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[bookmark: _Toc179723094]Abstract
Aim: The research aimed to analyse different factors that contributes to the purchasing intentions of university students towards luxury products of Adidas.
Literature Review: Brand awareness, product quality, brand equity and image are some of the potential factors that influence purchasing decisions of university students. They are influenced by various digital marketing strategies like influencer marketing, user-generated content, online and sponsored post and many more. It was found that brand loyalty and repeat purchase intentions of customers are influenced by different factors. These are the perceived value of the brand, affordability, brand awareness, and the store environment. In contrast, if products are perceived as poor quality, it creates a barrier in purchase intentions. High prices influence the purchase intentions of counterfeit products and lower the purchase decision of authentic ones.  
Methodology: The research adopted a quantitative mono-method approach to achieve the research aim and objectives. The deductive method and positivist philosophy were applied to examine factual data and produce reliable conclusions from quantitative data. After employing a survey approach to gather cross-sectional quantitative data, statistical data analysis was performed. 
Results: The results also highlight the fact that Adidas has a devoted following among college students due to a variety of characteristics, including product quality, comfort and style. These affect their degree of contentment and inclination to purchase. This evident by the approval of all four hypotheses.
[bookmark: _Hlk178625327]Discussion: Product quality is the most significant factor that can both increase and decrease the purchasing frequency of university students for Adidas products. High-quality increases customer satisfaction whereas quality degradation produces dissatisfaction. Other than these, their purchasing behaviour is also influenced by stylish and trendy designs offered by Adidas along with comfort and luxury. University students are mainly influenced by influencers' recommendations and personalised marketing strategies. Moreover, the impacts of other digital marketing tactics cannot be denied as well. All these factors combined contribute to brand loyalty and repurchasing intentions of university students in the UK. Their purchasing intentions can be harmed due to price sensitivity and unethical practices of Adidas to comply with fast-fashion trends. 
Conclusion and Recommendations: It can be concluded from the findings that university students are intensely loyal to Adidas. This is because of its product quality, style, comfort and many other factors. These impact their satisfaction level and purchasing intentions. However, price sensitivity has been identified as a significant barrier. To mitigate this barrier, Adidas can introduce flexibility in its payment system, enabling students to pay for high-end products through instalments. Moreover, Adidas can organise pop-up events on university campuses to influence university students to purchase Adidas products.   
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[bookmark: _1fob9te][bookmark: _Toc171925640][bookmark: _Toc179723096]1.1 Research Background
The luxury fashion market is one of the major markets in the UK. According to a Statista report, it is expected that the fashion apparel and fashion footwear market is expected to reach US$ 6.52 billion and US$ 2.16 billion, respectively in 2028 (Statista, 2024a) (Refer to Figure 1.1). The following figure also shows that the revenue of this market is constantly growing, signifying a constantly high demand for luxury fashion products. As per another Statist report, the forecasted value of the fashion market will be surpassed and is expected to reach US$7.39bn in 2024 (Statista, 2024b). One of the major reasons behind this growth is the increased per capita spending on fashion. The per capita figure is expected to be US$108.70 in 2024. Even though British multinational luxury fashion brands like Alexander McQueen and Burberry attract customers for unique design and craftsmanship, other fashion brands also lead this market (Reuters, 2021).       
[image: ]
[bookmark: _3znysh7][bookmark: _Toc172234679][bookmark: _Toc175669616]Figure 1.1: Luxury fashion market revenues in the UK 
(Source: Statista, 2024a) 
One of the largest companies in the luxury fashion industry is Adidas, mainly well-known for its sportswear. This German company was traced back to 1936 but started operating as Adidas in 1949 (Adidas, 2024a). It registered as ‘Adi Dassler adidas Sportschuhfabrik’ and started work with only 47 employees in the small town of Herzogenaurach. Adidas is the leading sportswear manufacturer in Europe and is the second largest in the world, after Nike. This makes Nike the largest competitor of Adidas (Tighe, 2024a). This fifth largest globally recognised luxury apparel brand had US$ 15 billion. In the UK, Adidas has 96% of brand awareness, followed by 58% popularity and 37% loyalty (Kunst, 2024) (Refer to Figure 1.2). However, considering the fact the brand has 47% usage, the brand loyalty of Adidas is 79%. 
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[bookmark: _98jua2odjm99][bookmark: _Toc172234680][bookmark: _Toc175669617]Figure 1.2: Brand profile of Adidas in the UK
(Source: Kunst, 2024)  
The net sales of the company worldwide were approximately 21.4 billion euros, and it employs around 60k employees over all locations in the world (Tighe 2024b). Adidas is popular for manufacturing apparel, footwear, as well as accessories and its three-stripes logo, is globally recognisable. Bags, watches, eyewear and shirts. Overall, it is one of the most valuable luxury sportswear brands, known for its great quality products. On the other hand, Adidas has become one of the leading sportswear brands that blends luxury sports fashion with functional comfort and high-quality fabrics (Adidas UK 2024). Adidas is gaining popularity in the market, especially among the youth culture for providing wide range of luxury streetwear products. 
In the UK, around 2.86 million students’ study in higher education institutions as of 2021/2022 (Bolton, 2024). Besides, a significant proportion of students also enrol in part-time classes in the UK. Even though the popularity of Adidas is significantly high in the UK, there is a considerable knowledge gap in understanding the popularity of this luxury fashion brand among UK university students. This research aims to shed light on this area for an in-depth investigation.   
[bookmark: _tyjcwt][bookmark: _Toc171925641][bookmark: _Toc179723097]1.2 Research Rationale
Luxury fashion brands face some major challenges. Wang et al. (2019) stated that consumer trends, brand visuals and the demands for highly creative designs impact the purchase intentions of customers. Place, people, preferences as well as perspectives of customers change or vary consumer purchase intentions. The affordability of luxury fashion brands is another major factor that creates barriers to customers' purchase intentions. Appealing to price-sensitive customers is the most challenging thing for fashion brands. In the case of Adidas, the price range of its bags, shoes, garments and other product range is comparatively high. It has been seen that the manufacturing cost of Adidas products are very less. However, the company charges high price from its customers because of the labour cost, rent and utilities. On the contrary, the high price range of Adidas is also because of its strong brand value and reputation in the current market scenario. It is further supported by Ouattara (2022) who reported that luxury sportswear or streetwear brands like Adidas is not always affordable for university students. Many students want to have athletics wear from luxury brands but often fail to buy due to low budget. The university students belong to Gen Z, who are the primary consumers of luxury fashion brands. Customers belonging to Millennials and Gen Z are accountable for 45% of the total sales of luxury brands (Faria, 2024). In order to appeal to affluent millennial shoppers, the marketers of luxury fashion brands adopt Instagram to reach millennial shoppers. On the other hand, TikTok is the most popular tool for reaching Gen Z. The fashion brands often consider social media marketing to attract brand. Kaundal (2024) stated that even Adidas significantly spends on the social media marketing to attract customers. 
