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[bookmark: _Toc158583522]Abstract
This study examines how consumer behaviour is affected by celebrity endorsements in the context of the fashion business, with a specific emphasis on Adidas. A thorough assessment of the literature has allowed for the synthesis of academic authors' viewpoints to produce a sophisticated overview of the underlying issue. Erdogan's research clarifies the mechanics of attribute transfer by emphasising the ways in which favourable characteristics linked to celebrities may affect public views of endorsed companies. A framework for evaluating how well celebrity endorsements contribute to the development of brand equity and image is also provided by Aaker's Brand Equity Model. In order to maximise effect, Keller's idea of brand salience emphasises even more how crucial it is to match brand identity with celebrity endorsers.
 Furthermore, McGuire's Source Attractiveness Model and the Product Match-Up Model shed light on the psychological processes underlying consumer responses to celebrity endorsements, emphasizing the significance of congruence between endorsers and brands. Insights from primary research, including surveys conducted at diverse locations such as UWTSD, Amazon, and Adidas stores in London, provide empirical evidence supporting the findings of scholarly literature. The conclusion of this research not only contributes to academic understanding but also offers practical implications for brand managers seeking to leverage celebrity endorsements effectively in enhancing brand image and driving consumer engagement in the fashion industry, particularly within the context of Adidas.


[bookmark: _Toc158383938][bookmark: _Toc158384162][bookmark: _Toc158384777][bookmark: _Toc158583523]Introduction 
The impact of celebrity endorsement on promoting fashion products has become a subject of substantial academic and commercial attention in the changing environment of contemporary marketing. Celebrities' close connection with fashion businesses is a powerful tool for gaining customer attention, altering brand perceptions, and eventually impacting purchase behaviours. Understanding the subtle impact of various endorsement tactics becomes critical for both researchers and practitioners in the area as consumers increasingly link themselves with the lives and images displayed by celebrities.
The psychological and behavioural components of consumer behaviours are investigated in academic research into the impact of celebrity endorsement on commercial marketing. According to (na, et al., 1999), celebrities serve as brand ambassadors, influencing customer beliefs and opinions through connections with approved items. Furthermore, (Erdogan, 2010) emphasises the transfer of either beneficial or detrimental qualities from celebrities to brands, emphasising the need of aligning the celebrity endorser with the brand's identity. 
In this context, Adidas, a worldwide sportswear, and fashion giant, has intentionally used celebrity endorsements to boost its brand image and value. Adidas, which was founded in 1949, has moved beyond its athletic beginnings to embrace the confluence of sports and fashion, recognising the importance of cultural influences in creating modern customer choices. Notable personalities like Kanye West and Beyoncé have partnered with Adidas, demonstrating the brand's deliberate strategy to associating with powerful characters that exemplify the core concepts of style, athleticism, and cultural relevance (Adidas.com, 2023).
Scholars such as (Aaker, 1997) and (keller, 1993) have examined the impact of celebrity endorsements on brand equity, emphasizing the need for consistency and authenticity in aligning celebrities with the brand. A comprehensive exploration of Adidas's celebrity endorsement strategies requires an examination of its goals, challenges, and the evolving nature of consumer perceptions influenced by these partnerships.
This dissertation seeks to contribute to the existing body of knowledge by conducting an in-depth case study on Adidas, unravelling the intricacies of its celebrity endorsement strategies and their profound impact on the promotion of fashion items and the overall brand image. Through a multidimensional analysis, this study aims to shed light on the delicate interplay between celebrities, fashion brands, and consumer perceptions, offering insights that are both theoretically enriching and practically relevant for marketers in the evolving world of fashion branding.

[bookmark: _Toc158383939][bookmark: _Toc158384163][bookmark: _Toc158384778][bookmark: _Toc158583524]Rationale of study 
For numerous convincing reasons, the examination of the impact of celebrity endorsement on marketing fashion businesses, with particular attention being placed on Adidas, has great significance. Understanding the delicate link between celebrity endorsement and brand marketing is becoming increasingly important as the fashion business evolves in response to changing customer behaviours, tastes, and market realities (Aita, 2020). The study's motivation is based on the possible insights it may provide to both academics and business, notably Adidas as it refines its strategy in an extremely competitive marketplace. Academically, this study aims to contribute to the existing body of knowledge on celebrity endorsement and its implications for fashion brands. By conducting a comprehensive case study on Adidas, the research intends to offer nuanced insights into the effectiveness of celebrity endorsements in the fashion sector. Scholars and researchers in marketing, brand management, and consumer behaviour can benefit from the findings, gaining a deeper understanding of the mechanisms through which celebrities impact brand image and consumer perceptions.
For Adidas, the study holds practical implications that can directly inform and enhance its strategic decision-making processes. By scrutinizing the brand's historical and current celebrity endorsement strategies, the research aims to provide actionable insights. Adidas can leverage these insights to refine its future partnerships, ensuring alignment with the evolving preferences and expectations of its target audience. Understanding how celebrities influence consumer attitudes towards Adidas products can guide the brand in selecting endorsers who resonate authentically with its identity, thus enhancing the overall effectiveness of its marketing campaigns. Moreover, adidas marketing methods can be improved. Insights into the influence of celebrity endorsements on customer perceptions may help the company choose endorsers that not only enhance its fashion goods but also contribute favourably to the overall brand image. Such data may help Adidas create more focused and resonant marketing messages, building a closer relationship with its audience and perhaps boosting its market share. Furthermore, the study allows Adidas to acquire significant customer insights. Adidas may learn about its target audience's choices, expectations, and attitudes by analysing customer reactions to celebrity endorsements.
This information is essential for adjusting to changing consumer trends, modifying goods and marketing activities to meet customer expectations, and ultimately sustaining brand loyalty. The study's rational is based on its ability to contribute academically by providing theoretical insights, as well as to give practical benefits for Adidas by enabling the brand to improve its celebrity endorsement methods, build its brand image, and acquire a better knowledge of its customers.


[bookmark: _Toc158383940][bookmark: _Toc158384164][bookmark: _Toc158384779][bookmark: _Toc158583525]Research Aims
With an emphasis on the Adidas case study, the main aim of this research is to examine and evaluate how celebrity endorsements affect consumer behaviour in the particular setting of the fashion business. This study aims to investigate the complex dynamics of how brand image, customer behaviours, and marketing techniques are impacted by celebrity ties. By conducting a thorough analysis of Adidas's celebrity endorsement tactics, the study seeks to make a significant contribution to the body of knowledge as well as useful marketing tactics for the fashion industry.
[bookmark: _Toc158383941][bookmark: _Toc158384165][bookmark: _Toc158384780][bookmark: _Toc158583526]Research Objectives
1. To determine how do celebrity endorsement approaches affect the marketing of fashion merchandise in the context of Adidas?
2. To investigate the degree to which celebrity endorsements in the fashion business can influence consumer behaviour?
3. To analyse the positive and negative consequences of Adidas utilising celebrity endorsement strategies.
[bookmark: _Toc158383942][bookmark: _Toc158384166][bookmark: _Toc158384781][bookmark: _Toc158583527]Research questions. 
1. [bookmark: _Hlk155452114][bookmark: _Hlk155472347]How do celebrity endorsement approaches affect the marketing of fashion merchandise in the context of Adidas?

2. [bookmark: _Hlk155473735]What is the degree to which celebrity endorsements in the fashion business can influence consumer behaviour?

3. What are the positive and negative consequences of Adidas utilising celebrity endorsement strategies?

[bookmark: _Toc158383943][bookmark: _Toc158384167][bookmark: _Toc158384782][bookmark: _Toc158583528]Dissertation outline 
[bookmark: _Toc158384783][bookmark: _Toc158583529]Chapter 1: Introduction
This chapter establishes the study's focus on the influential interaction between celebrities and fashion companies, specifically in the context of Adidas. Understanding the complicated nature of celebrity endorsements is becoming increasingly important as the fashion business advances. Rational of study- the study's relevance may be seen in both academic and practical contributions. Academically, it adds to our understanding of celebrity-brand interactions, while practically, it provides insights, particularly for Adidas, into how to enhance celebrity endorsement methods based on customer expectations. Research questions- 1. How celebrity endorsement approaches can affect the marketing of fashion merchandise in the context of Adidas? 2.  The degree to which celebrity endorsements in the fashion business can influence consumer behaviour? 3. what the positive and negative consequences of Adidas utilising celebrity endorsement strategies?
Aims, Objectives-The fundamental goals of the dissertation are 1.to determine the success of Adidas' celebrity endorsement techniques in promoting its fashion items. 2.To evaluate the impact of celebrity affiliations on Adidas' general consumer brand image, investigating both positive and negative consequences. 3.To investigate the delicate interaction between celebrities, fashion businesses, and customer attitudes by conducting a thorough assessment of the objectives outlined above.
[bookmark: _Toc158384784][bookmark: _Toc158583530]Chapter 2: literature review- This chapter describes and goes into detail on the significant authors that have spoken and done research the research subject on celebrity endorsement impacts on consumer behaviour and perception, negative and positive outcomes of celebrity endorsement. Furthermore, this chapter expands with research on the contradicting views from other authors for a full and broader understanding on the subject matter.  The subheading Addressing the research objectives contains information that answer the objectives with scholarly research. Forwarding on to Literature gap in this section of chapter 2 the gap in literature is discussed as adidas has minimal information on their endorsement agreements and direct data on consumer behaviour towards adidas. Theoretical models are then applied towards adidas to gain the most advantage and fundamental understanding of what is needed to successfully adopt the correct celebrity endorsement strategy causing minimal negative behaviour or perceptions in buying behaviour. These models include the source of attractiveness model, product match up model, Keller brand equity model, Akers brand model, Consumer behaviour In-direct- and direct reference groups theory. 
[bookmark: _Toc158384785][bookmark: _Toc158583531]Chapter 3: Methodology: This chapter outlines the research methodologies, data collection methods, ethical considerations, and key definitions utilized in the study. The research adopts a mixed-method approach, incorporating both quantitative and qualitative methods to gain a comprehensive understanding of the research topic. Data collection involves primary research through surveys and qualitative interviews, conducted at various locations including UWTSD, Amazon warehouse, and Adidas stores in London. Ethical considerations are prioritized, with informed consent obtained from participants and adherence to ethical guidelines to ensure participant confidentiality and well-being. Key terms relevant to the study are defined to provide clarity and context. Overall, this chapter establishes a robust framework for conducting the research with transparency and integrity. 
[bookmark: _Toc158383944][bookmark: _Toc158384168][bookmark: _Toc158384786][bookmark: _Toc158583532]Chapter 4: Analysis 
The study's findings about how celebrity endorsements affect customer behaviour are presented in this chapter, with a special emphasis on Adidas. It starts by going over the survey questions that were made in order to collect pertinent information and specifically address the goals of the study. The chapter then explores the use of quantitative and qualitative techniques to analyse the data that was gathered. While qualitative analysis uses statistical methods to extract recurrent themes from open-ended replies, quantitative analysis uses patterns and correlations to identify trends. The conclusions section summarises the data analysis's findings and highlights important patterns and revelations about how celebrity endorsements affect consumers' views, decisions to buy, and brand loyalty. The chapter also investigates Adidas's various endorsement tactics and their efficacy. In summary, this chapter presents a thorough analysis of the study findings, adding insightful perspectives to the body of knowledge on celebrity endorsements and consumer behaviour. It also offers actionable recommendations for brand managers looking to efficiently utilise endorsements.
[bookmark: _Toc158384787][bookmark: _Toc158583533]Chapter 5 conclusion: Recommendations, Conclusion, Further Discussion, Limitations, Summary (Qualitative), References, and Appendix
The last chapter concludes with suggestions for improving Adidas and other fashion firms' celebrity endorsement methods that are in line with the research findings. The key findings of the study are summarised in the conclusion, which highlights the influence of celebrity endorsements on consumer behaviour and its consequences for brand management. The additional discussion section also examines open-ended questions and possible directions for further study. Sample size restrictions and other limitations that arise during the study process are openly discussed. Key topics in a succinct summary of a qualitative analysis are highlighted. All of the sources referenced in the dissertation are included in the references section, which follows a certain citation format. The appendix contains supplementary resources, such as survey questionnaires and interview transcripts, which offer further context and validation for the study findings and analysis.

