                                                           Figure 7.2-Social media engagement
Results: Figure 7 and table 1 depicts the summary of the responses received for the question number seven which explores the social media engagement of Adidas by means of three statements. The highest number of responses were received for the three statements is for ‘’Agree’’ which accounts for 37% of the responses in average whereas the least responses received for ‘’strongly disagree’’ which accounts for 4% of the responses in average. Certain individuals have provided neutral responses which accounts for 29% of average of the three statements. 21% on average have strongly agreed with the three statements.

Question 8
Brand Perception
8.1 Table

	Brand Perception

	Summary
	I perceive Adidas as a high-quality and innovative brand
	I believe Adidas aligns with my personal style and preferences
	I consider Adidas to be a leading brand in the sportswear industry
	Average
	Average%

	Strongly Agree
	17
	9
	11
	12
	41%

	Agree
	10
	14
	14
	13
	42%

	Neither Agree Nor Disagree
	2
	6
	3
	4
	12%

	Disagree
	1
	1
	1
	1
	3%

	Strongly Disagree
	0
	0
	1
	0
	1%


[bookmark: _Hlk144373027]                                                      Figure 8.1-Brand perception






8.2   Graph chart
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                                                              Figure 8.2-Brand perception

Results: Figure 8 and table 2 depicts the summary of the responses received for the question number eight which explores the brand perception created by social media strategies of Adidas by means of three statements. The highest number of responses were received for the three statements is for ‘’Agree’’ which accounts for 42% of the responses in average whereas the least responses received for ‘’strongly disagree’’ which accounts for 1% of the responses in average. Certain individuals have provided neutral responses which accounts for 12% of average of the three statements.41% on average have strongly agreed with the three statements and 3% have responded as ‘’Disagree’’






Question 9
 Customer Service Experience
	Customer Service Experience

	Summary
	I receive timely responses to my inquiries or concerns when reaching out to Adidas on social media
	I find Adidas' customer service representatives to be helpful and knowledgeable
	I am satisfied with the resolution of issues or concerns that I raise with Adidas through social media
	Average
	Average%

	Strongly Agree
	11
	6
	9
	9
	29%

	Agree
	12
	15
	16
	14
	48%

	Neither Agree Nor Disagree
	6
	6
	2
	5
	16%

	Disagree
	1
	1
	2
	1
	4%

	Strongly Disagree
	0
	2
	1
	1
	3%


   9.1 Table
                                          Table 9.1- Customer service experience
9.1 Graph chart
[image: ]
                                                Figure 9.2-Customer service experience
Results: Figure 9 and table 3 depicts the summary of the responses received for the question number nine which explores the customer service experience provided by Adidas by means of three statements. The highest number of responses were received for the three statements is for ‘’Agree’’ which accounts for 48% of the responses in average whereas the least responses received for ‘’strongly disagree’’ which accounts for 3% of the responses in average. Certain individuals have provided neutral responses which accounts for 16% of average of the three statements. 29% on average have strongly agreed with the three statements and 4% have responded as ‘’Disagree’’.
Question 10
10. Personalized Communication10.1 Table
	Personalized Communication 

	Summary
	I receive personalized recommendations and offers from Adidas through social media based on my preferences.
	Adidas tailors their communication to my individual needs and interests
	I feel that Adidas understands and values my preferences and shopping habits
	Average
	Average%

	Strongly Agree
	15
	6
	7
	9
	31%

	Agree
	11
	16
	14
	14
	46%

	Neither Agree Nor Disagree
	1
	3
	6
	3
	11%

	Disagree
	2
	2
	3
	2
	8%

	Strongly Disagree
	0
	2
	0
	1
	2%


                                           Table 10.1- Personalized communication
 







10.2 Graph chart
[image: ]                                                         Figure 10.2-Personalized communication
Results: Figure 10 and table 3 depicts the summary of the responses received for the question number ten which explores the personalised communication and offers provided by Adidas by means of three statements. The highest number of responses were received for the three statements is for ‘’Agree’’ which accounts for 46% of the responses in average whereas the least responses received for ‘’strongly disagree’’ which accounts for 2% of the responses in average. Certain individuals have provided neutral responses which accounts for 11% of average of the three statements.31% on average have strongly agreed with the three statements and 8% have responded as ‘’Disagree’’.