The leading competitor of Adidas is Nike globally. Another competitor is Puma, even though in terms of sales and revenues worldwide, Nike is the only competitor of Adidas. As per another Statista report, the global revenue of Nike was around 47.78 billion euros. Nevertheless, Adidas could not even make half of this revenue. It only had a revenue of 22.51 billion euros in the same year (Refer to Figure 1.3). 
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[bookmark: _gy2s9gu6nx1p][bookmark: _Toc172234681][bookmark: _Toc175669618]Figure 1.3: The global revenues of Nike, Adidas and Puma
(Source: Tighe, 2023c)
Mangalasserri et al. (2021) emphasised that price becomes the primary barrier to customers' purchase intention for fashion brands. Price becomes an obstacle in buying behaviour. In contrast, quality, as well as perceived values of luxury fashion brands, contribute to the purchase behaviour of customers. Therefore, it becomes crucial to investigate which factors majorly contribute to the purchase intentions of fashion brands, especially Adidas among UK university students.  
[bookmark: _3dy6vkm][bookmark: _Toc171925642][bookmark: _Toc179723098]1.3 Problem Statement 
Based on the findings from the previous two sections, it can be stated that Adidas and other fashion brands face significant challenges in comprehending the purchase intentions of Gen Z customers. Price is a major barrier even though Adidas has substantially high brand awareness and popularity in the UK (Kunst 2024). In this regard, Ajitha and Sivakumar (2019) and Kapferer and Valette-Florence (2021) stated that the high price point of luxury brands quite often creates barriers for price-sensitive customers. It is highly likely that this might also be a probable barrier for University students, impacting the company's sales. The target customers are university students, mostly Gen Z, so it is worth investigating the consumer buying behaviour of this fashion brand. Considering this area for investigation, the aim and objectives of the research are formed in the 1.5 section.  
[bookmark: _1t3h5sf][bookmark: _Toc171925643][bookmark: _Toc179723099]1.4 Research Focus and Scope
The main focus of the research is consistent in evaluating different factors and assessing their impacts on influencing the purchasing behaviour of UK university students towards luxury brands like Adidas. According to Ang et al. (2022), current university students mainly belong to Generation Z whose purchasing behaviour is influenced by various social factors. The importance of product quality and social recognition in influencing the purchasing intentions of university students is the most significant. On the other hand, street fashions rule the heart of college and university students along with youth subculture (Maliene et al. 2022). Thus, Adidas has significantly developed a positive brand awareness among UK university students which influence their buying behaviour and purchasing intentions. On the contrary, the research has also focused on marketing strategy and aims to present it as an essential factor that influences the purchasing intentions of companies towards luxury fashion brands like Adidas. 
Similarly, the main scope of the research lies in proving the significant impact of factors like product quality, marketing influence and peer pressure on developing a positive brand awareness for Adidas among University students in the UK. This is also evident in the findings of Kunst (2024) who reported 96% brand awareness of Adidas in the UK. However, the brand usage and loyalty of the brand are significantly lower compared to the brand awareness. Thus, the research scope lies in investigating the key reasons that develop a negative brand perception of university students and lower their engagement and loyalty towards Adidas.
[bookmark: _4d34og8][bookmark: _Toc171925644][bookmark: _Toc179723100]1.5 Research Aim and Objectives 
This research aims to assess the consumer buying behaviour of university students in the UK towards the luxury fashion brand Adidas. Based on this research aim, the objectives are created below.  
Objectives
· To assess the impacts of different factors that influence the buying behaviour of UK university students for Adidas products
· To measure the effectiveness of different digital marketing strategies in shaping the attitudes and purchasing intentions of university students towards Adidas in the UK
· To determine the impacts of brand loyalty on university students to facilitate repeat purchases and brand recommendations for Adidas products
· To identify some barriers and measure their effects on the purchasing behaviour of university students of the UK towards Adidas
[bookmark: _2s8eyo1][bookmark: _Toc171925645][bookmark: _Toc179723101]1.6 Research Question
· What are the impacts of different factors that influence the buying behaviour of UK university students for Adidas products?
· What is the effectiveness of different digital marketing strategies in shaping university students' attitudes and purchasing intentions towards Adidas in the UK?
· What are the impacts of brand loyalty on university students to facilitate repeat purchases and brand recommendations for Adidas products?
· What are some barriers and measure their effects on the purchasing behaviour of UK university students towards Adidas? 
[bookmark: _17dp8vu][bookmark: _Toc179723102][bookmark: _Toc171925646]1.7 Outline of the methodology
The research has proceeded by adopting a primary quantitative research method. Positivism philosophy and deductive approach have been adopted to collect factual data and prove the causal relationship between the variables associated with the research topic. A survey strategy has been adopted where 25 close-ended questionnaires have been formed to collect data from the participants. The students of UWTSD and some other universities are the key research participants, and the sample size is 50. The collected quantitative data will be analysed statistically using SPSS software. Statistical tests like correlation, regression and ANOVA would be performed to generate valid outcomes. The primary data collection method has been adopted because it helped to get real-time insights about the key factors that influence the purchasing intentions of university students for Adidas products.
[bookmark: _Toc179723103]1.8 Dissertation Structures
The dissertation has six main chapters which bear various significance. The first chapter is “Introduction” which introduces the topic by offering a brief outline. The aim, objectives and questions are framed in this chapter along with identifying the main research issue. The second chapter, "Literature Review” analyses the existing literature evidence to develop a robust overview of the research topic. The third chapter is “Methodology” which is focused on identifying and further justifying the key research design adopted for this study. This chapter has justified its relevance in addressing the research objectives to achieve the main research aim. The fourth chapter is “Results” where the key findings are interpreted statistically. These statistical findings have been further discussed and triangulated with literature findings in the fifth chapter, i,e., “Discussion”. Furthermore, the overall research findings were summarised, and a specific conclusion is generated in the final chapter “Conclusion and Recommendation”. Effective recommendations based on the research findings were also provided in this chapter.