[bookmark: _Toc158383945][bookmark: _Toc158384169][bookmark: _Toc158384788][bookmark: _Toc158583534]Chapter 2: Literature review 
[bookmark: _Toc158383946][bookmark: _Toc158384170][bookmark: _Toc158384789][bookmark: _Toc158583535]Literature review
Definitions of a celebrity Endorser 
According to McCracken (1989), a celebrity endorser is a person who enjoys public recognition and is utilized by a brand to communicate its message to target audiences, leveraging the celebrity's image, reputation, and influence to enhance brand appeal and credibility.
Keller (2012) defines a celebrity endorser as a well-known individual, such as an actor, athlete, or musician, who is hired by a brand to promote its products or services, typically through advertising campaigns, with the aim of leveraging the celebrity's popularity to attract consumers' attention and build brand association.
(Erdogan, 2010)describes a celebrity endorser as a public figure who is admired, respected, and recognized by a large audience, and who is employed by a brand to endorse its products or services, aiming to capitalize on the celebrity's perceived attributes and characteristics to influence consumer attitudes and behaviour.
Definitions of Consumer Behaviour
(Ashman, et al., 2015) Defines consumer behaviour as the study of individuals, groups, or organizations and the processes they use to select, secure, use, and dispose of products, services, experiences, or ideas to satisfy needs and desires, encompassing the psychological, social, and cultural factors that influence decision-making.
Schiffman and Kanuk (2010) are mentioned by (Roy & Datta, 2022) characterize consumer behaviour as the actions and decision-making processes of individuals or households in the acquisition, consumption, and disposal of goods, services, experiences, or ideas, considering factors such as motivation, perception, learning, and attitudes that shape purchasing behaviour.
(Kotler, 2020) describe consumer behaviour as the process through which individuals or groups select, purchase, use, or dispose of products, services, ideas, or experiences to satisfy their needs and wants, encompassing the entire spectrum of activities and influences that affect consumer decision-making in the marketplace.

Significant contributions by David Aaker(Meyerson, 2019) explain the importance of attaining alignment between the celebrity endorser and the brand's identity when studying the impact of celebrity endorsements on marketing fashion businesses. According to Aaker's study, the effectiveness of celebrity endorsements is dependent on the creation of a cohesive narrative that connects the endorser's values and image with those of the business. This fundamental finding serves as the foundation for the current study's goal, which is to assess the performance of Adidas' previous celebrity endorsement techniques in promoting fashion goods. Aaker's research provides a theoretical framework for understanding how the perceived alignment or misalignment of celebrities and businesses effects customer perceptions, which is critical for understanding the impact on marketing efficacy.
Moving on to (keller, 1993) his investigation of brand personality and the function of celebrities as brand ambassadors gives useful insights for the current study, which focuses on the impact of celebrity affiliations on Adidas' overall consumer brand image. According to Keller's research, celebrities serve as symbolic icons capable of expressing and communicating particular brand attributes. Keller's work provides as a theoretical framework for understanding the complexity involved in moulding consumer attitudes through celebrity endorsements, given the study's goal of assessing both positive and negative implications of celebrity associations on Adidas' brand image (na, et al., 1999).
(Erdogan, 2010) research into the transfer of qualities from celebrities to businesses adds significantly to the study's analysis of how celebrity endorsements in the fashion industry might impact customer behaviour. Erdogan's research sheds light on the ways via which customers identify the traits of a celebrity endorser with the endorsed brand. This theoretical approach is critical for clarifying the subtle dynamics involved in the influence of celebrity endorsements on customer behaviour, a crucial topic within the larger context of Adidas.
(Bhasin, 2019)adds to the literature by emphasising the significance of consistency and authenticity in celebrity-brand collaborations. This is in line with the study's third goal, which is to give strategic recommendations for Adidas to improve its celebrity endorsement efforts. Keller's focus on the long-term nature of brand-celebrity relationships and the necessity for true connections is consistent with the study's purpose of advising Adidas on how to maintain a positive brand image while adjusting to changing customer expectations.
[bookmark: _Toc158383947][bookmark: _Toc158384171][bookmark: _Toc158384790][bookmark: _Toc158583536]Contrasting views 
While Keller and Akers  (qualtrics , 2023)emphasise the benefits of celebrity endorsements, there are those who point out possible dangers and limitations in this marketing technique (Belch & Belch, 2013)  warn against using celebrity endorsers indiscriminately, emphasising the hazards connected with poor public impressions of celebrities. According to their findings, issues or scandals surrounding the endorser can have a considerable negative impact on the brand, resulting in a phenomenon known as "endorser brand transfer." Consumers may transmit unfavourable thoughts or attitudes towards a celebrity endorser straight to the endorsed brand, according to (Belch & Belch, 2013), especially if the endorser is engaging in actions or behaviours that are counter to the company's image. This opposing viewpoint adds a key dimension to the research, providing insights into the potential drawbacks and the dangers that Adidas' celebrity endorsement techniques may pose.
Furthermore, (Knoll & Matthes, 2016) conducts a meta-analysis of celebrity endorsement studies, providing a complete picture of the overall success of this marketing strategy. According to Eisend's research, while celebrity endorsements can increase brand recall and awareness, their influence on actual purchase behaviour is frequently less noticeable. This approaches a more nuanced viewpoint, questioning the premise that favourable connections with a celebrity imply higher customer involvement and loyalty. Incorporating these opposing viewpoints into the literature review not only improves the scholarly conversation, but also provides a more balanced and comprehensive understanding of the complexity involved in celebrity endorsements. These opposing viewpoints will be explored as the study advances in order to give a full examination of the impact of celebrity endorsements on Adidas' fashion brand marketing.
[bookmark: _Toc158383948][bookmark: _Toc158384172][bookmark: _Toc158384791][bookmark: _Toc158583537]Addressing the research Objectives 
 How do celebrity endorsement approaches can affect the marketing of fashion merchandise in the context of Adidas.
In the examination of how celebrity endorsement approaches impact the marketing of fashion merchandise, the case of Adidas and Kanye West's collaboration provides a compelling example. (Aaker, 1997)and (keller, 1993) perspectives on the importance of strategic alignment between the celebrity endorser and the brand gain heightened relevance in light of the multifaceted impact of Kanye West's association with Adidas. Kanye West's collaboration with Adidas in the creation of the Yeezy brand exemplifies the potential both for success and risks in celebrity endorsements. From a positive standpoint, the Yeezy brand, under Kanye West's influence, became a cultural phenomenon, synonymous with style, innovation, and exclusivity (Bhasin & Loh, 2023). This aligns with Keller's assertion that celebrities can act as symbolic figures, embodying specific brand attributes that elevate the overall brand perception.
However, the collaboration also underscores the risks, as highlighted by Belch and Belch (2018). Kanye West's involvement in various controversies and scandals had direct repercussions on Adidas. The negative public perceptions of the celebrity endorser could have adversely impacted Adidas' brand image, creating challenges in maintaining a positive association with the fashion merchandise. This instance accentuates the need for Adidas to carefully navigate the complexities of celebrity endorsements, recognizing the potential risks associated with the personal and public life of the endorser.
In summary, the case of Kanye West and the Yeezy brand serves as a poignant example in understanding the intricate dynamics of celebrity endorsements (Bhasin & Loh, 2023). Aaker and Keller's insights on strategic alignment resonate strongly, emphasizing the importance of choosing a celebrity endorser whose image aligns authentically with the brand's identity. Simultaneously, the cautionary notes from Belch and Belch become evident, urging brands like Adidas to remain vigilant in mitigating potential risks associated with the personal conduct of celebrity endorsers. This example illustrates the delicate balance Adidas must strike to harness the positive impact of celebrity endorsements while mitigating potential negative consequences in the marketing of its fashion merchandise.
The degree to which celebrity endorsements in the fashion business can influence consumer behaviour.
In scrutinizing the extent to which celebrity endorsements in the fashion business can shape consumer behaviour, insights from (Erdogan, 2010)) and (Eisend, 2007) offer valuable perspectives. Erdogan's exploration of the transfer of attributes from celebrities to brands becomes particularly relevant. The degree to which consumers are influenced by celebrity endorsements hinges on the effectiveness of this attribute transfer mechanism. Erdogan's work suggests that consumers tend to associate the qualities, both positive and negative, of the celebrity endorser with the endorsed brand. This association, in turn, plays a pivotal role in shaping consumer behaviour, impacting purchasing decisions and brand loyalty.
Moreover, (Eisend, 2007)meta-analysis provides a comprehensive overview of the overall effectiveness of celebrity endorsements. While acknowledging their potential to enhance brand recall and recognition, Eisend's research introduces a broader perspective on the actual impact on consumers' purchasing behaviour. This nuanced view challenges the assumption that positive associations with a celebrity automatically translate into increased consumer engagement and loyalty. Thus, the analysis of the degree to which celebrity endorsements influence consumer behaviour requires careful consideration of the intricate interplay between celebrity image, brand association, and subsequent consumer actions. In application to Adidas within the fashion business, understanding how consumers respond to celebrity endorsements is critical. The Yeezy brand, stemming from the collaboration with Kanye West, offers a tangible example (Crane, 2022). The cultural resonance and desirability associated with Yeezy products demonstrate the potential for celebrity endorsements to significantly influence consumer behaviour, driving not only brand loyalty but also fuelling demand and sales (Bhasin & Loh, 2023). Furthermore, collaborations with Beyonce, Pharrell Williams and Lionel Messi have all been very successful adding to adidas cultural essence within their brand image and leverage consumer behaviour over their competitors.
In conclusion, unravelling the intricate ways in which celebrity endorsements shape consumer behaviour within the fashion business demands a thorough understanding of the attribute transfer mechanism, as highlighted by (Erdogan, 2010). This process underscores how consumers associate the qualities of a celebrity endorser with the endorsed brand, impacting perceptions and preferences. Erdogan's emphasis on the attribute transfer mechanism encourages a nuanced examination of the direct influence that celebrities wield over consumer choices in the fashion market. Additionally, (Eisend, 2007)comprehensive meta-analysis expands our perspective by acknowledging the potential influence of celebrity endorsements on brand recall. While celebrities can undoubtedly enhance a brand's visibility and memorability, Eisend's cautionary note urges a closer examination of the actual impact on purchasing behaviour. This broader view prompts a critical evaluation of whether increased brand recall translates into tangible consumer actions, such as product purchases.
[bookmark: _Hlk157596500]What are the positive and negative consequences of Adidas utilising celebrity endorsement strategies?
 Adidas's use of celebrity endorsement tactics has both beneficial and bad effects, which reflects the intricate relationship that exists between customer behaviour, brand image, and marketing efficacy. Positively, study by (Erdogan, 2010)highlights how powerful celebrity endorsements may improve brand identification and recall, giving a clear edge over competitors. According to (Erdogan, 2010)when a celebrity and a brand are deliberately paired, there may be a favourable impact on customer views by forging a strong link between the celebrity's image and the product. Furthermore, (keller, 1993) notion of "source credibility" emphasises that celebrities, being reliable sources, have the ability to project their favourable qualities onto the brand they promote, so enhancing the company's perception. This positive attribute transfer is critical for fashion businesses such as Adidas, where purchase decisions are significantly influenced by consumer behaviour.
Negative effects, though, must also be considered. The brand may suffer if the promoted celebrity is involved in scandals or disputes. According to (Yu, et al., 2018) and (Atwal & Williams, 20017) unfavourable press or controversies surrounding the endorser may result in a degraded brand image and, consequently, financial losses. This is demonstrated by the instance of Kanye West's affiliation with Adidas. According to (Till & Busler, 2013)there is also a chance of overexposure, which might eventually cause the endorsement's influence to decline. Achieving a suitable equilibrium between the frequency and duration of celebrity relationships is important in order to prevent decreasing returns and possible customer reaction (Till & Busler, 2013)
In summary, the benefits of Adidas using celebrity endorsements are centred around the possibility of improving brand image, recognition, and reputation by transferring good traits from reliable celebrities. To optimise the advantages while minimising possible disadvantages, it is crucial to carefully manage the dynamics of celebrity endorsement approaches. Negative effects, such as the possibility of scandals and overexposure, further emphasise this point.
[bookmark: _Toc158383949][bookmark: _Toc158384173][bookmark: _Toc158384792][bookmark: _Toc158583538]Literature gap 
A literature gap is defined as a lack of scholarly study and academic works on a certain area of a given topic (Al-Saraf, 2022)
 The lack of thorough studies that bridge these two important factors is obvious in the case of Adidas and celebrity endorsements, as well as limited research on consumer behaviour surrounding Adidas. 
Celebrity Endorsements with Adidas
Despite Adidas's position as a worldwide sportswear company and its extended history of celebrity endorsements, there is a significant void in the literature that provides a thorough and comprehensive examination of the effectiveness and impact of these endorsement techniques. While previous research has touched on the general notion of celebrity endorsements in the fashion business, there has been no focused investigation of Adidas's distinctive tactics, triumphs, obstacles, and growing dynamics. Many articles are either journalist or students and all studies revert back to (keller, 1993) notion of brand image and brand equity. Furthermore, the information on adidas involvement with celebrities is very internet based, blog and social based, and majority of information is old university assignments discussing a similar topic.  credible books and authors have yet to explore adidas relation with celebrity endorsement and adidas consumer behaviour strategies. 
The shortage of studies that look into the long-term impacts of Adidas' celebrity collaborations, analysing how these endorsements have contributed to the brand's overall image, market positioning, and consumer attitudes over time, may be indicative of a literature gap. The gap also includes a limited examination of the strategic decision-making processes that lead to the selection of individual celebrities, as well as how these choices correspond with the brand's aims and target audience.
Consumer behaviour Towards Adidas
Another major gap in the literature is the inadequate study concentrating on customer behaviour in regard to Adidas. While larger studies may touch on consumer behaviour in the athletic or fashion industries, a focused investigation of how customers interact with and respond to Adidas goods, marketing methods, and celebrity endorsements is lacking. The literature gap may extend to a lack of in-depth analyses of consumer preferences, perceptions, and decision-making processes concerning Adidas products, especially those associated with celebrity endorsements. Insights into how consumers interpret and respond to the alignment (or misalignment) between Adidas's endorsed celebrities and the brand's identity, and how this influences their purchasing decisions, remain relatively unexplored.
[bookmark: _Toc158383950][bookmark: _Toc158384174][bookmark: _Toc158384793][bookmark: _Toc158583539]Theoretical models to assist the research.
[bookmark: _Toc158383951][bookmark: _Toc158384175][bookmark: _Toc158384794][bookmark: _Toc158583540]Celebrity Endorsement models 
The source of attractiveness model 
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The Source Attractiveness Model, proposed by McGuire, provides a framework for understanding the impact of a source's attractiveness on the effectiveness of persuasive communication. The model identifies three key dimensions of source attractiveness: physical attractiveness, social attractiveness, and task attractiveness (McGuire, 1985) (Roger Seiler & Kucza, 2017). In the context of Adidas, the application of this model is evident in the brand's selection of celebrities for endorsement campaigns.
Physical attractiveness, as a dimension of the Source Attractiveness Model, plays a significant role in consumer behaviours. According to (Dion, et al., 2016) Research by Dion, Berscheid, and Walster suggests that physically attractive individuals are often associated with positive attributes, such as likability and competence. For Adidas, selecting physically attractive celebrities enhances the appeal of the brand, as consumers may transfer positive perceptions of the endorser to the endorsed products. This aligns with the principles of the Source Attractiveness Model, emphasizing the impact of physical attractiveness on persuasion.
The second feature in McGuire's approach, social attractiveness, has to do with how likeable and comparable the source is to the intended audience. The theory that consumers are more favourably affected by sources they consider to be socially appealing and relevant is supported by the research of (Kahle & Pamela ., 1985)Adidas thereby increases the impact of the endorsement when it teams up with personalities that exhibit social appeal, such as relatability and likeability. This dimension is especially important for a business-like Adidas that wants to appeal to a wide range of consumer demographics.
The third component, task attractiveness, relates to how competent and reliable the source is thought to be. Within the Adidas brand, the selection of socially and physically appealing celebrity endorsers who also project competence is in line with the task attractiveness dimension. According to (Hovland & Weiss,, 1951)consumers are more likely to be convinced by endorsers they consider to be trustworthy and experienced. Furthermore (Umeogu, 2012) continues this ideology referring the need for a speaker’s credibility. In regard to adidas is the sportsman or athletes that they can obtain, and gain endorsements deals to retain such credibility. How adidas did this with the world cup (Adidas.com, 2023) and the Muhammad Ali impossible is nothing campaign (Adidas.com, 2023). The credibility of the endorser is fundamental to any type of competitor leverage, brand resonance and consumer behaviour (Frank & Mitsumoto, 2023)
The Product Match-Up Model,
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[bookmark: _Hlk157561162]The Product Match-Up Model is a theoretical framework that underscores the importance of aligning the endorsed product, brand, and celebrity endorser for optimal persuasive impact (Kahle & Pamela ., 1985)In the context of Adidas, the application of this model involves strategically pairing the brand's products with celebrity endorsers who possess characteristics that complement and enhance the perceived qualities of the brand.
The congruity between the endorsed product and the celebrity serves as a crucial determinant of the effectiveness of the endorsement. Research by (Kamins, 1990)suggests that consumers are more likely to be persuaded when there is a perceived match between the product attributes and the characteristics associated with the celebrity endorser. For example, if Adidas endorses a sports personality known for athleticism and fitness, the congruity between the sportsperson's image and Adidas's athletic products creates a harmonious association in the minds of consumers.
The Product Match-Up Model also highlights how crucial it is to make sure the celebrity's image complements the target market and the brand's intended positioning. Customers are more inclined to believe that the endorser and the brand are genuinely connected when there is this congruence, which raises the endorsement's credibility and plausibility (Wright, 2015). By employing this methodology, Adidas is able to carefully choose celebrities whose persona and principles align with the brand, resulting in a seamless collaboration that strengthens favourable customer perceptions.
The research conducted by  (Till & Shimp, 1998) supports the idea that congruity between the celebrity endorser and the endorsed product leads to more favourable attitudes and purchase intentions among consumers. Therefore, the Product Match-Up Model becomes instrumental for Adidas in selecting endorsers whose attributes not only match the specific product category but also align with the overall brand image and values utilising these key components .
Key Components.
· Product Attributes- The model starts by evaluating the key attributes of the endorsed product. This involves a comprehensive understanding of the product category, its unique features, and the desired consumer perceptions.