Question 11
11.Customer Satisfaction
11.1 Table
	Customer Satisfaction

	Summary
	I am satisfied with my overall experience as a customer of Adidas
	My interactions with Adidas through social media have positively influenced my overall satisfaction
	I would recommend Adidas to others based on my experiences
	Average
	Average%

	Strongly Agree
	7
	6
	10
	8
	26%

	Agree
	20
	12
	14
	15
	51%

	Neither Agree Nor Disagree
	2
	11
	3
	5
	18%

	Disagree
	1
	0
	1
	1
	2%

	Strongly Disagree
	0
	0
	0
	0
	0%


                                                        Table 11.1-Customer satisfaction
11.2 Graph chart
[image: ]
                                                      Figure 11.2-Customer Satisfaction

Results: Figure 11 and table 2 depicts the summary of the responses received for the question number eleven which explores the customer satisfaction aspect of Adidas social media branding. The highest number of responses were received for the three statements is for ‘’Agree’’ which accounts for 51% of the responses in average whereas the no responses received for ‘’strongly disagree’’ which accounts for 0% of the responses in average. Certain individuals have provided neutral responses which accounts for 18% of average of the three statements.26% on average have strongly agreed with the three statements and 2% have responded as ‘’Disagree’’.





















                                     Chapter Five

5.Discussion
[bookmark: _Hlk144367898]The first question was raised to create an understanding for the participants the fact that their responses will be confidential. 100% of the participants have agreed for the statement prior proceeding with providing their responses. This means the participants have acknowledge the fact that their honest responses will be utilized for this study purpose only.
The question two focuses on how long the customer has been committed and loyal to the brand. When reviewing the responses, it can be noted that forty percent of the customers are very new and have been using the brand for less than one year. This suggests that there is a potential growth in the customer pool. Whereas the least number of customers accounts for more than ten years which means, the ten percent of the respondents have been loyal to the brand more than ten years. This category needs to be rewarded with loyalty offers as a strategic approach to acknowledge and further incentivize their long-term commitment to the brand (Vaghela, 2014). The newest customers are required to be retained using proper customer retention strategies based on their preferred values of the brand. This highlights the importance of understanding the motives of newer customers and tailoring the strategies to meet their expectations in order to make them repeat purchases of the brand (Jusoh & Ling, 2012). The findings indicate the level of customer loyalty and the ability to acquire various customer groups based on retention periods utilizing the specific strategies. In summery the analysis provides an insight on customer loyalty based on time frames and having a balanced approach to cater both long term and newest customers devising differentiated approaches for customer engagement.
The question three is centered on the level of customer interactions with Adidas’s official social media accounts. Author raised this question to understand if the customers are aware and engage with the brand’s social media presence. When reviewing the responses, it can be noted that majority of the responses which accounts for 70% represent the category of the customers who engage with Adidas’s official social media accounts. Whereas the least number of customers accounts for 30% which represents the customers who do not interact with Adidas’s official social media accounts. It can be noted that a significant number (70%) of active audience is already available and follows the social media activities done by Adidas. Whereas the least number (30%) provides an insight of the audience which Adidas’s has the potential to expand its brand’s online presence. Further research in to respective customer motivations may aid the Adidas’s social media branding team to refine their social media strategies and improve customer online engagement (Motha & Nalini, 2017).
The question four is centered on the responsiveness of Adidas’s social media team to customer queries and feedback and how well they handle customer interactions. When reviewing the responses it can be noted that majority of the responses which accounts for 83.3% represent the prompt responses of the Adidas’s social media team. Whereas the least number of customers accounts for 16.7% which represents the customers encounter the occasions that Adidas’s social media team is not responsive for their queries or concerns. The majority indicates that the brand is effective in responding to customer interactions and this positive feedback is favorable in enhancing the customer satisfaction as well as the brand perception. Still there is a potential of growth for this area as 16.7% indicates certain unresponsiveness towards the customer interactions. Maintaining high responsiveness will provide an upper arm to Adidas, given the dynamic nature of social media interactions nowadays. The company could obtain various level of insights for the improvement and can retain customers upon properly responding the feedback provided by customers (Kannaiah & Shanthi, 2015).