[image: ]
[bookmark: _3rdcrjn][bookmark: _Toc172234682][bookmark: _Toc175669619]Figure 1.4: Dissertation Structure
(Source: Self-developed)
[bookmark: _26in1rg][bookmark: _Toc179723104]1.9 Hypotheses and conceptual framework
H1: Brand perception of UK university students towards Adidas significantly impact their purchasing behaviour
H2: Digital marketing strategies of Adisas significantly influence the purchasing intentions of UK university students for Adidas products
H3: Brand loyalty of the university students has a significant impact on their repurchasing intentions for Adidas products
H4: Barriers of brand perception influence the purchasing behaviour of UK university students towards Adidas 


Conceptual framework
[image: ]
[bookmark: _Toc172234685][bookmark: _Toc175669620]Figure 1.7: Conceptual framework
(Source: Self-created)
[bookmark: _2jxsxqh][bookmark: _Toc171925650][bookmark: _Toc179723105]1.10 Summary
Therefore, the study summarises that researching the chosen topic is significant as it would provide significant brand management opportunities and similar luxury brands in the UK. As Gen Z holds a significant market share for luxury fashion products in the UK, researching university students is justified. The application of TPB and CBBE are identified as two core theoretical frameworks which explain consumer behaviour and brand management of Adidas effectively. 



[bookmark: _Toc179723106]Chapter 2: Literature Review
[bookmark: _52bfu5879og7][bookmark: _Toc173265866][bookmark: _Toc179723107]2.1 Introduction 
This chapter provides the existing knowledge, arguments and concepts on the buying behaviour of university students. The literature review is valuable in providing a comprehensive overview of the existing research on a topic. A literature review allows the researchers and readers to understand the research already done in an area. As this chapter is based on the existing literature, it poses the capacity to turn the wheel of the research. Hence, this chapter is valuable for getting a direction for this research by identifying the research gap.     
[bookmark: _mr5vwdd1e7lx][bookmark: _Toc173265867][bookmark: _Toc179723108]2.2 Concept
[bookmark: _3wxue4yoe3mh][bookmark: _Toc173265868][bookmark: _Toc179723109]2.2.1 Concept of consumer buying behaviour
It refers to the decision-making approaches and actions of an individual when purchasing any goods or services for their personal activities. The buying behaviour of a customer includes a wide range of activities, starting with problem recognition. The desire for purchasing a product only develops when a customer realises the need or desire for the product (Auf et al. 2018). After this realisation, they start gathering information about the product or service. Search engines or reviews from others are valuable at this stage because they also start comparing the products with the existing ones in the market. Searching for alternatives helps them to decide the best product or service that fulfils their needs. After a thorough evaluation, customers decide to purchase the item or service (Kumar et al. 2022). Several factors can influence customers' purchase decisions. Perception, belief, and motivation are internal or psychological factors, whereas, family, friends and social networks are the social factors.  
[bookmark: _Toc179723110]2.3 Theoretical Framework
[bookmark: _x30bw6mmr14][bookmark: _Toc179723111]2.3.1 Theory of Planned Behaviour (TPB)
TPB is a psychological theory that offers a foundational structure to evaluate the consumer behaviour and purchasing intentions of potential customers (here, university students). According to TBP, the behavioural intentions of an individual are influenced by their attitudes, societal norms and perceived behavioural control (Chicoine, 2023; Figure 2.1). The application of TPB is relevant in this context because it discusses the behavioural beliefs and attitudes of university students toward purchasing Adidas products. On the contrary, as per Adegeest (2022), Adidas has transformed its brand identity from streetwear to high-street luxury fashion after collaborating with Gucci and Balenciaga. This fashion statement of Adidas gained media attention and attracted university students. Similarly, Adidas’s customised collections for university students acted as a major factor that shaped their brand attitude towards the chosen high-street fashion brand (Adidas News, 2023). This symbolises the fact that students of UK universities purchase Adidas products as a symbol of their elevated social status among their peers (Eastman et al. 2020). This helps them to be recognised socially showcasing their desire for luxury and elegant yet comfortable and trendy fashionwear. This further aligns with subjective or social norms, where the students' purchasing intentions align with peer influence in buying premium streetwear fashion products like Adidas. However, perceived behavioural control is a potential factor that identifies the key reasons that disrupt purchasing intentions (Kaur and Bhardwaj, 2021). These align with financial constraints, degraded product quality and declined brand reputation.
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[bookmark: _5k1ex0o48ub6][bookmark: _Toc175669621]Figure 2.1: Theory of Planned Behaviour (TPB)
(Source: Chicoine, 2023)

[bookmark: _kl8cnrpfxd2y][bookmark: _Toc179723112]2.3.2 Keller's Brand Equity Model
“Keller’s Brand Equity Model or Customer-Based Brand Equity (CBBE) Model” is a theoretical framework that offers the foundation for effective brand management. According to Tran et al. (2020), the CBBE model is distinguished into four layers: identity, meaning, response and relationships. Brand identity or salience determines consumers’ perception towards a brand (Liao et al. 202; Figure 2.2). On the other hand, the second layer is focused on communicating the brand's meaning to customers. This relates to brands’ performance in meeting customers’ demands and expectations. The key performance indicators for this include product quality, durability, customer service, designs and price. In the case of luxury streetwear brands like Adidas, these factors are highly crucial in shaping consumer perception (Ozuem and Ranfagni, 2021; Kelleci, 2022). In contrast, brand imagery determines the brand's appearance to the customers, including its logo and marketing strategies. The next two layers brand response and relationships determine customers' judgement and loyalty towards luxury fashion brands like Adidas. Therefore, the CBBE model depicts that university students’ perception towards Adidas and their purchasing intentions are shaped and influenced by the salience and meaning of the chosen brand.
