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[bookmark: _Toc192109481][bookmark: _Toc192408483][bookmark: _Toc192526562]1.1 Research Background
The use of social media and the advances in digital technology has revolutionized the means through which customers are managed by firms. Social media has been adopted by various companies for various reasons inclusive of marketing communication, handling of customers’ relationships, customer loyalty, and customer satisfaction (Md Ashrafuzzaman et al., 2022). Social media networks including Facebook, Twitter, Instagram, and LinkedIn are vital in CRM since they are immense in governing customer contact, provide immediate access to the client and offer a direct means of getting to the customer. Adidas is an international sportswear and sporty apparel company that has taken advantage of these platforms to establish better relations with its clients (Zohaib Riaz Pitafi and Awan, 2024).
Social media with Adidas is not limited to just advertisement but is used for promotional purposes, interacting with the customers, and even sharing content with the customers. While the company is expanding in the virtual world, it is imperative to establish how such relations affect the relationship between the firm and the customer, as well as the perception created in these platforms (Abi Nubli Adzhani and Tri Widodo, 2023). The purpose of this study is to assess the current trends in social media avenues as they are used by Adidas in the context of CRM and the resultant efficiency customer satisfaction and loyalty levels (Jiang, 2023).
[bookmark: _Toc192109482][bookmark: _Toc192408484][bookmark: _Toc192526563]1.2 Research Rationale
The rationale for this research is rooted in the increased reliance of customers on social media in influencing the decision of the brands to engage and purchase from them. Even though the incorporation of social media into the overall strategy for CRM is prevalent in different enterprises, there are barriers to its effective implementation, including the lack of customer engagement, handling complaints among customers complaints, and the management of the perceptions about a company or brand (Harrigan et al., 2020). The use of social media tools in interacting with customers is an integral part of advertising strategies with Adidas being an international sportswear company. The study addresses this gap by examining the impact of Adidas’ social media CRM on customer satisfaction and loyalty. This knowledge serves as a guide to organizations interested in increasing their effectiveness in the digital environment and establishing sustainable customer bonds (Teguh Widodo, 2023).

[bookmark: _Toc192109483][bookmark: _Toc192408485][bookmark: _Toc192526564]1.3 Research Aim
This research aims to examine the use of social media platforms in customer relationship management strategies employed by Adidas and assess their impact on customer satisfaction and loyalty.
[bookmark: _Toc192109484][bookmark: _Toc192408486][bookmark: _Toc192526565]1.4 Research Objectives
1. To analyse the types of social media platforms used by Adidas in their CRM strategy.
2. To evaluate the effectiveness of Adidas' social media communication in engaging customers and fostering brand loyalty.
3. To explore how Adidas uses social media for customer service and issue resolution.
4. To assess the impact of Adidas' social media CRM strategies on customer satisfaction and long-term loyalty.
[bookmark: _Toc192109485][bookmark: _Toc192408487][bookmark: _Toc192526566]1.5 Research Questions
1. What social media platforms does Adidas utilize for customer relationship management?
2. How effective are Adidas' social media communications in engaging customers and building brand loyalty?
3. In what ways does Adidas use social media platforms to address customer concerns and provide customer service?
4. What impact do Adidas’ social media CRM practices have on customer satisfaction and loyalty?
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[bookmark: _Toc192109487][bookmark: _Toc192408489][bookmark: _Toc192526568]2.1 Definitions
Social Media Platforms
Social media can be described as technological applications that provide facilities for individuals to globally share, create, exchange and interact with material (Akram and Kumar, 2018). (Kaplan and Haenlein, 2020) suggested that social media can be classified by the function of their features, the social network sites, the media content sharing, and the micro-blogging services. They enable organizations to get close to their clients and engage with them in various ways.