The question four focuses on the responsiveness of Adidas’s social media team to customer queries and feedback and how well they handle customer interactions. When reviewing the responses, it can be noted that majority of the responses which accounts for 73.3% has agreed that Adidas’s social media presence has influenced their brand perception. Whereas the least number of customers accounts for 26.7% represents otherwise. Since the majority states that there is an impact it can be noted that company’s brand awareness strategy is successful. It is crucial for the Adidas’s social media team to take this in to account, when creating social media promotions in a way which can enhance the positive customer perception towards the brand. With reference to the least number of responses stating there is no impact provides and insight to the segment that the team can work towards attracting by trying exploring new social media strategies (Motha & Nalini, 2017).
The question six focuses on the customer experience on personalized communications and offers. Personalized content have a significant impact over customer intention to retain and to enhance customer loyalty as per Mlambo (2018). A higher percentage agreeing having experienced personalized content from Adidas implies that Adidas can utilize this customer segment in creating customer value and satisfaction. Adidas can further enhance this experience based on the online customer behavior data taking the note of privacy considerations too in order to preserve the customer trust (Preetham, 2021). Assessing the respective cause pertaining to both favorable and non-favorable experiences, may provide detailed insight to Adidas on applying enhanced the personalized strategies which are capable of fulfilling customer expectations.
The three statements related to question seven explores whether the customer follows Adidas on social media platforms, engage frequency with the Adidas content and take part in customer campaigns launched by Adidas. By agreeing more than 50% of the respondents for these statements implies that majority engage with the content shared on Adidas platforms and Adidas has been successful in their social media content strategies. In order to attract the rest of the respondents to engage with the content, Adidas may require to assess the specific preferences of the specific client base and create content accordingly (Antony, 2021).
The three statements related to question eight explores whether the customer perceive Adidas as a high quality and innovative brand, Adidas styles are matching with customer preference and if they consider Adidas as a leading brand. Managing consistent brand image throughout various platforms are vital for a company in enhancing their brand perception (Ranjan, 2016). By agreeing more than 50% of the respondents for these statements implies that majority believes Adidas as a leading, high quality and innovative brand and prefers the styles created by them. 
The three statements related to question nine explores whether the responsiveness is timely, informative and if the customers are satisfied with the responses received from Adidas. By agreeing more than 50% of the respondents for these statements implies that majority is satisfied with the responses that they received and the information was promptly and informatively received. This assures Adidas has gained the trust and satisfaction of the customers which would aid to retain the customers in the long run. Customer satisfaction is vital in maintaining and retaining customer relationships. When the customer queries are properly responded and their preferences are addressed, the level of customer satisfaction would enhance (Kannaiah & Shanthi, 2015).
The three statements related to question ten explores whether the customer receive the personalized offers as per their preferences, understands customers’ preferences and communicate based on the same. Personalization is the process of adapting marketing messages, offers, and content to specific customer preferences and behaviors. Customers tend to stay loyal to a business and keep interacting with its offerings when they get personalized offers that they find valuable (Jacob & Monachan, 2021 ). By agreeing more than 50% of the respondents for these statements implies that majority has received the personalized communication and offers which suits their preferences.
The three statements related to question eleven explores whether the customer is satisfied with Adidas social media presence and if there is a positive influence from the online branding which makes them refer the brand to another. Consistent favorable brand image enhances customer satisfaction (Jusoh & Ling, 2012). By agreeing more than 50% of the respondents for these statements implies that majority are satisfied with Adidas through the content and engagement that they have encountered through Adidas social media platforms.  