· Brand Image- Next the brand's identity and image are considered. This encompasses the values, personality, and positioning that the brand seeks to convey to its target audience.

· Celebrity Endorser Characteristics- The model then focuses on the characteristics and image of the celebrity endorser. This includes their personal traits, public image, and any associations that the celebrity has developed over time.
Alignment and Congruity the critical premise of the Product Match-Up Model lies in achieving congruity or alignment among these three components. The more congruent the attributes of the product, the brand, and the celebrity endorser, the more persuasive and impactful the endorsement is likely to be (Till & Busler, 2013). Congruity can manifest in various ways, such as matching the sporty image of a celebrity with Adidas's athletic products or aligning a celebrity's values with the brand's overall identity (Till & Busler, 2013).

[bookmark: _Toc158383952][bookmark: _Toc158384176][bookmark: _Toc158384795][bookmark: _Toc158583541]Branding models 
Kellers brand equity model
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A solid reputation increases the chance of obtaining and maintaining customers as a result of the consumer-brand relationship. This offers businesses a major competitive advantage. Using the Brand Equity Pyramid, organisations may use rigorous approaches to supply their market with the proper interactions (na et al., 1999).
As a brand advances to the resonance level, it has the opportunity to understand and capitalise on its customers' beliefs and allegiances, both positive and destructive. Marketing firms may understand what their customers want and need before they buy the items, or even before they realise they want the item or service, by breaking CBBE down into Keller's four phases (Bhasin, 2019).
BRAND IDENITY- It explores the terms and mental representations shoppers associate with a particular brand label. It is a critical level that must be strong in order to uphold the levels that follow it in the pyramid. The fundamental essence of brand awareness among consumers is measured through a company's brand identity (na, et al., 1999). Through sportswear and goods, Adidas' brand identity is recognisable and established across the world. Adidas' brand identity is linked to several sub-intermediary sports and clothing retailers throughout the world, as well as worldwide influencer support. The corporation is privileged to have inherited values, that grant them a social and economic edge against risks of substitutes and dangers to entrance.
BRAND MEANING - When a customer is familiar with a firm, he will want to know if it is reliable, suited for long-term use, provides excellent customer service, and other important details. The second level of Keller's Brand Equity Model is made up of the characteristics that define what a brand signifies to customers (Bhasin, 2019).
Brand performance -The five components that comprise brand equity are product attributes, quality and dependability, relations with consumers, appearance and design, and the retail cost of goods or services. "It delivers on what its brand name implies, so consumers will be pleased when it fulfils" (Raut et al., 2019). Adidas is well-known for its high-performance athletic apparel, and the company has constantly created cutting-edge products that meet the needs of athletes and sports fans. As a result, Adidas has earned a great reputation for quality.
Brand imagery- Visuals satisfy consumers' mental and behavioural expectations. How does the brand seem to customers? Family-friendly, youth oriented   Direct advertising and word-of-mouth exposure can help a brand's reputation (Raut et al., 2019). Adidas has an established brand reputation that is associated with creativity, fashion, and efficiency. By exploiting its association with great athletes and sports groups, the firm has been successful in strengthening its reputation as an excellent durability brand (Adidas.com, 2023).
BRAND RESPONSE– At this point in Keller's method, judgement and attitudes might be difficult to discern since they are so personal to each client. A company may be insignificant to one customer while being extremely valuable to someone. Someone else may positively or negatively contrast a brand's visibility to that of another. It has been recognised how difficult it may be to put a monetary value on how people feel about a firm and how much they respect it (Bhasin, 2019).
Including real interaction and seeming reputation as additional criteria. Once a corporation is aware of these assessments, it must respond to them in order to develop positive brand impression. In contrast, when the product meets or surpasses expectations, it generates a lot of enthusiasm and may even encourage the buyer to become an advocate for the company. These pleasurable experiences produce "Emotional responses" (feelings) among customers. nevertheless, can be reflected adversely if the product or service was deemed unacceptable by the consumer, resulting in an undesirable consequence that might be disastrous (Chernev, 2012).  
Customers identify Adidas with high quality, reliability, and innovation, what has contributed to the brand's good reputation. Adidas has effectively positioned itself as a brand that cares about the environment and sustainability.
BRAND RESONANCE (strong consumer relationships)
A brand advocate has climbed to the pinnacle of Keller's Brand equity pyramid. By this juncture, both the company and the consumer share a deep emotional and psychological tie. Consumer behaviour, beliefs, and attitudes, in addition to their interplay, are all factors that drive brand resonance.
An advocate is a customer who is loyal to a brand and considers it as outstanding, who refuses to purchase anything else and encourages its advantages to everyone else. Customers have strong views about a range of issues, such as longevity of value, service excellence, commodities, and value. A comprehensive grading system that serves as a helpful indication of resonance (Raut et al., 2019). Kanye West, Beyonce, and Pharrell Williams are just a few of the celebrities, with whom Adidas has teamed to create limited-edition items and marketing campaigns that appeal to their fans. The corporation has sponsored major sporting events, teams, and individuals like as Lionel Messi, the NBA, and the FIFA World Cup. Adidas has achieved this by fostering a feeling of unity and devotion among its customers (Adidas.com, 2023).
Furthermore, the brand's commitment to sustainability and cultural responsibilities has added to its ability to connect with customers who are growing more aware of environmental concerns and corporate ethics. (Adidas.com, 2023).
Aaker’s Equity Brand model 
David Aaker's Aaker Brand Equity Model provides a comprehensive framework for analysing and maintaining brand equity. Brand awareness, brand loyalty, perceived quality, and brand associations are the four essential variables identified in this model that contribute to the production and measurement of brand equity (Bhasin, 2019).
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[bookmark: _Hlk155543838]Brand equity- In Aaker's concept, brand equity symbolises the underlying worth and power that a brand holds. It is positioned as the culmination of the aforementioned qualities. It combines brand awareness, loyalty, perceived quality, and associations. According to Aaker, brand equity is a valuable intangible asset that enables a brand to command premium prices, achieve market leadership, and withstand adversities in the competitive landscape (Raut, et al., 2019).
Brand awareness- The Aaker Brand Equity Model is built around brand awareness, which represents the degree to which a brand is recognised by potential customers. According to Aaker, creating great brand awareness is critical for brand equity since customers are reluctant to connect with a brand if they are unaware of its existence. This dimension emphasises the significance of marketing activities in creating and sustaining a brand's market presence. 
Perceived quality- Consumers' perceptions of the overall quality and excellence of a brand's products or services are referred to as perceived quality. Aaker believes that developing a good sense of quality is critical for establishing great brand equity. Customers are far more inclined to form favourable views and connections with a brand that regularly provides high-quality goods, boosting the company's total equity (Bhasin, 2019). For Adidas, if consumers perceive the celebrity endorser as representing quality and authenticity, it can positively impact their perception of Adidas products. Evaluating how celebrity endorsements contribute to the perceived quality of Adidas in the eyes of consumers is a key aspect. Managing perceived quality through celebrity endorsements at Adidas introduces complexities related to maintaining authenticity and adapting to changing consumer perceptions. Aaker's model emphasizes that perceived quality is subject to shifts in consumer judgment, and the challenge lies in navigating potential controversies or changes in the public image of the endorser. The brand must carefully assess the alignment between the celebrity's attributes and the intended qualities of the Adidas brand. The longevity and consistency of these associations become critical factors in managing perceived quality (keller, 1993).
Brand association- The fourth dimension of Aaker's concept is brand associations, which include the different aspects, functions, and characteristics associated with a brand in the eyes of customers. These connections might be concrete or immaterial, and may encompass logos, emblems, or personality qualities. According to Aaker, deliberately controlling and maintaining these links may affect customer opinions and greatly contribute to brand equity. Celebrity endorsements exert a profound impact on brand associations at Adidas, aligning with Aaker's model. The selected celebrities become symbolic figures representing specific attributes or values. These associations influence consumers' perceptions of Adidas, shaping the brand's identity. The challenge lies in ensuring these associations are congruent with the intended brand image and resonate with changing customer demands. Aaker's model suggests that maintaining consistency and authenticity is crucial, prompting Adidas to strategically align endorsements with its evolving brand identity to foster positive and enduring associations (keller, 1993).
The complexities in managing brand associations through celebrity endorsements at Adidas are multifaceted. Aaker's model emphasizes the need for authentic and consistent brand messaging. However, complexities arise when navigating potential controversies or shifts in consumer sentiment toward the endorser. Maintaining the intended brand associations becomes intricate, necessitating Adidas to carefully assess and adapt its strategies. The authenticity of the associations, potential challenges in the longevity of endorsements, and the dynamic nature of consumer perceptions are key complexities. Strategically leveraging celebrity endorsements for maintaining favorable brand associations at Adidas involves a careful balance, aligning with Aaker's model. Adidas must select endorsers whose qualities align authentically with the brand's identity and consistently reinforce positive brand associations. The brand should proactively address challenges, emphasizing transparency and adapting to changing customer demands while remaining true to its core values. Aaker's model underscores the importance of strategic and authentic brand management, providing a guiding framework for Adidas to navigate the complexities of celebrity endorsements and sustain positive brand associations over time (Bhasin, 2019).
Brand loyalty- According to Aaker's approach, brand loyalty represents the degree of customer commitment and devotion to a certain brand. This dimension analyses the possibility of recurring business as well as customer reluctance to switching to competitor brands. Aaker emphasises the importance of developing a loyal consumer base, since brand loyalty adds significantly to a company's long-term success and survival (Bhasin & Loh, 2023. brand loyalty is a crucial dimension representing consumer attachment and repeat purchase behaviour.
Celebrity endorsements play a pivotal role in shaping brand loyalty at Adidas. When consumers perceive a strong alignment between the endorsed celebrity and the brand's identity, it fosters a sense of attachment and allegiance. The positive associations created through celebrity endorsements contribute to sustained brand loyalty, as consumers are more likely to make repeat purchases and exhibit continued commitment to the brand. However, the complexities in managing brand loyalty through celebrity endorsements at Adidas are intricate and multifaceted. Aaker's model suggests that brand loyalty is influenced by the depth of the emotional connection consumers feel towards the brand. The challenge arises when navigating potential shifts in consumer sentiment towards the endorser or if controversies emerge. Maintaining brand loyalty requires Adidas to carefully manage the longevity of celebrity endorsements, ensuring that the positive emotional associations persist over time. Additionally, the brand must be vigilant in addressing any challenges that may arise, as negative perceptions of the endorser can impact brand loyalty. 
 for Adidas to strategically celebrity endorsement leveraging to increase brand loyalty requires aligning celebrity decision-making processes with the brand's beliefs and continually reinforcing favourable emotional connections (Hooley, et al., 2012). The relevance of brand message and authenticity is emphasised in Aaker's concept. Adidas may intentionally choose superstars whose characteristics accurately reflect the brand's identity and ideals. Consistent message, reinforced by continuous and meaningful collaborations, aids in the formation and maintenance of strong emotional bonds. Addressing potential issues quickly and honestly is also critical for long-term brand loyalty (Catovic, 2010).
[bookmark: _Toc158383953][bookmark: _Toc158384177][bookmark: _Toc158384796][bookmark: _Toc158583542]The similarities and differences between Kevin Lane Keller's Customer-Based Brand Equity (CBBE) model and David Aaker's Brand Equity Mode
When comparing Kevin Lane Keller's Customer-Based Brand Equity (CBBE) model to David Aaker's Brand Equity Model, many in general comparisons and specific differences appear. Both models emphasise the fundamental role of brand awareness in the brand-building process. Keller's CBBE model, which is intrinsically customer-centric, emphasises the formation of strong, favourable, and distinct brand associations, which aligns well with Aaker's paradigm, which advocates for the building of positive mental links between the brand and distinctive traits or values. Furthermore, the similar awareness of brand loyalty as a critical consequence indicates a common ground in both viewpoints. Keller's emphasis on developing customer-brand connections, leading to brand resonance, complements Aaker's focus on fostering long-term consumer loyalty (qualtrics , 2023).
However, within these comparisons are diverse methods. Keller's strategy is recognised for its strong customer focus, emphasising how people perceive and respond to a brand. It explores into the complex aspects of consumer experiences and relationships that influence brand equity. In contrast, Aaker's approach, although acknowledging the importance of consumer impressions, presupposes a management focus. It provides a strategic framework for brand managers, including criteria for the purposeful creation and preservation of brand equity. This management complexity distinguishes Aaker's concept, giving a prism through which brand equity may be actively shaped and managed. In essence, both models provide major contributions to the theoretical and practical aspects of brand management, providing complementary viewpoints on the varied path of brand equity growth (Bhasin, 2019). (qualtrics , 2023)
[bookmark: _Toc158383954][bookmark: _Toc158384178][bookmark: _Toc158384797][bookmark: _Toc158583543]Advantages and disadvantages.
The advantages of Kevin Lane Keller's Customer-Based Brand Equity (CBBE) strategy are significant for its customer-centric approach. The methodology puts the consumer at the centre of brand creation, providing for a thorough understanding of how customers perceive and interact with a brand. This customer focus allows brand managers to modify tactics to fit their target audience's changing wants and preferences, resulting in stronger brand ties. Furthermore, the model's emphasis on brand resonance provides a useful framework for developing long-term connections and brand loyalty, both of which are critical components of ongoing brand success.