[bookmark: _6p7cqx1nxalo][image: ]
[bookmark: _rnzvmqj7id4y][bookmark: _Toc175669622]Figure 2.2: Keller’s Brand Equity Model or Customer-Based Brand Equity (CBBE) Model
(Source: Inspired by Stukalina and Pavlyuk, 2021)
[bookmark: _Toc179723113]2.4 Empirical Findings 
[bookmark: _w9ysqombq67v][bookmark: _lfhkdmq9irnt][bookmark: _Toc179723114]2.4.1 Different Factors Influencing Purchasing Intentions of University Students for Luxury Fashion Products
Luxury fashion brands usually target individuals who prioritise social wealth and recognition by using high-end and premium products. College students are becoming prime targets of some brands, especially luxury streetwear because they are willing to pay more for high-quality and better things (Cardillo et al. 2024). The brand attitudes and purchasing intentions of college or university students are influenced by various external and behavioural factors. According to Islam and Singh (2020), brand awareness is one of the most influential factors that impact the purchasing decisions of university students (Refer to Figure 2.3). The authors claimed that college students are more likely to purchase products from a brand that has a positive brand image and social status. Moreover, the author lacked better understanding about brand equity and trust. The mechanism through which brand equity is shapes customers’ purchasing decisions are not discussed. These points are covered by Husain et al. (2022), who argued that brand equity, brand trust, and status consumption strongly influence people's purchasing intentions for luxury fashion brands. The author presented brand equity as the worth of a brand in the eyes of a consumer. The author claimed that brand equity is an important phenomenon which symbolises the superior and premium quality of the products offered by luxury fashion brands. The key strengths of this article are that it reviewed the main factors that influence customers’ purchasing decisions. However, some other factors like social influence, cultural and economic conditions are also responsible for shaping customers’ purchasing decisions. Moreover, the main limitation is that these factors are not identified or explored in this paper.
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[bookmark: _Toc175669623]Figure 2.3: Factors that affect purchasing intentions of university students for luxury fashion product
(Source: Islam and Singh, 2020)
On the other hand, Nazarani and Suparnam (2021) contended that product quality is another potential factor that influences the purchasing intentions of customers towards luxury fashion products. The author statistically proved the significant impact of product quality in influencing the customers’ purchasing intentions. For example, customers are more likely to purchase a product from a brand if it offers high-quality materials. Therefore, it can be understood that this research has solely focused on the quality of materials which is the main influential factor for customers’ purchase. However, when it comes to luxury streetwear or sportswear brands, the purchasing intention of university students is also influenced by the comfortability of the products offered by a brand. Thus, the aspects of style and comfortability of luxury streetwear was not explored in this paper. Moreover, these aspects are covered by Gaurav et al. (2020) who presented that comfortability is an important characteristic that resonates with the perceived product quality of sportswear brands. The author further contended that brand value is the most important factor that contributes to the purchasing intentions of youths for sportswear. The author also contended that price is the least important factor that shapes the purchasing intentions of youths for luxury sportswear brands. This indicates that loyal customers of a brand stay loyal to it irrespective of their price.
On the other hand, Islam and Singh (2020) further shed light on the significance of social recognition and peer influence in shaping the purchasing intentions of university students. The author also claimed that students are influenced by the dressing patterns adopted by their peers. This also aligns with the findings of Cardillo et al. (2020) and Pa et al. (2021) who explained that peer influence shapes customers' brand attitudes and purchasing intentions for luxury streetwear brands. The authors also claimed that university students try to fit in with their peers to display trendy tastes. Other than peer influence, Cardillo et al. (2020) explored the importance of various other factors like self-identity, length of use, popularity, prestige and many more that influence students’ purchasing intentions. This is a major strength of this article because it explored various aspects. This also plays a crucial role in shaping the brand perception of the students, especially when they find that purchasing a particular brand product might mean wealth, strong social status, and the ability to lead a fabulous life. 
[bookmark: _99o2668rxwz0][bookmark: _Toc179723115][bookmark: _Toc173265869]2.4.2 Significance of Different Digital Marketing Strategies in Influencing the Purchasing Intentions of University Students
Companies incorporate various marketing strategies to reach their target audience in a broader context. In the current scenario, companies are employing different digital marketing tactics to reach the target audience irrespective of the geographic barriers. As per the perspective of Al-Azzam and Al-Mizeed (2021), digital marketing efforts play a crucial role in influencing students' decision-making. The authors statistically proved that email marketing, social media marketing, online advertising and mobile marketing are the key digital marketing tactics that influence students' purchasing behaviour. However, the author also claimed that email marketing has the least influence on the purchasing behaviour of students. This is a major gap in this literature which failed to evaluate the impacts of email marketing and proved as insignificant. Moreover, Astoriano et al. (2022) bridged this gap and statistically proved that email marketing is a potential digital marketing strategy. It is found that social media and email advertisements are highly effective in triggering purchasing intention of customers thereby increasing customer engagement. Moreover, in-depth analysis of these factors is found to be lacking in this literature which is a potential limitation. Thus, John et al. (2023) bridged this gap and contended that social media marketing is the most effective digital marketing strategy that highly influences students’ purchasing intentions. The author claimed that social media marketing stimulates materialism and hedonism among students which shapes their intentions to buy luxury products. 
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[bookmark: _Toc175669624]Figure 2.4: Most Influential Fashion Influencers
(Source: Statista, 2024)
In support of this statement, Abdullah et al. (2020) explored that social media influencers (SMI) play a crucial role in shaping the buying behaviour and intentions of university students for different products. SMI posts various informative content in the form of product reviews and recommendations. University students perceive these influencers as highly credible sources because they can interact with the SMIs through comments. In contrast, SMIs are found to be the trendsetters that align with the fashion styles and trends of the youth or university students. Thus, influencer marketing on social media platforms is found to be an important digital marketing tactic that shapes the purchasing intention of customers. As reported by the Statista report, Mia Khalifa is found to be the most influential fashion and sportswear influencer followed by Léna Mahfouf Kylie Jenner and GenZ consumers. Their net media value is found to be 73 million USD, 67 million USD and 63 million USD (Statista, 2024; Figure 2.4). For example, Shirodkar and Deshpande (2021) explained that Adidas often incorporate sports personalities to advertise its sportswear and streetwear range. This influences students and encourages them to purchase luxury streetwear products. 