                                                                         According to the objective you will explore how Adidas incorporates their social media efforts into their CRM strategies. This involves conducting a survey that focuses on CRM practices such, as gathering customer data segmenting audiences personalizing interactions and the role of media in these processes. supporting sources such, as case studies or articles that explore how Adidas incorporates social media data into their CRM systems. Additionally gather information, on the CRM tools and technologies that Adidas may employ to manage social media interactions and customer data. To assess the influence and effectiveness of media, in Adidas customer relationship management (CRM) efforts it would be beneficial to conduct a survey that gauge’s customer involvement, loyalty and feedback concerning their presence. based on survey,

*Analyze customer engagement by examining metrics such as likes, shares, comments and the growth of Adidas social media following.
*Evaluate customer loyalty by reviewing survey responses regarding repeat purchases, brand advocacy and overall sentiment towards the brand.
*Assess feedback obtained from social media interactions which includes both negative comments well as suggestions, for improvement.
                                                                              To gather support, for your analysis consider referring to industry reports or academic studies that examine the connection between media engagement and the effectiveness of customer relationship management (CRM). Additionally try to find any reports or statements from Adidas themselves that discuss the impact of media on their customer relationships and business performance. By combining these sources with a survey, you can provide a well-rounded analysis of how Adidas utilizes social media to engage with customers manage relationships and incorporate these efforts into their CRM strategies. This approach will offer insights into the company’s strategies, for customer engagement and loyalty.
[bookmark: _Toc144569031]                  CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc144569032]5.1 Conclusion
Adidas implements an approach, to media, which revolves around sharing captivating stories about their brand fostering a sense of community and actively engaging with their audience in real time. They utilize platforms such as Instagram, Twitter and Facebook to present appealing content showcase their products and interact with customers through comments and direct messages. Additionally they make use of user generated content. Collaborate with influencers to further enhance customer engagement. In summary Adidas employs a social media strategy that focuses on brand storytelling, building communities and maintaining real time connections across platforms, like Instagram, Twitter and Facebook to effectively engage with customers. Adidas integrates CRM strategies with social media activities, offering personalized experiences and collecting customer feedback from social channels to improve their products and services.The impact of media, on Adidas customer relationship management (CRM) is significant. Social media platforms offer a channel of communication with customers promoting engagement and brand loyalty. Adidas utilizes tools for monitoring social media conversations to gather insights, which help in developing products and enhancing customer service. This comprehensive approach greatly contributes to the success of their CRM initiatives by improving customer satisfaction and retention. Social media plays a role in Adidas CRM endeavours by fostering customer engagement, loyalty and feedback, through communication and data driven insights. This significantly enhances the efficiency and effectiveness of their CRM efforts