Customer Relationship Management (CRM)
Customer Relationship Management therefore encompasses the management of customers’ relationships, interactions, and data collected from customers at various stages of their life cycle (Zentes, Morschett and Schramm-Klein, 2020). Nasır, (2017) defines CRM as being a strategy that has the aim of enhancing organizational customer interfaces that are directed at the retention of customers. It entails using information management in a bid to enhance communications with clients and potential buyers to enhance sales.
Brand Loyalty
Brand loyalty relates to the buyers’ propensity to keep on choosing their preferred brand instead of another one due to specific brand attributes and satisfaction levels. (Garland and Gendall, 2024) have defined brand loyalty as the long-term commitment that customers have towards the brand resulting from pleasant interaction and experience. 
Brand loyalty is the belief that a particular brand should be purchased time and again given that consumers can be influenced to switch brands due to certain situational factors or marketing appeals.
[bookmark: _Toc192109489][bookmark: _Toc192408491][bookmark: _Toc192526569]2.2 Customer Engagement on social media
Social media is considered now as one of the critical aspects of customer relationship management. Carlson et al. (2019) defined customer engagement as the degree of customers’ involvement in co-creation of brand content. Regarding the use of social media in Adidas, besides enabling management to interact with customers, social media also hosts end-users content sharing associated with the brand, such as reviews or testimonials (Abi Nubli Adzhani and Tri Widodo, 2023).
Polls, contests social chits and chats have been identified to be useful in enhancing interaction and encouraging customer loyalty. Social media also offers immediacy to users and therefore consumers’ issues can be handled quickly, showing the public that Adidas is an organization that responds to the public (Siregar et al., 2023).
[bookmark: _Toc192109490][bookmark: _Toc192408492][bookmark: _Toc192526570]2.3 The Role of Social Media in Brand Loyalty
Brand loyalty in the context of the contemporary era, much of it can be determined by social media. According to Laroche et al., (2022), engaging customers provides an opportunity for a company to establish stronger emotional connection especially when they have active social media accounts. Successfully using social networks such as Instagram and Twitter for its business communication, Adidas can create a loyal audience dedicated to active purchases and customer loyalty.
[bookmark: _Toc192109491][bookmark: _Toc192408493][bookmark: _Toc192526571]2.4 The Impact of Social Media on Customer Satisfaction
The impact of social media has been positively linked to the satisfaction of the customer. The study by M.Z A. Tarabieh, (2022) revealed that timely and relevant interaction with clients boosts customer satisfaction when brands interact with consumers through social media. Adidas has been proactive in ensuring that it is always very responsive to customers on such platforms, a strategy that has gone a long way in ensuring that dissatisfied customers are brought back into the positive fold.
Moreover, the variety of customer experiences on social network websites such as filters, suggestions of products based on purchase instincts, and other preferences enhance customer satisfaction. This is perhaps one of the benefits of using CRM practices in social media (Song, 2023).
[bookmark: _Toc192109492][bookmark: _Toc192408494][bookmark: _Toc192526572]2.5 Research Gaps
Although the literature review provided substantial coverage on social media marketing, a shortage of studies investigating the incorporation of CRM into the sportswear industry. The social media marketing initiatives used by Adidas are different from others that have not been discussed in the literature. Besides, the existing theoretical practice based on the Honeycomb Model still has no sources of research on the implementation of the seven elements of engagement. Another gap is that there is inconsistent information on the effectiveness of social media in influencing customer loyalty or future purchasing behaviour. The weakness found in most studies is the incapability to gauge long-term interaction between consumers and the digital world, which is the focus of this research.
[bookmark: _Toc192526573]2.6 Honeycomb Model
The honeycomb Model by Kietzmann divided social media into 7 categories that guide social media use namely Identity, conversations, Sharing, Presence, Relationships, Reputation, and Groups (Slater, 2021). These are crucial for making sense of how Adidas and other related companies can navigate the use of social media in managing customer relations. Sharma, (2024) noted that these elements must be in harmony to provide a solid foundation for a social media strategy that will lead to customer satisfaction.