However, one must accept certain limitations. The CBBE model's substantial dependence on consumer perceptions may make it difficult to quantify and measure intangible characteristics like brand resonance and brand judgements. Subjectivity in customer views can inject variability into the evaluation process, making it difficult to generate accurate measurements for brand equity. Furthermore, the model's heavy emphasis on consumer-centricity may overshadow the importance of management decisions and industry dynamics, thereby restricting its application in certain strategic scenarios.
Turning to David Aaker's Brand Equity Model, its strength is its management focus. Aaker's strategy provides brand managers with a defined approach that outlines how to actively generate and manage brand equity. The model's emphasis on developing and maintaining good brand connections is consistent with practical techniques that managers may use to improve brand image and competitiveness. Furthermore, the model's versatility enables adaption to multiple industrial environments, making it useful across a wide range of industries and product categories (Meyerson, 2019).
Nonetheless, problems arise. Aaker's methodology may be criticised for oversimplifying customer impressions, thereby disregarding the complexities of particular brand experiences. While management concentration is important for strategic planning, it may underestimate the importance of direct customer feedback and real-time market dynamics, thus restricting the organization's responsiveness to sudden swings in consumer opinion or choice.
[bookmark: _Hlk158154398][bookmark: _Toc158383955][bookmark: _Toc158384179][bookmark: _Toc158384798][bookmark: _Toc158583544]Consumer behaviour In-direct- and direct reference groups theory
In the field of consumer behaviour, theories of direct and indirect reference groups are critical in understanding the influence of celebrity endorsements, particularly in the context of Adidas. Direct reference groups are those with whom an individual interacts face-to-face, such as friends or family, whereas indirect reference groups include aspirational figures or celebrities who affect an individual's beliefs and behaviours from a distance. The notion holds that people are influenced not only by those in their own social circles, but also by those they respect or strive to be like, including superstars. Adidas' strategic use of celebrity endorsements is consistent with both direct and indirect reference group theories (BAtheories, 2021).
directly, People in one's immediate social circle may be impacted by the endorsement due to common beliefs or debates. Simultaneously, the aspirational attributes reflected by the celebrity endorser establish them as an indirect reference group, impacting customer behaviours and views from afar. The academic examination of these theories provides an in-depth comprehension of the intricate dynamics at work when celebrities become employed as endorsers, shedding light on the numerous ways in which consumer behaviour has an impact in the domains of fashion and sportswear, such as in the case of Adidas (BAtheories, 2021).
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[bookmark: _Toc158383958][bookmark: _Toc158384182][bookmark: _Toc158384801][bookmark: _Toc158583547]What is research methodology? 
Research methodology is essentially the practical "how" of a research investigation. More precisely, it discusses how a researcher plans a study in a methodical manner to assure accurate and trustworthy results that answer the research aims, objectives, and issues. Specifically, how the researcher made the decision:
What kind of data to gather (e.g., qualitative versus quantitative data)
Who to get it from (i.e., the sampling approach)
How to gather it (also known as the data collecting technique)
How to examine it (data analysis approaches) (jansan & warren , 2023)
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Saunders and peers devised the research onion, which is a simple graphic that depicts the numerous steps that a researcher must consider in order to establish a successful research technique (Saunders et al, 2012).
The research onion describes the several steps that a researcher must go through when developing an effective approach. The researcher must first determine the research philosophy, after which the suitable research approach must be implemented. The third phase is to choose a research plan, and the fourth step is to choose the time horizon. The fifth stage identifies the data collecting approach (STUDYMUMBAI, 2021).
Mention the subheadings relating to the topic on the research plan. 
Philosophies  
The selection of a research philosophy is an important decision that affects the whole strategy and technique of a study. In the framework of the research onion model, positivism emerges as the most successful philosophy for this specific research endeavour, which investigates the effects of celebrity endorsements on customer behaviour in the context of Adidas.
Positivism is consistent with the fundamental concepts of objectivity, measurability, and the assumption that the social world may be examined using techniques comparable to those employed in the sciences. Given the nature of the study issue, which is to investigate the effect of celebrity endorsements on consumer behaviour, taking a positivist viewpoint allows for the use of quantitative research methodologies. Positivism's emphasis on empirical observation and statistical analysis is especially significant in this topic, as quantifiable data is required to derive meaningful findings.
The study seeks to identify patterns, trends, and measurable links between factors, such as the influence of celebrity endorsements on consumer behaviour and purchase decisions. The positivist concept advocates for the use of surveys, organised interviews, and content analysis of marketing materials to collect measurable data and derive objective conclusions. This is consistent with the study's goal of providing insights into larger trends and factors driving consumer behaviour in reaction to celebrity endorsements in the fashion and sportswear industries, with Adidas serving as a focus point.
Approaches 
In the research onion model, the choice of research strategy is critical in developing the entire methodology. The most successful strategy for the study exploring the effects of celebrity endorsements on customer behaviour in the context of Adidas is deductive reasoning. Deductive reasoning entails transitioning from broad ideas to particular facts or predictions. In the context of this study, the deductive technique fits perfectly with the goal of investigating general hypotheses about consumer behaviour, celebrity endorsements, and brand equity before applying them to the specific situation of Adidas.
 This method enables the testing of existing ideas and hypotheses within the context of the research, so adding to the cumulative growth of knowledge in the subject. The study's goal is to build on current ideas in consumer behaviour, celebrity endorsements, and brand equity, and a deductive method will help to do that. Beginning with existing ideas and assumptions from the literature, the research may methodically examine and develop these notions in the context of Adidas. 
This procedure ensures an organised and theoretically based inquiry, which improves the reliability and dependability of the research results. Furthermore, a deductive technique is well suited to incorporating many ideas into the study design. The research can use ideas from marketing, psychology, and sociology to provide a complete framework for understanding the complex dynamics of celebrity endorsements and consumer behaviour. This integrated method strengthens the study by incorporating multiple views and theoretical foundations.
Strategies 
Within the research onion model, the survey method emerges as the most effective technique for evaluating the influence of celebrity endorsements on customer behaviour, particularly given the specific context of Adidas and the accessibility to data from diverse locations. A survey technique is ideally suited to the study's goal of gathering organised and measurable data on consumer perceptions and behaviours impacted by celebrity endorsements. Surveys enable the systematic collecting of information from a wide sample, resulting in a thorough overview of diverse opinions across demographic groups. Adidas works in a diversified and worldwide market, thus the survey strategy guarantees a comprehensive representation of customer attitudes. 
The survey technique is very useful for this research since it enables for the gathering of primary data from three different locations: UWTSD University, the Adidas shop in West End London, and Amazon my workplace. This geographic diversity enables a thorough grasp of how customers in various situations and circumstances react to celebrity endorsements. The ease of access to these businesses makes survey administration more efficient, resulting in a rich dataset that captures a wide range of customer experiences. Furthermore, surveys offer a formal approach for investigating certain elements of the impact of celebrity endorsements, allowing respondents to voice their views on brand perception, purchasing choices, and celebrity influence on their choices of goods. The standardisation of survey questions makes them easier to compare and analyse statistically, allowing for the detection of patterns and trends in consumer behaviour.
[bookmark: _Toc158383960][bookmark: _Toc158384184][bookmark: _Toc158384803][bookmark: _Toc158583549]Type of investigation
Primary research 
Primary research is the methodical collection of unique and firsthand data directly from sources with the goal of answering specific research questions or objectives (George, 2023). In the case study studying the impact of celebrity endorsements on consumer behaviour, primary research plays an important role in gathering unique insights and firsthand viewpoints from respondents. The primary data collection method chosen for this study is surveys administered in a variety of locations, including the West End outside Adidas and sports stores that sell Adidas products, my workplace at the Amazon warehouse, and the University of Wales Trinity Saint David (UWTSD) campus.
The core research attempts to capture a diverse range of customer experiences and perspectives about celebrity endorsements and their impact on purchase decisions by conducting surveys in these different venues. This multimodal approach guarantees that the data acquired is immediately relevant to Adidas' unique setting, providing a firsthand look at the many dynamics at work in diverse consumer situations. The study aims to add new and contextually rich insights to the existing body of knowledge by using primary research to better understand the intricate relationship between celebrity endorsements and consumer behaviour in the context with adidas.
Advantages 
Primary research has various advantages and disadvantages as a methodological approach. On the plus side, primary research enables the acquisition of unique and firsthand data customised to specific study aims. This guarantees that the findings are unique and relevant to the specific study area, hence increasing their total contribution to the current body of knowledge. Furthermore, researchers have extensive control over the study design and data gathering procedure, allowing for customisation to meet unique peculiarities of the research topics. Furthermore, the depth of insights gained via qualitative approaches in primary research enriches our comprehension of the examined phenomena (university of westminster , 2024).
Disadvantages
Nevertheless, primary research is not without disadvantages. It requires a significant investment of time, money, and personnel, making it a pricey endeavour. Furthermore, the findings' generalizability may be restricted, with implications solely for the individual population or setting analysed. Potential biases, whether conscious or unconscious, might impact the study process and undermine the impartiality of the findings. Furthermore, the complexities of implementing some primary research procedures, as well as the necessity for ethical concerns such as participant participation and anonymity, complicate the study process even further (university of westminster , 2024).
Secondary research definition 
Secondary research is the methodical assessment and evaluation of existing data, literature, and academic works to gather insights and knowledge about a given research topic (Rahman, 2024). Secondary research plays a crucial role in augmenting the understanding of the impact of celebrity endorsements on customer behaviour within the context of Adidas. By systematically evaluating existing data, literature, and academic works, researchers can gain valuable insights into the dynamics of brand equity and brand image associated with Adidas. Notable scholars such as Aaker and Keller have contributed significant frameworks and theories that help elucidate the complexities of brand perception and consumer response to celebrity endorsements.
Exploring indirect and direct reference group theories, alongside insights from various writers, allows for a deeper comprehension of the social and psychological factors influencing consumer behaviour towards Adidas products. For instance, examining how Adidas utilizes celebrity endorsements in its marketing campaigns can shed light on the mechanisms through which these endorsements shape consumer attitudes and purchasing decisions. By analysing the strategies employed by Adidas in collaborating with celebrities, researchers can glean insights into the effectiveness of such initiatives in enhancing brand perception and driving consumer engagement. 
Moreover, secondary research aids in identifying trends and patterns in consumer behaviour related to Adidas and its celebrity endorsements. This comprehensive understanding enables researchers to critically assess the existing material and formulate hypotheses for further investigation through primary research methods. By leveraging insights from secondary sources, researchers can contribute to the academic discourse surrounding celebrity endorsements in the fashion industry, particularly within the context of a prominent brand like Adidas. Ultimately, secondary research serves as a cornerstone for building a robust theoretical framework and guiding the subsequent phases of primary research, thereby advancing knowledge, and understanding in this field.
Advantages, disadvantages 
Engaging in secondary research has various advantages and drawbacks that influence the methodological approach. On the plus side, secondary research is a low-cost and time-efficient way to access a wide database of existing information, hypotheses, and facts. It provides for a full literature assessment, providing a clear comprehension of the historical and theoretical framework around the research issue. Furthermore, the combination of information from numerous research enables larger insights and the detection of patterns (Rahman, 2024).
However, using just secondary research has limits. The available data may not perfectly fit with the specified research questions, resulting in potential gaps or shortcomings in meeting the study's objectives. There is also a possibility of bias in source selection and interpretation, which is impacted by the original writers' opinions. Furthermore, the researcher's capacity to adjust the material to the study's specific context may be hampered by a lack of control over the data gathering process in secondary research. Despite these shortcomings, an expert integration of secondary research, as demonstrated in my study on the influence of celebrity endorsements, enriches the theoretical framework and provides a solid platform for future primary research initiatives (university of westminster , 2024).
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Definition of quantitative research 
Quantitative research is a systematic and empirical method to inquiry that focuses on collecting and analysing numerical data to uncover patterns, correlations, and statistical significance. Quantitative research seeks to quantify phenomena and investigate the extent to which variables are related. This strategy frequently comprises organised surveys, experiments, or statistical analysis of existing datasets to obtain numerical insights. The emphasis on impartiality and the capacity to generalise findings to a larger population are distinguishing features of quantitative research, making it ideal for studies attempting to prove causation or test hypotheses using statistical methods (Sreekumar, 2023).
Advantages disadvantages 
Conducting quantitative research has various benefits that add to its methodological strengths. Because quantitative research relies on the collecting and analysis of numerical data, which allows for the application of statistical tests and the formation of patterns or trends, objectivity and replicability are critical. This numerical accuracy enables efficient data processing, particularly when working with huge datasets, using statistical tools. Furthermore, objective variable measurement guarantees a standardised data gathering technique, which improves the study's reliability and validity. Despite these merits, quantitative research has inherent limits. It may lack the depth offered by qualitative approaches, thus simplifying complicated social issues. Additionally, the reliance on numerical data could restrict the researcher's knowledge of contextual subtleties and the capacity to collect unforeseen factors (Almeida, 2017).