Based on the results, there are a few important things that can be indicated regarding the way Adidas customers interact with the brand social media and how the brand is seen by customers. The customer base of Adidas demonstrates a notable diversity, characterized by a compelling distribution of customers according to their term of association with the brand. A significant proportion of participants, amounting to 40%, can be identified as recent clients who have been affiliated with the Adidas brand for a duration of less than one year. This indicates a significant opportunity for growth in this particular market niche, as the level of customer loyalty towards the brand is still in its early stages. On the opposite side of the continuum, there exists a dedicated group of consumers (10%) who have maintained their allegiance to the Adidas brand for a period exceeding ten years. Recognition and awards are necessary in order to acknowledge and incentivize the enduring nature of this commitment. The implementation of strategic loyalty programs customised for this demographic might be considered a prudent strategy for recognising their steadfast support and fostering their ongoing loyalty, as suggested by Vaghela's findings in 2014.
Nevertheless, the focus extends beyond merely incentivizing existing clients; it also includes the cultivation of newer clientele. The study findings emphasise the importance of retaining and engaging this newly acquired client segment. Tailored customer retention techniques, which are congruent with the customers' preferred brand values, play a crucial role in cultivating repeat purchases among new buyers of Adidas products. According to a study conducted by Jusoh and Ling in 2012, it is crucial to comprehend the motives of these contemporary clients and develop strategies that are in line with their expectations. Therefore, it is imperative to develop a dual approach that effectively manages both long-term client loyalty and the acquisition of new consumers in order to achieve optimal levels of customer engagement. The social media presence of Adidas has proven to be a powerful tool for engaging customers, as seen by a significant 70% of respondents who actively engage with the brand on its official social media sites. This statistical data indicates the presence of an existing audience and highlights the opportunity for additional growth in the brand's online presence. The group that constitutes the remaining 30% of customers, who currently do not engage with Adidas's official social media channels, is an opportune target for outreach and active involvement. The unexplored demographic presents a substantial potential for Adidas to expand the online visibility of its brand. When doing a comprehensive analysis, it is imperative to thoroughly examine the underlying motivations of this previously unexplored demographic. Additional investigation into the tastes and expectations of customers who presently do not actively participate with Adidas on social media platforms can yield significant data. According to Motha and Nalini (2017), the aforementioned insights possess the potential to optimise Adidas's social media initiatives, thereby augmenting client interaction in the online domain. A comprehensive comprehension of this particular demographic can provide Adidas with valuable insights in formulating content and engagement tactics that effectively resonate with these consumers, hence fostering their active participation within the brand's online community.
The survey additionally provides insights into the brand perception and consumer satisfaction pertaining to Adidas. The majority of survey participants hold the perception that Adidas is a brand of great quality and innovation, offering styles that effectively cater to client tastes. The assertion that Adidas is regarded as a prominent brand highlights the achievement of the corporation in providing items and designs that strongly resonate with a substantial segment of its clientele, as expounded upon by Antony in the year 2021. The trust and happiness exhibited by customers towards Adidas are indicative of positive prospects for establishing enduring client connections. The report also emphasises the need of maintaining consistency in brand image across different channels. According to Ranjan (2016), the maintenance of a consistent brand image is crucial for a company's reputation. The fact that over 50% of respondents agree with this statement suggests that Adidas has effectively achieved this consistency. The maintenance of consistency plays a crucial role in augmenting the perception of a brand, as expounded by Jusoh and Ling (2012).