Tseng et al. (2020) suggested that emotional attachment is found to be a crucial factor that develops positive perceptions and influences the purchasing intentions of customers in the luxury streetwear industry. The author claimed that companies are prioritising the development of strong emotional connections with their potential customers. Due to this reason, luxury streetwear brands like Adidas, Nike, Jordan and many others have implemented targeted and personalised advertisement strategies. However, the authors did not mention about the mechanism that is responsible for developing emotional attachment. The literature also did not mention about other strategies of digital advertisements. In contrast, Putri (2021) portrayed online display advertisements such as banners as an effective marketing strategy adopted by different brands to develop brand awareness of customers. Online banners often act as a catalyst that facilitates customers' journey to purchase a product through pay-per-click (PPC). Other than these, Shona and Chuubi (2024) argued that university students are often perceived by targeted advertising and personalised emails and recommendation systems. The authors proclaimed that personalised content created by luxury fashion brands focuses on meeting the requirements of the customers by using historical data. This develops a sense of belonging among the customers thereby influencing their purchasing intentions. Similarly, as indicated by Kaium et al. (2024) and Irelli and Chaerudin (2020), user-generated content is another digital marketing tactic that can influence the purchasing intentions of university students. User-generated content is often generated by bloggers and fashion influencers on social media platforms and other online communities. This helps in developing a positive brand image which in turn shapes the purchasing intentions of university students to buy luxury fashion brands.
[bookmark: _Toc179723116]2.4.3 Factors Influencing Brand Loyalty and Their Impacts on Repeat Purchase Decisions of University Students
Brand loyalty and the repeat purchase intention of university students depend on various factors. In this regard, Su and Chang (2018) stated that the purchase intentions of university students depend on factors like brand awareness and the perceived value of a brand. Only if university students are familiar with a specific brand and the brand is renowned are their purchase and repeat purchase intentions influenced. The authors also concluded that brand uniqueness, as well as organisational associations, are also equally valuable. Nevertheless, affordability is also a crucial factor that attracts customer attention. The fulfilment of these factors not only influences their purchase decisions but also brand loyalty. Other than the perceived quality of a product, university students look for affordable products. Here, loyalty means the intention to repeat the purchase of the products. However, one of the major limitations of this research is that the authors focused on the self-reported data, which can introduce bias and thus, impact the validity and reliability of research. Moreover, the demographic focus of this study is also narrow which might impact the generalizability to other age groups. 
Contrarily, research by "Lau, Chang, Moon and Liu (2006)" covered in the study by Gaurav et al. (2020), demonstrated that university students who are aged between 18 and 24 years are influenced by several factors. In luxury sportswear brands, the most crucial factors that influence their brand loyalty include brand name, quality, product prices, promotional activities, service quality, and store environment. Brands like Adidas, Nike, Fila, and Reebok fulfil the needs of university students. As a result, these luxury sportswear brands influence repeat purchase intentions and brand loyalty. This research is better than Su and Chang’s (2018) study because it covers broader demographics (both male and female from various educational background. The optimisation of a structured questionnaire is a more reliable data to conclude the findings. Most importantly, it examines various factors like quality, price, style, and comfort. These factors offered a more comprehensive view of brand loyalty. 
Similarly, Junejo et al. (2018) also conducted another research to determine factors that influence the brand loyalty of luxury sportswear brands among business students. Two of the most influential factors that influence brand loyalty are brand name and price. The brand name is valuable in distinguishing one sportswear brand from another. Effective marketing helps them to recall brand names. The study confirmed that in the case of luxury sportswear bands, customers are even willing to pay high prices for good quality and brand reputation. The other factors are the service quality of the brand, store quality and styles. This study on brand loyalty of sportswear is focused on business students in Hyderabad, Sindh, Pakistan. This study also has few limitations which include a narrowed demographic focus on business students. Narrowed focus may not generalise to other student populations or age groups. Furthermore, it lacks a comprehensive analysis of factors influencing repeat purchase decisions. This study and the study by Jusoh et al. (2023) confirmed that customers become loyal towards a brand if the service quality is highly acceptable. University students also search for a comfortable store environment. Hence, footwear brands that can fulfil these expectations are most likely to develop brand loyalty in the competitive environment.        
In contrast to these findings, when a survey was conducted to understand the frequency of purchase of luxury products in the UK and the US, it was found that only 19% of individuals aged 16-24 years regularly purchase luxury products. The 18 to 24 age group refers to the age when students go to their universities (Gaurav et al. 2020). The survey also revealed that 33% of them purchase luxury products as gifts, and 14% of them have never purchased luxury items in their life. The following Figure 2.5 shows the frequency of purchase of luxury goods and services. Therefore, the frequency of purchase (regular treaters) among the University students is low (only 19%).  
[image: ]
[bookmark: _Toc173265893][bookmark: _Toc175669625]Figure 2.5: Frequency of purchasing luxury goods and services in the UK and the US 
(Source: Sabanoglu, 2024) 
These are the factors that influence brand loyalty, which ultimately impact the repeat purchase intentions of university students. Contrarily, Pa et al. (2021) showed that university students’ purchase intentions are influenced by service quality and promotions. The study by Pa et al. (2021) is considered better than the previous study by Junejo et al. (2018) for several reason. Firstly, the students included in this study is from various disciplines which offered a more comprehensive overview of brand loyalty across different backgrounds. The study also examines multiple factors influencing brand loyalty (such as brand name, product quality, price, style, store environment, promotion, and service quality). This offers a more holistic understanding of what drives brand loyalty among university students.   
[bookmark: _hocrgkjn63c1][bookmark: _Toc173265870][bookmark: _Toc175443293][bookmark: _Toc179723117]2.4.4 Barriers That Develop Negative Brand Perceptions of University Students Affecting Their Purchasing Behaviour
Several factors create barriers to the purchase intentions of luxury brands. Pencarelli et al. (2019) conducted research on the purchase intentions and barriers to purchasing luxury products. The research result revealed that young customers who belong to Generation Y and Z are more concerned about environmental sustainability. The growing awareness of sustainability and "Corporate Social Responsibility (CSR)" impact the CSR activities. The result showed that there was a prevalent tendency of Millennials to perceive sustainability as well as involvement in CSR activities as a modern trend. These trends are currently on the rise, so luxury brands that are not responsible for their actions are not supported to behave according to the trend. Pencarelli et al.’s (2019) study is based on self-reported data which introduced bias to this study. This mainly because respondents may not always accurate in reflecting their true attitude.  