Definition of qualitative research
Qualitative research is an exploratory and interpretive research approach that seeks to comprehend the intricacies of human experiences, behaviours, and social events. It entails gathering non-numerical data such as words, photographs, or observations to investigate underlying meanings, patterns, and subtleties in a given situation. Qualitative research frequently uses methodologies such as interviews, focus groups, or content analysis to get insights from participants' viewpoints. This method emphasises comprehension, context-specific interpretations, and the creation of rich, descriptive narratives. Qualitative research is useful for offering a comprehensive knowledge of social events by revealing the subjective experiences and meanings associated with distinct phenomena (Crossman, 2020).
Advantages and disadvantages 
Qualitative research offers a rich and complex investigation of individual experiences and behaviours. Its adaptable research design enables for responsiveness to develop discoveries, encouraging a comprehensive knowledge of complex social processes (Crossman, 2020). The variety and depth of insights gained through qualitative approaches help to generate hypotheses or ideas that can then be examined statistically. However, qualitative research is not without obstacles. It is prone to subjectivity and researcher prejudice, which can influence data interpretation. The time-consuming nature of qualitative data analysis, especially for huge amounts of textual or visual data, might be a practical disadvantage. Furthermore, the low generalizability of qualitative findings to wider groups due to their contextual focus presents a hurdle for broader application (Almeida, 2017). Despite these obstacles, the use of both quantitative and qualitative methodologies in the study allows for a more in-depth examination of the influence of celebrity endorsements on customer behaviour in the context of Adidas.
Mixed method approach 
In the research on the impact of celebrity endorsements on consumer behaviour in the relating to Adidas, a mixed-methods approach incorporating both quantitative and qualitative research has been employed. This ensures a comprehensive exploration of numerical trends and statistical relationships (quantitative) while also delving into the different perspectives and experiences of individuals (qualitative). This dual approach aims to provide a more holistic understanding of the complex dynamics at play in the intersection of celebrity endorsements and consumer behaviour (Hassan, 2024).
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Choosing a time horizon for research entails carefully considering the temporal extent judged acceptable for the subject. In the context of the inquiry on the influence of celebrity endorsements on customer behaviour at Adidas, a cross-sectional temporal horizon was chosen most appropriate. This decision reflects the short-term character of the study project, emphasising a snapshot approach to data collecting over a set duration. A cross-sectional design enables the simultaneous evaluation of variables at a single moment in time, allowing the effective collection of data on consumer perceptions and behaviours connected to celebrity endorsements. While cross-sectional studies are naturally restricted in their capacity to capture longitudinal changes, they provide quick and concentrated insight into the immediate dynamics of interest. 
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Definition of sampling 
In research methodology, sampling is the systematic process of picking a subset of items or persons from a larger population in order to represent and generalise findings for the full group. The goal of sampling is to make data gathering easier, more cost-effective, and logistically possible, especially when working with vast or varied populations. It entails carefully selecting a subset that preserves the basic traits of the broader population, ensuring that the sample is a fair and representative picture of the whole. The sampling approach is critical to the validity and reliability of research findings since it has a direct impact on the generalisation of conclusions to the larger population (mcleod, 2023). 
Sample size (how many and the access too them)
The selection of an adequate sample size is an important part of research design, since it affects the reliability and generalizability of study results. In the context of the research on the influence of celebrity endorsements on customer behaviour at Adidas, a sample size of 50 participants represents a modest sample size. While there is no widely accepted sample size requirement, the chosen range is consistent with the study's practical concerns, balancing the need for appropriate representation of varied views with the resources available for data collection and analysis. A sample size within this range can still give useful insights and statistical power, especially if the sampling procedure is consistent and the participants are carefully chosen to guarantee representativeness. However, it is essential to acknowledge that the specific considerations for the research, such as the heterogeneity of the population and the desired level of precision, should guide the determination of an optimal sample size. Careful attention to the methodological and practical aspects of sampling will contribute to the validity and reliability of the study's outcomes (mcleod, 2023).
Sample type (demographic and geographic)
The demographic sample aims to reflect a varied range of persons based on age, gender, income, and educational background. This method guarantees that the study includes participants from a variety of demographic groupings, allowing for an examination of how celebrity endorsements impact consumer behaviour across diverse parts of the population. The demographic sample type will help to generalise the findings and give insights into potential differences in customer reactions depending on these demographic characteristics (mcleod, 2023).
The geographic sample type entails recruiting participants from various areas to account for any geographical differences in consumer perceptions and behaviours regarding celebrity endorsements. Participants will be drawn from the West End London Adidas store, representing urban consumers, my workplace at the Amazon warehouse in Rochester Kent and the University of Wales Trinity Saint David (UWTSD), providing insights into rural and academic perspectives, respectively. By include a variety of geographic areas, the study hopes to capture a wide range of consumer experiences impacted by celebrity endorsements.
Sampling method (probability Cluster sampling in details   
In my research on the impact of celebrity endorsements on consumer behaviour in the context of Adidas, I have opted for a systematic and scientifically rigorous sampling method, specifically employing probability cluster sampling. This methodological choice is grounded in the aim to enhance the representativeness of the sample while acknowledging the logistical considerations of the study. Probability cluster sampling involves dividing the population into clusters, then randomly selecting entire clusters to include in the study (Frost, 2024). In the context of my research, the clusters could represent different geographic locations or organisational units.
For instance, clusters may include the West End London Adidas store, the Amazon warehouse where I work, and specific departments or groups within the University of Wales Trinity Saint David (UWTSD). Within each selected cluster, all individuals will be included in the sample, ensuring that each element within the chosen clusters has an equal chance of being part of the study. This method not only facilitates a more efficient data collection process but also allows for a comprehensive exploration of consumer behaviour influenced by celebrity endorsements across varied settings.
The systematic and probabilistic nature of cluster sampling enhances the study's external validity, enabling the generalisation of findings to the broader population from which the clusters were drawn. By employing probability cluster sampling, the research aims to strike a balance between methodological rigor and practical feasibility, ensuring a scientifically sound and representative sample for the investigation.
Advantages of Probability Cluster Sampling.
Using probability cluster sampling in my study on the impact of celebrity endorsements on consumer behaviour has various benefits. First and foremost, this strategy is resource-efficient, speeding the data collecting process by picking complete clusters instead of individual parts. This is especially useful when working with a big and dispersed population, since it improves the study's logistical viability. 
The better representation obtained by cluster sampling adds to the overall consistency and external validity of the study findings. Furthermore, the cost-effectiveness of this strategy is evident, since it decreases the costs associated with reaching scattered individual pieces across varied geographical areas. Finally, the statistical analysis is simplified, making the interpretation of data easier and contributing to its validity. (Frost, 2024)
The disadvantages of probability cluster sampling.
However, it is critical to understand the potential downsides of probability cluster sampling. The possibility of lower estimating precision is a significant negative. This is due to diversity within clusters, which may result in a less exact understanding of population parameters. Furthermore, the intra-cluster homogeneity phenomenon presents a problem since people inside a cluster may have comparable traits, thereby affecting the generalizability of findings to the larger population. The intricacy of the sample design can potentially be a disadvantage, necessitating careful planning and implementation.
Finally, if clusters are not well-defined or diverse, sampling bias may occur. This may jeopardise the overall validity of the study and restrict the extent to which findings may be generalised beyond the identified clusters. Despite these hurdles, the strategic use of probability cluster sampling in my research seeks to achieve a compromise between scientific rigour and practical viability, acknowledging the method's benefits while addressing its limitations. (Gaille, 2024)
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In conducting my study on the impact of celebrity endorsements on consumer behaviour in the context of Adidas, I chose a systematic data collecting technique that included a combination of open and closed-ended questions assisted by online survey instrument. The use of both open and closed-ended questions enables for a thorough investigation of customer attitudes and behaviours while also offering organised replies for efficient analysis. Open-ended questions let participants to express their ideas and insights in their own words, yielding valuable qualitative data. These replies provide richness and insight to the study by documenting the subtleties of individuals' experiences with celebrity endorsements. Closed-ended questions, on the other hand, provide a structured style with established response categories, which allows for quantitative analysis.
This strategy improves data processing efficiency and enables statistical comparisons between responder groups. The use of a paper-based survey is consistent with the study setting's practical considerations, providing participants with a concrete and familiar format. While digital approaches are common, paper surveys remain useful, particularly in contexts where internet access is limited, or face-to-face contacts are critical. The mix of open and closed-ended questions in a paper-based survey is intended to create a balance between the depth of qualitative insights and the analytical efficiency necessary for a thorough analysis of the research topic.
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In the analytical phase of my study on the impact of celebrity endorsements on consumer behaviour in the context of Adidas, I want to use a thorough methodology that includes both quantitative and qualitative data analysis methodologies. The quantitative information gathered through closed-ended survey questions will be statistically analysed with Microsoft excel  Statistics software. Descriptive statistics, such as frequencies, means, and standard deviations, will be used to summarise and display the major features of the numerical data.
 Furthermore, inferential statistical techniques such as correlation and regression analysis will be used to investigate correlations between variables and discover possible predictors of customer behaviour. This quantitative analysis seeks to provide a quantitative knowledge of the impact of celebrity endorsements on numerous elements of consumer behaviour in the given environment.
Simultaneously, the qualitative data collected through open-ended survey questions will be thematically analysed. Thematic analysis is a systematic approach to detecting, analysing, and reporting patterns (themes) in qualitative data. This method enables the extraction of relevant insights and the detection of recurring patterns or trends in participants' qualitative replies. A systematic coding approach will be used to identify themes, making it easier to organise and analyse qualitative data. The qualitative study seeks to capture the depth and complexities of customer experiences and perspectives of celebrity endorsements, giving a qualitative knowledge to supplement the quantitative findings.
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Ensuring the ethical conduct of my research on the impact of celebrity endorsements on consumer behaviour is of paramount importance. In adherence to established ethical guidelines, I am committed to upholding the principles of integrity, respect for participants, and transparency throughout the research process. To safeguard the rights and well-being of participants, I will obtain informed consent, clearly outlining the purpose, procedures, and potential risks and benefits of the study. The confidentiality of participants will be rigorously maintained by anonymizing all collected data and securely storing it, preventing unauthorized access. Additionally, I will employ a voluntary participation approach, allowing participants to withdraw from the study at any point without facing consequences. The research design has undergone ethical review, seeking approval from relevant institutional review boards to ensure alignment with ethical standards.
Moreover, I am conscious of avoiding any form of coercion or undue influence, ensuring that participation is entirely voluntary. Transparency in reporting and dissemination of findings is prioritized, providing accurate and unbiased representations of the study outcomes. Ethical considerations extend to the responsible use of technology, data storage, and participant interactions, promoting a research environment built on trust and ethical conduct. Throughout the research process, I am committed to maintaining the highest standards of integrity, honesty, and accountability, adhering to ethical principles to ensure the credibility and validity of the research outcomes.
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Question 2
Do you believe that your purchasing choices are influenced by celebrity endorsements?
[image: ]
The survey results reveal that the majority of participants, constituting 60% of the sample size, believe that their purchasing choices are influenced by celebrity endorsements. This finding underscores the significant impact of celebrity endorsements on consumer behaviour, aligning with existing research highlighting the persuasive power of celebrities in shaping consumer preferences and purchase decisions (Erdogan, 2010).The prevalence of 'yes' responses suggests that celebrity endorsements play a substantial role in influencing consumer perceptions of brands and products, potentially driving purchase intentions and brand loyalty (Atkin & Block, 1983) (Khan, et al., 2019). The relatively lower frequency of 'no' and 'maybe' responses indicate a widespread recognition among consumers of the influence wielded by celebrities in the realm of marketing and advertising. This underscores the effectiveness of leveraging celebrities as endorsers to enhance brand visibility and appeal, particularly within the competitive landscape of the fashion industry (Opresnik & Hollensen, 2019) Overall, the survey results affirm the relevance and impact of celebrity endorsements on consumer purchasing behaviour, emphasizing the importance of strategic celebrity partnerships in brand marketing efforts.