[image: The honeycomb framework of social media (Kietzmann et al., 2011 p. 243)]
Figure 2: The Honeycomb Model of social media (Kietzmann et al., 2011)
The Honeycomb Model helps businesses structure social media strategies by focusing on seven key elements: Identity, Conversations, Sharing, Presence, Relationships, Reputation, and Groups. It enables brands like Adidas to enhance customer engagement, build loyalty, and optimize content for better CRM outcomes.
However, its structured approach can be rigid, making adaptation to fast-changing digital trends difficult. Small businesses may struggle to implement all elements effectively. The model also lacks emphasis on AI-driven engagement and viral content. Despite these limitations, it remains a valuable tool for guiding social media strategies and improving customer relationships in the digital space (Angeles-Martinez et al., 2018).


[bookmark: _Toc192109493][bookmark: _Toc192408495][bookmark: _Toc192526574]3. Research Methodology
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Figure 3: (Saunders et al., 2019)
[bookmark: _Toc192109496][bookmark: _Toc192408496][bookmark: _Toc192526575]3.1 Methodological Choice
Quantitative research is a method of research that deals with gathering numerical data, which is analyzed, to identify patterns, relationships or trends utilizing statistics, mathematics or computer science (Creswell, 2014). Quantitative research is done with the aim of either testing the hypothesis measuring the variables or both accurately. On the other hand, qualitative research is a descriptive research methodology, which aims at studying the individual and/or culture by the collection of non-numerical data (Denzin and Lincoln, 2012). This research method to be used will be a mono-method, specifically a quantitative method. This method involves using actual numbers to analyse the various factors under study to identify correlations between the variables. Creswell (2014) notes that quantitative research is commonly employed to explore relationships, trends, and causation, which aligns well with this study’s objective of evaluating the effects of social media sites on CRM at Adidas.
[bookmark: _Toc192109498][bookmark: _Toc192408497][bookmark: _Toc192526576]3.2 Data Collection and Analysis
Sampling
Sampling is the process of taking a proportional ratio of the total population to come up with a representative sample. This research will employ purposive sampling which is a non-probability sampling technique that will be used to ensure that the participants have interacted with Adidas’ social media pages. This process ensures that only the appropriate respondents with adequate knowledge of Adidas’ social media CRM planning will be included in the study (Saunders et al., 2019).
Sample Type
The sample type of this study is a nonprobability sample that again comes under purposive sampling. This method is adopted to target only the users who have interacted with the social media pages of Adidas. Incorporating participants with prior exposure to Adidas’ web resources ensures that the research focuses on issues of customer engagement, satisfaction, and brand allegiance (Etikan, Musa, and Alkassim, 2016).
Sample Size
The participants in the study will be determined by conducting a survey and 50 participants will be sampled from the population. The above participants will be chosen by their activities on the Facebook and Twitter accounts linking them to Adidas. The participants concerned are likely to be selected based on their age, gender, and regional origin to secure a diverse and unbiased population.
Data Collection
Data will be gathered using structured questionnaires using Microsoft Forms. The questions that the survey will have encompass 10 closed questions to evaluate the efficiency of Adidas’ operations in utilizing social media CRM strategies, as well as the impact on customer satisfaction and loyalty (Bryman and Bell, 2015). Structured questionnaires help address the issue of the qualitative nature of obtained responses that do not allow for easy quantification. Issues dealing with research ethics such as informed consent, confidentiality and voluntary participation will be complied with to enhance the credibility of the research study.
Data Analysis
The quantitative data will be subjected to analysis using the Statistical Package for the Social Sciences, SPSS, by conducting correlation and regression tests to determine the relationship between variables. The collected data will be analysed in terms of trends, correlations, and patterns of customers ‘engagement, satisfaction, and loyalty. It be included in data analysis whereby regression tests will be performed to establish the relationship that exists in the data using SPSS software. Cross-sectional survey data will be utilized in making comparisons and conclusions concerning the effectiveness of Adidas’ social media CRM (Saunders et al., 2019). 
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