In contrast to these findings, Wang et al. (2021) stated that in China, people of all age groups prioritise purchasing luxury fashion products to stay exclusive. The less prioritise sustainable products, unlike the customers in the UK. In the UK, people prioritise purchasing luxury products that are unique and different to that of other products with sustainability features. Nevertheless, in both countries, poor product quality and reliability are the factors that prevent customers from purchasing luxury products. Therefore, the ethical and sustainable practices of luxury brands can be regarded as a factor in influencing or preventing purchase intentions. Wang et al.’s (2021) research is better because the optimisation of “Structured Equation Model (SEM) analysed data from responses gathered from 677 individuals. This ensured robustness and a more reliable result. Moreover, as this study investigated different value proposition such as conformity and exclusivity that influence the purchase intentions of luxury brands. 
When purchasing luxury products like sportswear, students prioritise quality and brand name over anything else. In this regard, Sharma et al. (2021) stated that negative experiences of the students with customer support can lead to a loss of trust. A loss of trust in a brand is most likely to impact brand loyalty and customers' intention to purchase from the brand again. The authors further confirmed that the perceived usefulness of the brand and its economic value influence the purchase decisions of students. Luxury brands that fail to fulfil the show have noticed a decline in luxury product purchase intention. Sharma et al.’s (2021) study considered primary qualitative study that offered an in-depth insight into luxury purchase intentions among young consumers. There is very little scope to measure the reliability and validity of qualitative research. Therefore, the subjective responses might introduce bias to the research result. 
On the contrary, Koay (2018) argued that the easy availability of replicas of luxury brands or counterfeit products is a major barrier to purchasing authentic luxury brands among university students. The authors also assured that university students receive less financial support from their parents and that luxury brands are expensive. This is the reason they are unlikely to spend on authentic luxury products. Hence, it can be stated that high product prices and the availability of cheaper counterfeit products are two major barriers to the purchase intention of luxury brands. Most importantly, this research used primary quantitative data where 213 was the sample size. The optimisation of SEM-PLS ensured a more reliable result. The results of this research have striking similarities with Abdullah and Yu (2019). This research also revealed that the advertisements of luxurious fashion brands influence the purchase intentions of customers. Nevertheless, price is a major barrier which influences the purchase intentions of counterfeit products among university students. The findings of this research is also better because Abdullah and Yu (2019) considered primary quantitative data. They collected data through a structured questionnaire distributed among university students to comprehend the attitudes and purchase intentions towards counterfeit luxury fashion products. Besides, Nazarani and Suparna (2021) argued that negative feedback from peers or bad reviews also influence how students perceive a brand, which can significantly impact their purchase decisions. Therefore, negative word-of-mouth can also develop a negative perception of a brand and can affect purchase intentions, and this is another barrier in brand loyalty.    
[bookmark: _Toc179723118]2.5 Literature Gap
The literature has developed a detailed understanding of different factors and their influence on the purchasing decisions of university students for luxury fashion products. However, various gaps are noticed within the existing literature sources. For example, Islam and Singh (2020) identified and measured the impacts of different factors that shape brand attitudes and purchasing behaviour of university students. However, the main limitation of the literature source is that the sample was limited to only a few Korean university students. The sample size was also low to develop a generalised outcome. Thus, UK-specific data is missing in this literature source. Similarly, Su and Chang (2018) also discussed the role of brand awareness, product quality, and other factors that contribute to the development of brand loyalty among university students. However, in this case, the literature also lacked insights about UK universities and focused on US universities. Thus, it is identified as an important gap in the literature. 
Moreover, other than these issues, the major gaps found in the literature is the lack of specific insights regarding the purchasing behaviour and intentions of university students for Adidas products. The literature by Pa et al. (2021); Al-Azzam and Al-Mizeedshed (2021) and Abdullah et al. (2020) shed light on different factors that promote purchasing behaviour, influence buying behaviour and enhance brand loyalty of university students for luxury fashion or streetwear brands. However, the existing research did not reveal different aspects of Adidas and its marketing tactics that influence university students to purchase products from it. This research would bridge these gaps by integrating primary data from UK university students.
[bookmark: _8l7lj4ivejh3][bookmark: _Toc179723119]2.6 Summary
Hence, the chapter concludes that university students prioritise various factors like brand awareness, brand reputation, brand equity, brand image, product quality and fashion innovations before purchasing any luxury products. Their purchasing intentions are easily influenced by digital marketing strategies like social media marketing, email marketing, personalised and targeted advertising and so on. The brand's ability to maintain consistency in product quality and better brand equity enhances the brand loyalty of the university students. As a result, this leads to customers making repeat purchases in the future. 


[bookmark: _Toc175440651][bookmark: _Toc179723120]Chapter 3: Research Methodology
[bookmark: _q5dwhnek158y][bookmark: _Toc175440652][bookmark: _Toc179723121]3.1 Introduction
The methodological framework is the third framework of research which intends to analyse the key methodological approaches and tools adopted to conduct research. This chapter has discussed the philosophical assumptions, reasoning approach, design, data collection and analytical instrument applied for achieving the key objectives. 
[bookmark: _jrr3v2ciad3f][bookmark: _Toc175440653][bookmark: _Toc179723122]3.2 Research Onion
Research onion is an instrument proposed by Saunders et al. (2006) that aims to discuss the method of writing a dissertation at in six key stages. The research onion has six key layers which are peeled throughout the process to discuss each methodological consideration. [Refer to Figure 3.1]
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[bookmark: _Toc175669626]Figure 3.1: Research Onion
(Source: Saunders et al. 2006)
The research has adopted mono-method quantitative research choice based on which other considerations were made. Positivism philosophy along with deductive approach was adopted to analyse factual data and develop robust outcomes through quantitative data. Survey strategy was used to collect cross-sectional quantitative data followed by statistical data analysis. More details on these layers are discussed below.
[bookmark: _18876fdnpej5][bookmark: _Toc175440654][bookmark: _Toc179723123]3.3 Research Philosophy
Research philosophy is a broad term associated with the development and nature of specific knowledge. The ontological paradigm that has been used in this research is objectivism because the study focused on analysing singular reality through a quantitative research method. Saunders et al. (2009) claimed that “positivism, interpretivism, realism and pragmatism” are the four epistemological paradigms used by researchers in the current scenario. This research is considered a positivist philosophy because it followed the quantitative research technique.