In summary, the findings of the survey offer significant insights that might aid Adidas in enhancing its consumer involvement and brand perception. By implementing a dual strategy that combines incentivizing loyal customers and actively engaging with newer ones, optimising its social media tactics to target the untapped audience, and consistently delivering products and styles that align with customer preferences, Adidas has the potential to solidify its position as a prominent, high-caliber, and pioneering brand. In order to sustain and augment consumer happiness and brand success within the competitive market, it is crucial to capitalise on these existing strengths while simultaneously addressing areas that require improvement.

[bookmark: _Toc144569033]
5.2 Recommendations
The following are strategic recommendations for Adidas based on the findings of the preceding analysis. In order to leverage the heterogeneous client demographic, Adidas ought to devise customized loyalty initiatives. Exclusive rewards and recognition can serve as a means to strengthen the commitment of long-standing customers who have demonstrated loyalty to the brand for a period beyond ten years. This may encompass exclusive discounts, exclusive access to novel merchandise, or tailored encounters. Concurrently, loyalty programs should priorities engagement and retention for newly acquired clients. Tailored product recommendations, focused promotional strategies, and engaging interactive material have the potential to foster enduring connections with this particular demographic.
Considering the significant level of customer engagement with Adidas on various social media platforms, it is advisable for the company to allocate resources towards enhancing its social media initiatives. Undertaking comprehensive market research to gain insights into the motives and preferences of customers who currently do not engage with Adidas's social media platforms can be of paramount importance. By incorporating this valuable information, Adidas has the opportunity to develop content that effectively connects with this hitherto untargeted demographic, thereby enhancing its digital footprint. Furthermore, the cultivation and enhancement of relationships with current engaged customers can be achieved by means of unique content, contests, and interactive experiences, so fostering a deeper sense of loyalty and advocacy. Ensuring a cohesive brand image across all media is imperative. It is imperative for Adidas to maintain consistency in its language, graphics, and brand values across many platforms, including social media, its website, and physical stores. The consistency observed in this context serves to strengthen the perception of Adidas as a prominent brand that is known for its excellent quality and innovative products. It is imperative for the company to consistently evaluate its brand image in order to ascertain its congruence with the ever-changing client expectations and market trends. This may entail conducting regular brand audits and consumer surveys in order to assess levels of satisfaction and perception.
In conclusion, Adidas possesses a solid basis upon which further development can be undertaken. By customising loyalty programs to accommodate the needs of both established and recent customers, using social media tactics to engage an unexplored demographic, and upholding a cohesive brand identity across all channels, Adidas can enhance its standing as a prominent industry leader. The purpose of these recommendations is to optimize customer satisfaction, foster greater involvement, and fortify the favorable brand perception that has been highlighted in the survey findings. These measures are intended to contribute to the sustained success of Adidas within the highly competitive marketplace.
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5.3. Limitations
The research, while offering significant contributions to the understanding of Adidas's consumer involvement and brand perception, carries certain limitations that warrant recognition. A noteworthy constraint of this study pertains to the possibility of sample bias. The data was obtained from individuals who willingly took part in the study, and it is possible that they may not fully represent the whole consumer population of Adidas. Individuals who elected to engage in the survey may possess distinct attributes or incentives compared to those who abstained from participation. The presence of bias in the study could potentially impact the extent to which the findings can be generalized, hence potentially compromising the accuracy of the views expressed by all customers of Adidas. The study lacks comprehensive demographic data pertaining to the participants, including factors such as age, gender, geographical region, and socioeconomic position. The comprehension of these demographic factors would have been advantageous in customizing recommendations and strategies to cater to distinct customer categories. The lack of such knowledge hinders the capacity to develop focused and accurate tactics. This study primarily centers on the examination of customer involvement and brand perception within the specific framework of social media platforms, as well as the impact of these factors on the longevity of customer relationships. The analysis provided may not encompass additional variables that can impact customer behavior and perception, including offline experiences, competitive forces, and market dynamics. A more thorough examination that takes into account these overarching elements could offer a more comprehensive assessment of the brand's performance. The cross-sectional design employed in this study offers a momentary depiction of client feelings and behaviors at a particular juncture. The study at hand does not account for the potential evolution of customer preferences and perceptions over time, so failing to reflect the dynamic nature of these factors. A longitudinal study has the potential to provide valuable insights into long-term patterns and fluctuations in customer engagement and perception. The present study provides significant contributions to the understanding of customer involvement and brand perception within the context of Adidas. However, it is crucial to acknowledge the inherent limitations associated with this research. Future research has the potential to overcome these limitations by utilizing a wider array of sampling methods that encompass a greater diversity and representation of participants. Additionally, the collection of supplementary demographic information could be pursued to enhance the comprehensiveness of the study. Moreover, a broader spectrum of influencing factors could be taken into account, thereby facilitating a more holistic comprehension of customer behavior and brand perception.














6. Further research

In future to conduct research on impact of social media platform on customer relationship management (CRM), on adidas this step also be consider;

Comparative Analysis: analyze how Adidas and its competitors, in the sportswear industry approach their social media CRM strategies. This analysis will provide insights, into practices and areas that can be further enhanced.

Customer Segmentation: how Adidas leverages media to segment customers and personalize their marketing initiatives. Does social media enable Adidas to customize its customer relationship management (CRM) efforts, for customer segments?

Time frame: lack of time makes the data collection more complicated. Most of them are not responding to the survey on time.

Data size: When working with amounts of data in tasks such, as data analysis or machine learning we often encounter challenges because of the datasets size. Managing and processing datasets can be demanding on resources and time consuming. Consequently, this can cause delays in obtaining results or make certain analyses impractical when faced with capabilities.

Customer Feedback and Sentiment Analysis: Examine customer feedback, on Adidas social media platforms. Assess the impact of these interactions on customer perceptions and loyalty.

Technology and Tools Used: Explore the solutions and CRM tools employed by Adidas to manage customer relationships on media. Evaluate the effectiveness and efficiency of these tools.