Question 3.
 Through which channels do you most frequently encounter Adidas celebrity endorsements?

	Share your thoughts on how Adidas celebrity endorsements positively or negatively affect the brand's image and customer behaviours? (Select all that apply) 
	50 participants 

	Social media 
	29

	Instore advertisement 
	8

	Mainstream advertisement
	0

	Online pop ups
	2

	Word of mouth
	6

	Direct advertisement 
	5

	Total
	Social media  



The survey results indicate that the majority of participants, accounting for 58% of the sample size, most frequently encounter Adidas celebrity endorsements through social media channels. This finding aligns with contemporary trends in marketing, where social media platforms have become pivotal for brand promotion and engagement due to their wide reach and interactive nature (Cham, et al., 2022)The relatively lower frequency of encounters through other channels such as instore advertisements, online pop-ups, word of mouth, and direct advertisements suggests that Adidas's digital marketing efforts, particularly on social media platforms, have been highly effective in reaching their target audience. This underscores the importance of strategic allocation of marketing resources towards digital platforms to maximize brand exposure and engagement in today's digital age (Ashman, et al., 2015). However, it's noteworthy that mainstream advertisements yielded no responses, indicating a potential area for improvement or reconsideration of traditional advertising approaches in the context of Adidas's celebrity endorsements strategy.





Question 4,
 Have you ever purchased an adidas product-based on celebrity endorsement? [image: A screenshot of a graph
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According to the study results, a sizable proportion of participants—representing 52% of the sample size—have bought an Adidas product as a consequence of a celebrity endorsement. In the case of Adidas, this research highlights how well celebrity endorsements work to influence customer purchasing behaviour and promote brand engagement. The overwhelming majority of "yes" answers indicates that consumers are highly motivated to select Adidas products over those of rival brands by celebrity endorsements. This is consistent with earlier studies that have demonstrated the influential influence of celebrity endorsements on consumer purchasing decisions (Erdogan, 2010). As per (Kamins, 1990)there is a clear correlation between the frequency of 'no' and ‘maybe' replies and the purchase behaviour of consumers. This supports the idea that marketing activities driven by celebrities can improve brand exposure and appeal. Moreover, the presence of 'maybe' responses reflects a degree of uncertainty among some respondents, suggesting potential variability in the effectiveness of celebrity endorsements across different consumer segments or product categories. Overall, the survey findings underscore the significance of celebrity endorsements as a key driver of consumer engagement and purchase intentions for Adidas products.








Question 5.
Have you ever bought anything expressly due to a celebrity's recommendation?

The results of the poll show that the majority of participants, or 56% of the sample size, had made a purchase specifically as a result of a celebrity's endorsement. This outcome confirms the value of celebrity endorsements as a marketing tactic by highlighting the substantial impact celebrities have on consumer purchase decisions. According to the prevailing 'yes' responses, people are open to celebrity recommendations and consider them to be reliable sources of product endorsements. This is consistent with earlier studies that have demonstrated the influence that celebrity endorsements have on consumer preferences and purchase decisions (Erdogan, 2010)
The comparatively lower frequency of "no" and "maybe" replies suggests that respondents are aware of how celebrity recommendations affect their purchasing decisions, highlighting the significant influence that celebrities have on consumer engagement and brand preferences (Kamins et al., 1989). The survey's overall findings highlight the value of celebrity collaborations in brand marketing initiatives and confirm the relevance of celebrity endorsements as a major influence on consumer purchase behaviour.





Question 9
What factors contribute most to your loyalty to the Adidas brand? (Select up to three)


From the survey responses, it is evident that the factors contributing most to loyalty to the Adidas brand vary among respondents. Among the choices provided, the celebrity endorser emerges as a significant factor, with several respondents indicating its influence on their loyalty to the brand. This finding aligns with previous research highlighting the impact of celebrity endorsements on brand loyalty and consumer perceptions (Erdogan, 2010)Additionally, the designs of Adidas products are consistently mentioned as contributing to brand loyalty, reflecting the importance of aesthetic appeal and product aesthetics in shaping consumer preferences (keller, 1993)
The brand's history also emerges as a notable factor, suggesting that consumers value Adidas's heritage and legacy in the athletic and fashion industries (Keller, 1993). Furthermore, the quality of materials used in Adidas products is identified by some respondents as a contributing factor to brand loyalty, underscoring the importance of product quality and performance in driving consumer satisfaction and loyalty (Keller, 1993). It is noteworthy that sustainability strategies utilized by the company and the streetwear influence are also mentioned by a few respondents, indicating the growing significance of sustainability and fashion trends in consumer purchasing decisions (Gatzer & Magnin, 2021) (Adidas Annual Report 2021, 2021)Overall, the survey results provide valuable insights into the multifaceted factors shaping consumer loyalty to the Adidas brand, highlighting the diverse considerations that influence brand perceptions and preferences among consumers.


Question 10
On a scale of 1 to 10, how likely are you to recommend Adidas products to others due to celebrity endorsements. Recommendation

There were 3 participants who rated their likelihood of recommending Adidas products as 9, indicating a high level of endorsement and satisfaction with the brand due to celebrity endorsements. This suggests that celebrity endorsements are likely to have a significant positive impact on consumer behaviour and brand perception among these individuals.
Similarly, 5 participants rated their likelihood as 8, demonstrating a strong inclination to recommend Adidas products because of celebrity endorsements. While slightly lower than the 9 rating, an 8 still reflects a substantial endorsement and suggests a positive association between celebrity endorsements and consumer behaviour.
As the ratings decrease, the number of participants showing high likelihood of recommendation decreases gradually. For instance, 12 participants rated their likelihood as 6, indicating a moderate level of endorsement. This suggests that while celebrity endorsements may still influence their behaviour to some extent, it may not be as strong as those who rated higher. Further down the scale, 7 participants rated their likelihood as 3, indicating a lower inclination to recommend Adidas products due to celebrity endorsements. This suggests that for these individuals, celebrity endorsements may have less influence on their purchasing decisions or brand perceptions. Lastly, 2 participants rated their likelihood as 1, reflecting a very low likelihood of recommendation. This indicates that for these individuals, celebrity endorsements may have little to no impact on their behaviour or brand perception. 
Overall, the histogram provides insights into the varying degrees of influence that celebrity endorsements have on consumers' likelihood of recommending Adidas products. It highlights the importance of understanding the diverse responses and preferences among consumers when assessing the effectiveness of celebrity endorsement strategies.



The survey results indicate varying levels of likelihood among respondents to recommend Adidas products to others based on celebrity endorsements, as expressed on a scale from 1 to 10. Analysis of the responses reveals a range of scores, with some participants indicating high likelihood (scores of 8, 9) while others expressing lower likelihood (scores of 2, 3, 4). The mean, which represents the average score, provides insight into the overall tendency among respondents. Additionally, examining the median, or the middle value when all scores are arranged in ascending order, helps to understand the central tendency of responses. The distribution of scores, ranging from 2 to 9, suggests a diverse range of opinions among respondents regarding the influence of celebrity endorsements on their likelihood to recommend Adidas products to others. This variation in responses underscores the complexity of consumer perceptions and preferences related to celebrity endorsements and their impact on brand advocacy.
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Question 1
Share your thoughts on how Adidas celebrity endorsements positively or negatively affect the brand's image and customer behaviours?
The responses regarding how Adidas celebrity endorsements affect the brand's image and customer behaviours highlight a nuanced perspective. Many participants recognize the positive impact of celebrity endorsements on enhancing brand visibility, credibility, and customer trust. Associating the brand with popular personalities can create brand awareness and increase consumer confidence in the products. However, there is also acknowledgment of potential negative consequences, particularly in cases where endorsers are involved in controversies or scandals. Negative behaviours or scandals can tarnish the brand's reputation and authenticity, leading to a loss of consumer trust and potential backlash. Overall, while celebrity endorsements offer opportunities for brand promotion and recognition, they also pose risks if not managed effectively, emphasizing the importance of careful selection and management of celebrity partnerships to maintain a positive brand image.
Positives of Celebrity Endorsements
A number of participants emphasised the beneficial impact of celebrity endorsements in augmenting brand awareness and legitimacy. Scholarly investigations validate this viewpoint. For example, research by (Erdogan, 2010) highlights the substantial impact that celebrity endorsements have on consumers’ brand memory and awareness. Furthermore, (Till & Busler, 2013)research indicates that customer views and purchase intentions towards recommended items might be positively impacted by celebrity endorsements.