Justification
Objectivism and positivism philosophical framework are considered in this research because it focuses on measuring the objective reality behind the consumer behaviour of college students regarding their buying intentions for Adidas products (Akpan, 2022). The selection of the positivism philosophy and objectivism is done based on the objectives and key research questions prepared in the first chapter. For example, the first objective was framed to measure the impacts of key factors that shapes brand perception of university students towards luxury fashion. The process of measuring the impacts of these factors on influencing the purchasing behaviour of these students justifies the objective nature of the research. Similarly, objectivism also helped in quantifying other factors like the digital marketing strategies, brand loyalty and barriers to brand perceptions which are further framed in Objectives 2, 3 and 4. These factors have been considered as independent phenomena that are responsible for impacting the buying decisions of college students in the UK for Adidas products. On the contrary, as per Younus and Zaidan (2022), the application of positivism philosophy helped in using empirical evidence as well as observable phenomena to derive scientific knowledge on the concerned research topic. This indicates that the positivism philosophy enabled the scientific analysis of consumer behaviour of college students towards Adidas products by collecting and analysing quantifiable numeric data.
[bookmark: _mfq8iwfwta4x][bookmark: _Toc175440655][bookmark: _Toc179723124]3.4 Research Approach
According to Okoli (2023), deductive and inductive are the two main research approaches adopted by researchers based on their process of testing or generating hypotheses. This study adopted a deductive approach to reasoning which focused on deducing a hypothesis to explain the causal relationship between different variables. 


Justification
The research employed a deductive approach since its main goal was to determine the causal relationship between the “dependent variable” (buying intentions) and “independent variables” (brand perception, digital marketing strategies, brand loyalty and barriers). Here, the TPB theory and Keller’s brand equity model (CBBE) theory is adopted as the foundational framework for the study. Thus, the quantitative data findings used a deductive approach to test the principles of these two theories (Kyando et al. 2022). This is done by analysing brand attitudes, perception, loyalty, brand identity and various other factors that influence the buying intentions of Adidas products by college students (Okoli, 2023). For example, the factors related to TPB principles such as social influence, brand awareness, product quality and others are tested to measure their impacts on students’ purchasing attitude and frequency. Furthermore, the impacts of brand equity, image and reputation and their impacts on students ‘purchasing frequency were hypothesised to generalise the findings using CBBE model. This is effective to address the first research objective and answer the adjacent research question. Similarly, the application of TPB and CBBE model also helped in achieving the second objective. For example, the impacts of social influence (influencer marketing and social media tactics) and ease-of-purchase (online banners and ad posts, targeted advertising, tailored emails) on shaping purchasing decisions of university students are measured. The impacts of these factors on developing brand resonance are also measured through hypothesis testing using deductive approach. The use of deductive approach to test hypothesis are further repeated for the third and fourth objectives as well. The hypothesis testing method enabled the researcher to prove that brand attitudes, perception, loyalty, and brand identity significantly influence college students’ buying preferences for Adidas products. 
[bookmark: _yd5f5i23e44i][bookmark: _Toc175440656][bookmark: _Toc179723125]3.5 Research Design
This research was proceeded by considering the explanatory research design. Pandey and Pandey (2021) opined that the explanatory research design focuses on collecting numeric information and testing theory for establishing the “cause-and-effect” relationship between different variables. 
Justification
The explanatory design is suitable for this quantitative study because it aims to explore the reasons behind the high consumption of Adidas products by university students in the UK. The employment of this design enabled the researcher to explain the impacts of social, psychological as well as materialistic factors on the preferences of university students for buying luxury fashion products. As mentioned earlier, explanatory research design analyses the causal relationship between different variables of a study (Ghanad, 2023). In this study, the effects of brand image, peer pressure, marketing strategies and brand loyalty on purchasing Adidas products repeatedly and further recommending them to others are measured by utilising explanatory design. As a result, the objectives and the research questions are addressed effectively. 
[bookmark: _57ctnvuutjgh][bookmark: _Toc175440657][bookmark: _Toc179723126]3.6 Research Strategy
A survey strategy has been adopted to collect quantitative data from the students. The process involved the collection of numeric responses from the research participants through an internet-based (self-administered) questionnaire. The survey strategy helped in developing a structured and comprehensive questionnaire relevant to the research questions and objectives (Anwar and Abdullah, 2021). For example, close-ended questions were prepared to measure the satisfaction level of the university students regarding the product quality, style and comfort, brand equity, peer influence, diverse brand portfolio and other factors related to Adidas products. This helped to measure the impacts on these factors in developing brand satisfaction and awareness (Ilyas et al. 2020). It addresses the first objective which is concerned about analysing the impacts of brand perception factors on shaping purchasing behaviour of the university students. Similarly, for objective 2, questions were framed based on digital touchpoints such as social media posts, online banners, influencer marketing, email marketing and others. This helped to capture measurable insights on these factors and assess their impacts on consumers’ attitudes and brand equity of Adidas. The questions for Objectives 3 and 4 are also prepared based on the key factors like past purchasing behaviour, future intentions, price sensitivity, quality degradation, unethical practices and many more.  
[bookmark: _v9e6ssi61k0a][bookmark: _Toc175440658][bookmark: _Toc179723127]3.7 Research Method
As per the perspective of Cresswell (2002), the research method is classified into three main categories: “mono method, mixed method and multi-method. This research considered mono-method quantitative in which numeric data were collected from human participants (Taherdoost, 2021).
Justification
Mono-method quantitative has been considered for this research because the chosen topic is focused on measuring the impacts of different factors that shape the buying intentions and purchasing behaviour of university students. The key objectives framed in the first chapter align with the methodological approaches that prioritise the exploration of the objective reality of a research topic (Al-Ababneh, 2020). Real-time data about brand preferences and fashion consumption of university students was collected through primary method. Subjective biases were eliminated from this study by collecting quantitative data. This helped in developing meaningful insights into the factors that contribute to the purchasing behaviour and intentions of the university students for Adidas products (Jamieson et al. 2023). 