Ethical Considerations: Take into account concerns surrounding data privacy, transparency and obtaining customer consent, in Adidas social media CRM initiatives. Investigate how Adidas addresses these issues.

Future Trends and Recommendations: Based on your findings offer suggestions to Adidas on how they can enhance their social media CRM strategies and proactively adapt to industry trends.
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PART A
Please complete the following general information about yourself.
1. Your participation in this survey is voluntary and your response will kept confidential. Your personal information will not be disclosed with any other third party. The data collected will use for research purpose only and will be reported in aggregate form .by participating in this survey, you agree to the terms of this privacy statement.
I agree							

1. How long have you been a customer of this brand?
Less Than 1 Year						

1 – 5 Years

5 – 10 Years

More than 10 Years

2. Have you ever interacted with Adidas' official social media accounts (e.g., liking, commenting, sharing)?
Yes				


No							 	      

3.  Do you feel that Adidas responds promptly to customer inquiries and feedback on their social media platforms?
Yes				


No							 	      
				      				
4. Do you believe Adidas' social media presence has influenced your perception of their brand?
Yes				


No							 	      
5. Have you experienced personalized communication or offers from Adidas through their social media channels?						
Yes				


No							 	      
PART B
Please rate on a scale of 1 to 5 to assess how strongly you agree/disagree with each statement. Please select the answer, whichever you feel most appropriately reflects your decision. 
For example: When you strongly agree with some statements, select  5 & when you strongly disagree with some statements, select 1.
	Strongly Disagree
	Disagree
	Neither Agree Nor Disagree
	Agree
	Strongly Agree

	1
	2
	3
	4
	5



1. Social Media Engagement
	Statements
	1
	2
	3
	4
	5

	I actively follow Adidas on various social media platforms.
	(   )
	(   )
	(   )
	(   )
	(   )

	I frequently like, share, or comment on Adidas' social media posts.
	(   )
	(   )
	(   )
	(   )
	(   )

	I participate in contests, challenges, or campaigns initiated by Adidas on social media.
	(   )
	(   )
	(   )
	(   )
	(   )



2. Brand Perception
	Statements
	1
	2
	3
	4
	5

	I perceive Adidas as a high-quality and innovative brand.
	(   )
	(   )
	(   )
	(   )
	(   )

	I believe Adidas aligns with my personal style and preferences.
	(   )
	(   )
	(   )
	(   )
	(   )

	I consider Adidas to be a leading brand in the sportswear industry.
	(   )
	(   )
	(   )
	(   )
	(   )



3. Customer Service Experience
	Statements
	1
	2
	3
	4
	5

	I receive timely responses to my inquiries or concerns when reaching out to Adidas on social media.
	(   )
	(   )
	(   )
	(   )
	(   )

	I find Adidas' customer service representatives to be helpful and knowledgeable.
	(   )
	(   )
	(   )
	(   )
	(   )

	I am satisfied with the resolution of issues or concerns that I raise with Adidas through social media.
	(   )
	(   )
	(   )
	(   )
	(   )


4. Personalized Communication
	Statements
	1
	2
	3
	4
	5

	I receive personalized recommendations and offers from Adidas through social media based on my preferences.
	(   )
	(   )
	(   )
	(   )
	(   )

	Adidas tailors their communication to my individual needs and interests.
	(   )
	(   )
	(   )
	(   )
	(   )

	I feel that Adidas understands and values my preferences and shopping habits.
	(   )
	(   )
	(   )
	(   )
	(   )



5. Customer Satisfaction
	Statements
	1
	2
	3
	4
	5

	I am satisfied with my overall experience as a customer of Adidas.
	(   )
	(   )
	(   )
	(   )
	(   )

	My interactions with Adidas through social media have positively influenced my overall satisfaction.
	(   )
	(   )
	(   )
	(   )
	(   )

	I would recommend Adidas to others based on my experiences.
	(   )
	(   )
	(   )
	(   )
	(   )
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