Negative Effects of Scandals or Controversies
A few respondents voiced worries about scandals or controversy surrounding endorsers and how it would affect the brand. This opinion is supported by academic literature. Erdogan (1999) asserts that consumer impressions and bad connections may result from celebrity endorsements involving contentious issues. research also emphasises how bad press related to endorsers may damage a brand's reputation and trust, which in turn has a detrimental impact on customer decisions to buy.
Consumer Trust and Authenticity
Several respondents mentioned the importance of consumer trust and authenticity in relation to celebrity endorsements. Academic studies emphasize the role of trust in consumer-brand relationships. For example, research by (Khan, et al., 2019)suggests that consumers are more likely to trust brands endorsed by celebrities perceived as credible and trustworthy. Additionally, findings from (Yu, et al., 2018) and (Till & Shimp, 1998)indicate that authenticity is crucial in celebrity endorsements to maintain consumer trust and positive brand perceptions.
Question 6
Please describe any specific Adidas celebrity endorsements that come to mind and how they have influenced your perception of the brand?
Based on the survey responses, it's evident that various Adidas celebrity endorsements have had a significant impact on consumers' perceptions of the brand. Several respondents mentioned long-standing collaborations with influential figures such as Kanye West, Pharrell Williams, and David Beckham. These partnerships are credited with elevating Adidas' image as a trendy, innovative, and desirable brand, particularly within the realms of fashion, music, and sports.
Impact of Adidas Collaborations with Kanye West and Pharrell Williams
Respondents mentioned the collaborations between Adidas and Kanye West or Pharrell Williams and how they influenced their perception of the brand. Academic research supports the notion that such collaborations can enhance brand image and appeal, particularly in the fashion and music industries. For example, a study by (Knoll & Matthes, 2016)suggests that celebrity endorsements from renowned musicians like Kanye West and Pharrell Williams can significantly influence consumer perceptions and attitudes towards brands. These collaborations can create a sense of authenticity, exclusivity, and trendiness, thus elevating the brand's status in the eyes of consumers (Lui, 2022). Furthermore, the humour and entertainment contribute as an effective endorsing strategy according to ( (Eisend, 2009)
Run-DMC and Adidas
Some respondents mentioned the iconic collaboration between Adidas and the rap group Run-DMC, which played a pivotal role in popularizing Adidas sneakers, particularly the "shell toe" design. Academic literature supports the idea that this collaboration had a profound impact on consumer attitudes towards Adidas products, especially within the hip-hop and urban communities. Research by (Highsnobiety.com, 2024)highlights the cultural significance of celebrity endorsements within specific subcultures, illustrating how endorsements by influential figures like Run-DMC can shape consumer behaviours and brand perceptions.
David Beckham's Association with Adidas
Another respondent mentioned David Beckham's association with Adidas, emphasizing its significance in the football world. Academic studies suggest that endorsements by prominent athletes like David Beckham can enhance brand credibility and appeal, especially among sports enthusiasts (Shastri, 2023) Beckham's partnership with Adidas has solidified the brand's position as a leader in the soccer industry, tapping into the aspirational and lifestyle aspects associated with professional athletes (Esquire The Middle East, 2024) contributing to consumer behaviour and purchasing decisions (Micheal R Solomon.com, 2023)
Question 7
In what ways, if any, have celebrity endorsements influenced your behaviour regarding Adidas products?
The survey responses indicate varied ways in which celebrity endorsements have influenced consumer behaviour regarding Adidas products. Some respondents mentioned that these endorsements have inspired them due to the fashion, values, and beliefs associated with the endorsed celebrities, motivating them to engage with Adidas products. For instance, one respondent mentioned that the reasonably priced and stylish image portrayed through celebrity endorsements has made Adidas a go-to brand for them. Another respondent highlighted the influence of the iconic Run-DMC endorsement, which led them to purchase their first pair of trainers.
However, not all respondents felt influenced by celebrity endorsements. Some stated that no celebrities influenced their behaviour, while others mentioned that their purchasing decisions were primarily based on personal preferences, product features, or product quality rather than celebrity associations. Despite this, several respondents acknowledged that celebrity endorsements had made them more likely to consider Adidas products as stylish and of high quality, although they emphasized that their final decisions were based on factors beyond celebrity endorsements, such as reviews and product performance. Overall, the survey responses illustrate the complex relationship between celebrity endorsements and consumer behaviour. While some consumers are positively influenced by these endorsements, others remain relatively unaffected, prioritizing other factors in their purchasing decisions. This suggests that while celebrity endorsements can enhance brand perception, their impact may vary among different consumers segments.
Question 8
Can you recall a specific Adidas celebrity endorsement that made you more likely to choose Adidas over other brands? If so, please describe.
The survey responses indicate various specific Adidas celebrity endorsements that have influenced respondents' decisions to choose Adidas over other brands. One notable example is Kanye West's endorsement, particularly through the Yeezy line, which has significantly impacted many consumers' preferences for Adidas due to his influence on fashion and design. Another respondent mentioned being influenced by Missy Elliott's frequent wearing of Adidas, as they were a fan of her music, thereby favouring Adidas over other brands. 
Additionally, respondents cited specific partnerships or collaborations that influenced their choice of Adidas products. For instance, Beyoncé's partnership with Adidas for the Ivy Park collection made some respondents more inclined to choose Adidas for activewear due to her influence and the uniqueness of the collection. Similarly, the partnership between Adidas and James Harden for the Harden Vol. 5 basketball shoes showcased innovative design and technology, influencing respondents' decisions to choose Adidas for athletic footwear.
Moreover, historical collaborations such as the one between Adidas and Run-D.M.C. in the 1980s were also mentioned, as they introduced some respondents to the brand and influenced their preference for Adidas sneakers over other brands. These endorsements and collaborations highlight the diverse ways in which celebrity associations and partnerships contribute to consumers' perceptions and preferences for Adidas products.
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A thorough understanding of the influence of Adidas celebrity endorsements on brand image and customer behaviour may be obtained by examining the survey results. The first question's open-ended format, which asked participants to consider how brand endorsements impact consumer behaviour and brand image,? produced insightful responses that echoed (Erdogan, 2010) focus on the complex nature of celebrity endorsements. Participants emphasised the positive correlation between innovation and style and endorsements, which is consistent with the research of (Till & Busler, 2013) about the influence of endorsements on brand image.
In line with (Erdogan, 2010) investigation of the relationship between endorsements and customer behaviour, Question 2 explores the direct impact of celebrity endorsements on purchase decisions. The answers to this question provide insight into the degree to which celebrities affect customer choices and advance our knowledge of how much consumer behaviour in the fashion industry is influenced by endorsements.
Question 3, which focuses on the channels where one may find celebrity endorsements for Adidas, is consistent with study by (Atwal & Williams, 20017) which highlights the significance of picking the right channels for endorsements. Adidas can optimise their endorsement campaigns by having a clear understanding of which channels are more popular than others like what they have done in past with examples like Y3, the Gucci collaborations and endorsement alliances (Adidas.com, 2023).
Questions 4, 5, 6, 7, and 8 collectively contribute to exploring the impact of celebrity endorsements on actual consumer behaviour. The findings here align with (Till & Shimp, 1998) research on the relationship between endorsements and consumer purchase intentions, as well as (Erdogan, 2010) insights into the potential long-term effects of endorsements on consumer perceptions.
Question 9, which deals with elements that influence loyalty, is consistent with the notion of brand loyalty put out by (Keller, 1993) In the context of celebrity endorsements, the changing landscape of brand loyalty is reflected in the addition of the endorser as a possible element.
Lastly, (Aaker, 1997) concept of brand equity is used in Question 10, which evaluates the possibility of recommending Adidas items as a result of celebrity endorsements. Recommendations have a favourable effect on brand perception.
With the use of participant insights, the benefits of Adidas celebrity endorsements are highlighted. Interestingly, respondents repeatedly emphasised how well-executed celebrity relationships increase brand awareness and recall from childhood. This is consistent with study by (Erdogan, 2010) which highlights the beneficial effects that celebrity endorsements may have on brand image and recognition. Echoing the conclusions of (Till & Busler, 2013) on the influence of endorsements in forming brand image, respondents frequently mentioned that the employment of celebrities led to an impression of the company as innovative, trendy, and in line with current trends.
On the other hand, the negative aspects that the participants discussed highlighted the possible hazards associated with celebrity endorsements. A recurrent topic was scandals or disputes involving celebrities who were endorsed. This underscored the significance of carefully selecting and continuously evaluating endorsers, as (Atwal & Williams, 20017) describe. Furthermore, a few participants voiced apprehensions regarding excessive exposure, which is consistent with the observations made by (Till & Busler, 2013) concerning the possibility of declining benefits associated with lengthy or frequent use of celebrity endorsements who are no longer relevant.
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Objective 1. To determine how celebrity endorsement approaches affect the marketing of fashion merchandise in the context of Adidas.
The investigation into celebrity endorsement approaches and their impact on the marketing of fashion merchandise, specifically within the framework of Adidas, has yielded comprehensive insights derived from both academic literature and empirical data. Drawing from the literature review, scholars such as Aaker and Keller have highlighted the importance of celebrity endorsers in shaping brand perception and consumer behaviour. Their work emphasizes the significance of congruence between the celebrity endorser and the brand image, as well as the role of credibility and attractiveness of the endorser in influencing consumer attitudes towards the brand. 
Through an in-depth analysis of both academic literature and empirical data, it has become evident that celebrity endorsement strategies play a pivotal role in shaping consumer perceptions and behaviours towards fashion brands like Adidas. The research has revealed that the choice of celebrity endorsers, their characteristics, and the alignment between the brand and the celebrity's image are crucial factors influencing the effectiveness of endorsement approaches. Additionally, the manner in which celebrity endorsements are integrated into marketing campaigns, whether through traditional advertising channels or social media platforms, significantly influences their reach and impact on target audiences. 
Furthermore, empirical data collected through surveys corroborates these findings, revealing that participants perceive celebrity endorsements as influential factors in their purchasing decisions regarding Adidas products. The survey study indicates that respondents often consider the celebrity's characteristics, such as credibility and likability, when evaluating the effectiveness of endorsement approaches. Moreover, the integration of celebrity endorsements into various marketing channels, including social media platforms, emerges as a significant determinant of their impact on target audiences. Overall, the synthesis of findings from the literature review and survey study underscores the multifaceted nature of celebrity endorsement approaches and their implications for the marketing of fashion merchandise, particularly in the context of Adidas. By leveraging insights from both academic research and empirical data, this analysis provides a nuanced understanding of the dynamics between celebrity endorsements and consumer behaviour, offering valuable implications for marketing strategies within the fashion industry.

Objective 2: To explore the degree to which celebrity endorsements in the fashion business can influence consumer behaviour.
The exploration of the influence of celebrity endorsements on consumer behaviour within the fashion business has yielded insights drawn from both the literature review and survey study. From the literature review, scholars such as (Solomon and Haytko) have emphasized the significant impact of celebrity endorsements on consumer attitudes and behaviours. Their research underscores the role of celebrities as aspirational figures whose endorsements can shape consumer perceptions of brands, including those in the fashion industry like Adidas. The research findings suggest that celebrity endorsements have a substantial influence on consumer attitudes, perceptions, and purchasing decisions regarding fashion products, including those offered by Adidas. Celebrities serve as powerful influencers who shape consumer preferences and perceptions, especially among younger demographics who often look up to and aspire to emulate their favourite stars. Moreover, the research has highlighted the role of authenticity and credibility in celebrity endorsements, emphasizing the importance of genuine connections between endorsers and brands to maintain consumer trust and engagement.
Moreover, empirical data collected through surveys supports these findings, revealing that participants perceive celebrity endorsements as influential factors in their purchasing decisions regarding fashion products. The survey study indicates that respondents often consider the degree of celebrity involvement and authenticity in endorsement campaigns when evaluating their impact on consumer behaviour. Additionally, the research highlights the importance of alignment between the celebrity endorser's image and the brand identity to enhance the effectiveness of endorsement strategies.
Overall, a thorough grasp of the degree to which celebrity endorsements affect consumer behaviour in the fashion industry is provided by the integration of ideas from both academic research and empirical data. This analysis highlights the complex link between celebrity endorsements and customer views by combining data from the survey study and literature review. This has important implications for fashion industry marketing tactics, especially for companies like Adidas.


Objective 3: To analyse the positive and negative consequences of Adidas utilizing celebrity endorsement strategies.
Finally, the analysis of the positive and negative consequences of Adidas utilizing celebrity endorsement strategies has provided nuanced insights into the outcomes of such marketing approaches. While celebrity endorsements can enhance brand visibility, credibility, and appeal, they also pose certain risks, such as dependence on endorsers' reputation and the potential for backlash in case of controversies. The research has underscored the importance of strategic alignment between celebrity endorsers and brand values, as well as the need for effective risk management strategies to mitigate negative consequences. Additionally, the study has highlighted the role of consumer perceptions and attitudes in shaping the overall effectiveness of celebrity endorsement campaigns, emphasizing the importance of continuous monitoring and adaptation to evolving market dynamics. 
In conclusion, the investigation into celebrity endorsement approaches in the context of Adidas has provided valuable insights into their impact on marketing strategies, consumer behaviour, and brand outcomes. By addressing the objectives outlined in this research, the study contributes to a deeper understanding of the complexities and dynamics involved in leveraging celebrity endorsements as a marketing tool in the fashion industry.
[bookmark: _Toc158583563]Recommendations
How Adidas can improve its celebrity endorsement efforts to meet changing customer demands while maintaining a favourable brand image.
In delving into the investigation of how Adidas can enhance its celebrity endorsement strategies amidst evolving customer demands and the imperative to preserve a positive brand image, insights from (Aaker, 1997), (keller, 1993) and (Belch & Belch, 2013) guide the exploration. Aaker's emphasis on the congruence between the celebrity endorser and the brand identity remains pertinent. To adapt to changing customer demands, Adidas should carefully assess its brand identity and seek celebrities whose image aligns seamlessly, ensuring an authentic connection that resonates with the evolving preferences of the target audience.
Keller's contributions further underscore the importance of consistency and authenticity in celebrity-brand partnerships. As Adidas navigates the dynamic landscape of changing customer demands, maintaining a coherent narrative in its celebrity endorsements becomes paramount. Consistency ensures that the brand's image remains recognizable and aligns with the evolving expectations of consumers. Authenticity, as suggested by Keller, ensures that the chosen celebrity genuinely embodies the values and ethos of Adidas, fostering a connection that is both genuine and enduring.
However, the cautionary notes from (Belch & Belch, 2013) add a layer of complexity to this investigation. To improve celebrity endorsement efforts, Adidas must not only align with the evolving demands of its customer base but also navigate potential risks associated with negative public perceptions of celebrities. Learning from the pitfalls outlined by Belch and Belch, Adidas should conduct thorough due diligence on potential endorsers, assessing their public image, controversies, and overall compatibility with the brand's values.
Using Aaker and Keller's findings, the emphasis is on harmonising with consumer's developing tastes through honest and consistent recommendations. Simultaneously, as urged by (Belch & Belch, 2013)careful evaluation of possible hazards ensures that the chosen celebrities not only match changing consumer wants but also help to the maintenance of a favourable brand image in the ever-changing fashion scene.
After a thorough examination of primary survey data and secondary research literature, a number of important suggestions are made for Adidas to improve customer engagement and optimise its celebrity endorsement methods. First of all, Adidas ought to take a more varied tack when it comes to celebrity endorsements, going beyond conventional alliances to investigate cutting-edge tactics like influencer partnerships, brand ambassador programmes, and co-creation projects. (Oxford Econmics PWC, 2023) This strategy not only increases the brand's reach but also appeals to a wide range of customer demographics, especially younger ones who are being impacted more and more by social media influencers and digital content providers (Ashman, et al., 2015).
Prioritising authenticity and congruence between celebrity endorsers and the brand's ideals is crucial in order to cultivate authentic relationships with customers. Adidas can foster stronger emotional connections with its audience and increase advocacy and loyalty by choosing endorsers whose personal brand ethos closely matches the company's key principles of innovation, authenticity, and inclusion. In today's digital world, it is critical to use social media platforms as primary channels for celebrity endorsement activations (chernev, 2012). Adidas ought to use the extensive appeal of social media platforms such as Instagram, TikTok, and YouTube in order to enhance its brand promotion efforts and cultivate customer interaction. Adidas may enhance its brand-consumer relationship by collaborating with influencers and celebrities who have large internet followings. This will help the brand's messaging reach a wider audience and foster genuine interactions with customers.
Adidas may tap into the collective creativity of its community and increase engagement and loyalty by incorporating customers in the creative process, for example, by asking for comments on product designs or campaign themes. Finally, Adidas needs to keep a close eye on changing customer tastes and trends in order to modify its endorsement programmes appropriately (kotler, et al., 2020). Adidas can remain ahead of the curve by recognising new influencers and cultural movements and using data analytics and consumer insights to stay relevant and resonate with its target demographic. Adidas can optimise its celebrity endorsement efforts, improve consumer engagement, and bolster its leadership position in the fashion sector by putting these research-backed ideas into practice utilising critical thinking and the correct approaches depending on which stage the relationship is at with the endorser. . 
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Conducting primary research at the University of Wales Trinity Saint David (UWTSD), Amazon warehouse, and publicly outside Adidas stores in London offers valuable insights, but it is essential to recognize and address the limitations inherent in the study designed.
Sample homogeneity.
students connected to UWTSD, workers at Amazon warehouses, and people seen outside Adidas stores in London make up the majority of the study's sample. The results' ability to be applied to a larger population was limited by the sample's conformity. According to (Creswell & Poth, 2017), increasing the external validity of research requires a varied sample.
Occupational Bias
Since respondents from Amazon warehouses may have similar work environments, focusing on them may generate an occupational bias in terms of views and actions. The literature on workplace studies (Barley & Kunda, 2001) points out that it is difficult to include viewpoints from a variety of occupational backgrounds in surveys due to the possible influence of occupational environment.
Geographic Specificity
There was a bias as data collection was limited to UWTSD, Amazon, and Adidas locations in London. According to (Kotler, et al., 2019)consumer behaviours and views might differ by location, which raises questions about the study's capacity to capture a thorough grasp of the many geographic impacts on celebrity endorsements.
Limited External Representativeness
Since participants are willingly participating in the study, self-selection bias may exist in the publicly performed portion of the survey. This restriction aligns with worries expressed by (Groves & Fowler, 2004) regarding sample representativeness in survey research. It's possible that the results underrepresent the opinions of those who decline to take part.
Temporal Factors
Due to consumer perceptions of celebrity endorsements might change over time, the study's period imposes a temporal constraint. (Sheth, et al., 1991) highlighted the dynamic nature of consumer behaviour, which implies that opinions may change in reaction to changing societal trends, thus affecting the results' long-term applicability.
Recognising the trade-offs made throughout the research process and being open about the limits of the study are necessary to address these limitations. Although the knowledge acquired is useful in the designated situations, understanding and implementing the findings in a larger context requires careful awareness of these constraints.
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Cross-Cultural Investigation 
Expanding the research beyond the current geographical confines, such as conducting surveys in different countries, could provide insights into how cultural factors influence the impact of celebrity endorsements. As (www.hofstede-insights.com, 2023)cultural dimensions play a crucial role in shaping consumer behaviour, and a cross-cultural study could unveil nuanced variations.
Longitudinal Study Design
A longitudinal strategy would provide a dynamic knowledge of the changing nature of celebrity endorsements by monitoring consumer attitudes and behaviours over an extended period of time. Researchers can track changes over time and identify trends with longitudinal studies that would not be seen with a cross-sectional design (Creswell & Poth, 2017)Comparative Study with adidas Rivals.
Performing a comparative study with Adidas's rivals would offer a standard by which to measure the success of celebrity endorsements. This strategy is consistent with research by (keller, 1993)and (Aaker, 1997) which highlight the significance of evaluating brand performance in comparison to rivals in order to have a thorough grasp of brand equity.
Examining the Effect of Social Media
According to (Chan, 2023) Considering the current popularity of social media, examining the effects of celebrity endorsements on sites such as Instagram, Twitter, or TikTok may be a beneficial addition. The research may consult existing literature that highlights the increasing influence of social media on the attitudes and actions of consumers (Dolmis, 2022)  which would further assist future research. 
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Have you ever bought  anything expressly due to a celebritys reccomendations  

YES	
YES	NO	MAYBE	25	NO	
YES	NO	MAYBE	20	MAYBE	
YES	NO	MAYBE	5	




What factors contribute most to your loyalty to the Adidas brand? (Select up to three)	
The celebrity Endorser 	The designs 	The history	The streetwear influence	The quality of materials used	The sustainability strategies utilised by the company	17	28	19	12	42	7	

Recommendation Chart

ADVOCATE RATING	1	2	3	4	5	6	7	8	9	10	1	4	7	10	15	12	8	5	3	Column3	1	2	3	4	5	6	7	8	9	10	Column1	1	2	3	4	5	6	7	8	9	10	



image3.jpg
Source

Source
Attractiveness

S

Trustworthiness

M"‘
m"
"o

Similasity

H1
H

H

5

Consumer
Brand

Engagement





image4.jpg
Source
credibilit
y model

Source

Effectiveness
f

o
Celebrity
Endorsement

matchup

—




image5.jpg
wnat bt
vouandme?

Brand Response

Judgments | Feelings What About you?

Brand Meaning

Performance imagery

Brand Identity Who e you?

Whatare you?

Keller’s Brand Equity Model - CBBE Model




image6.jpg
«Reduced
Marketing
« Auracting,
cusomers.
« Timeto

respond to
competiive
theats.

« Anchor o
which other
associations
canbe
atached

«Familarity

*Signalof

substance

“Brandiobe
considered

«Reason o buy

< Differentate/
positon

«price

«Channel
member
inerest

« Extensions

« Extensions

Provide value to customer by | Provides value to firm by

enhancing customer's: enhancing:

o InterpretationProcessing of |+ Efiiency of marketing

formation.

programs.

« Confidence inthe purchase | Brand loyaly

decision.
"o Usesatisfaction,





image7.jpeg
Positivism

Experiment Deductive
Survey

Mono method

Cross-sectional

Realism

Data Mixed Action
collection methods | research

and data

analysis
Grounded
Longitudinal theory

Multi-method
Ethnography

Archival research Inductive

Interpretivism

Pragmatism

Philosophies

Approaches

Strategies

Choices

Time

horizons

Techniques and
procedures





image8.png
2.Do you believe that your purchasing choices are
influenced by celebrity endorsements?

mYES s NO m MAYBE =




image9.png
Count of Form submission

Count of Form submission by Have you ever
purchased an Adidas product based on a
celebrity endorsement?

20
15
10
5
0

Maybe blank)
Have you ever purchased an Adidas product based on a celebrity endorsement?  ~




image10.png
@ o) @

> C @ hitps//docs.google.com/forms/d/e/1FAIpQLScD632FIrPTNIPAMHNBVCTGNWYK0SkQqi2a19jhlByGubvhxg/viewform?pli=1 A

+ @B 20

H L Type here to search

B Adidas Survey

m =

=

Adidas Survey

Please complete the survey below

romeomakiadimails@gmail.com Switch account ()
£8 Not shared

* Indicates required question

Share your thoughts on how Adidas celebrity endorsements positively or negatively
affect the brand's image and customer behaviours?

Your answer

Do you believe that your purchasing choices are influenced by celebrity *
endorsements?

QO Yes
O No
O Maybe

Through which channels do you most frequently encounter Adidas celebrity *
endorsements?





image11.png
@ B Adidas Survey = u] X

> C @ hitps://docs.google.com/forms/d/e/1FAIpQLScD632FIrP1NiPAMHN8VC1GNWYK0SkQqi2a19jhIByGubvhxg/viewform?pli=1 A m = - 0y
Through which channels do you most frequently encounter Adidas celebrity * a
endorsements?

Social media

Mainstream advertisement

+ @B 20

Online pop up
In store advertisement

Word of Mouth

O OO0OO0OO0O0

Direct advertisement (Seeing the products on individuals)

Have you ever purchased an Adidas product based on a celebrity endorsement?

QO Yes
O No
O Maybe

Have you ever bought anything expressly due to a celebrity's recommendation?

QO Yes
O No
[ ] O Maybe

H L Type here to search





image12.png
@ o) @

B Adidas Survey

> C @ hitps//docs.google.com/forms/d/e/1FAIpQLScD632FIrPTNIPAMHNBVCTGNWYK0SkQqi2a19jhlByGubvhxg/viewform?pli=1 A

+ @B 20

H L Type here to search

Please describe any specific Adidas celebrity endorsements that come to mind ~ *
and how they have influenced your perception of the brand.

Your answer

In what ways, if any, have celebrity endorsements influenced your behaviour *
regarding Adidas products?

Your answer

Can you recall a specific Adidas celebrity endorsement that made you more likely
to choose Adidas over other brands? If so, please describe.

(O option1

What factors contribute most to your loyalty to the Adidas brand? (Selectupto *
three)

The celebrity Endorser

The designs

The History

The streetwear influence.

=

m





image13.png
10 s sy - o

> c docsgaoglecom . VTGRS s o o0 e - 0O

0 whatways, i any, have celebity endorsements influenced your behaviour  *
regarding Adidas products?

Con youecall speciic Adidas celeblty endorsement that made you more ikely
1o choose Adidas ove oher brands?If 20 piease describe.

Whatfacors contibute most 1o youroyalty o the Adidas brand? (Select pto. *
hvee)

() The ceebrnyEndorser

O hedesigns

Thebistary

(0 The svsetwesr nuence.

The qusiy of materls used

(0] The sustinaityseategesusised by th company.

"a





image1.jpg
Prifysgol Cymru

¥ Drindod Dewi Sant
University of Wales
Trinity Saint David




image2.png
PRIFYSGOL CYMRU ——
Y Drindod Dewi Sant

UNIVERSITY OF WALES

Trinity Saint David