[bookmark: _j42brw66f6dx][bookmark: _Toc175440659][bookmark: _Toc179723128]3.8 Data Sampling Collection
[bookmark: _ontauhmz4d6][bookmark: _Toc175440660][bookmark: _Toc179723129]3.8.1 Data Sampling
Sampling is important in primary research because collecting the responses of an entire population is unfeasible because of time, financial and resource limitations. A homogenous purposive sampling was considered in this study. Students from different universities are selected as the key participants. As per the perspective of Nyimbili and Nyimbili (2024), a homogeneous purposive sampling method has been considered because the study focused on recruiting participants with similar characteristics such as age, background, education and so on. Here university students have been considered who belong to a particular age group and have almost similar occupational backgrounds (as students). In this survey, 57 people were invited for the survey from which 50 people attended the survey.
[bookmark: _itxfpgriwss7][bookmark: _Toc175440661][bookmark: _Toc179723130]3.8.2 Data Collection Method and Instrument
The research proceeded by using a “self-administered questionnaire” to gather numeric data from primary research participants. As opined by Faris et al. (2021), an internet and intranet-mediated questionnaire was selected as the primary data collection tool. An online survey method was considered in which “self-administered questionnaire” was prepared and utilised emails and social media platforms to reach the participants (Hooley et al. 2012; Theron et al. 2024). Students from different UK universities are recruited through their social media accounts and further reached through their emails. 
The survey consisted of twenty-five closed-ended questions, the first three of which dealt with demographic characteristics. As mentioned in section 3.6, the research objective and questions were used as the key foundation to make the remaining questions of the survey questionnaire. According to Rich (2011), SurveyMonkey, Bristol Online and Qualtrics are some of the popular electronic web-based survey instruments used in research. However, Google Form is used in this study because it is simple and easy to handle. The questionnaire design that was applied to frame the objective-specific questions is a rating style. The responses were collected through ordinal data such as rating from 1 to 10 [refer to Appendix 1].
[bookmark: _ghw5jb6sxr8n][bookmark: _Toc175440662][bookmark: _Toc179723131]3.9 Data Analysis
This process deals with the interpretation of information collected from the data sources. According to Mohajan (2020) and Christou (2022), quantitative data is analysed statistically whereas qualitative data is analysed thematically. As this study is considered a quantitative research method, the statistical data analysis process is accepted. The descriptive analysis method was applied to analyse the collected quantitative information. In this method, the surveyed data are presented in tables and the central tendency of the data is measured by calculating mean, median and mode. On the contrary, the inferential analysis was conducted using the SPSS software. The key inferential statistics that were collected in this research are “correlation, regression and ANOVA” (Kinnear and Gray, 2007). These statistical tests were performed to measure the impacts of different external factors on influencing the purchasing behaviour of university students for Adidas products.
[bookmark: _9eteya63mhpq][bookmark: _Toc175440663][bookmark: _Toc179723132]3.10 Ethical Consideration
The research was conducted by maintaining strict adherence to the ethical norms associated with business research. The research stringently complied with the rules and standards of the “UK Data Protection Act 2018” in regard to the use of participants' data in the exploration (Gov.uk. 2024). The anonymity and confidentiality of the research participants were strictly followed throughout this research. This suggests that the participants' identities were never uncovered in the public domain and the privacy of their commitment to the exploration was completely maintained. The survey did not enrol any vulnerable populace. Sensitive questions which could harm the oral integrity were not asked. A strong password-protected system was used to store data and only researcher and the supervisor accessed the data. Furthermore, the participation was completely voluntary and informed consent were taken from the participants before starting the survey. 

[bookmark: _pxzj1hxaksuk][bookmark: _Toc175440664][bookmark: _Toc179723133]3.11 Research Limitations
The outcomes of the research were harmed due to the presence of certain limitations. Time constraints are one of the major limitations of this research for which a large sample size cannot be adopted. On the contrary, response bias is another major limitation because the asked questions might have different meanings for different individuals. On the contrary, many participants might have not completed the full survey which led to a low response rate. Furthermore, a lack of in-depth understanding could be a potential limitation because of the lack of qualitative data.
[bookmark: _w0w7k4ffi9lf][bookmark: _Toc175440665][bookmark: _Toc179723134]3.12 Summary
The chapter summarises that the research objectives are addressed using primary quantitative research method. Positivism philosophy along with deductive approach and explanatory research design was adopted to generate reliable and valid results by using factual data. Primary data was used to get real-time insights, and statistical analysis was adopted to maintain the objectivity of the research. 



[bookmark: _Toc179723135][bookmark: _Hlk178625242]Chapter 4: Results
[bookmark: _6f6zttmsikez][bookmark: _Toc179723136]4.1 Introduction
This chapter holds immense significance in this dissertation. The quantitative findings are analysed statistically in this section. Both “descriptive and inferential statistics” are performed in this chapter to study the characteristics of responses and analyse the causal relationships between each variable.
[bookmark: _yltpja937ql4][bookmark: _Toc179723137]4.2 Descriptive Statistics
[bookmark: _ytc4jrr86dnf][bookmark: _Toc179723138]4.2.1 Demographics
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[bookmark: _p68x9tff6mde]Figure 4.1: Age
The above graph implies that 34 participants who responded to this survey are 18 to 25 years of age. Another age group that holds the next majority is 26 to 30 years old (12 participants). The survey findings indicate that the college and university goers are mainly 18 to 30 years old. As opined by Twenge (2023), this age group falls under the GenZ and Millennial audiences who are the key target of this project. 
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[bookmark: _wvjc8sths1jl]Figure 4.2: Gender
The survey findings on the gender of the participants symbolises that diversity is maintained in the research and both male (28) and female (22) university students prefer to buy products from Adidas. 
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[bookmark: _pzyj6u58q6qw]Figure 4.3: Education Level
The graphical representation suggests that most students who participated in this survey are pursuing post-graduation (90% or 45) from different universities in the UK. However, a minor group also belongs to the undergraduate students (10% or 5). 
[bookmark: _rl0x0c3gbjjn][bookmark: _Toc179723139]4.2.2 Variable Statistics
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[bookmark: _5tncmmcni6i8]Figure 4.4: Purchase frequency and satisfaction for Adidas Products
The pie chart explains that the majority of the participants rated their purchasing frequency and satisfaction level with Adidas products from 8 to 10 (12 participants rated 8, 9 participants rated 9 and 11 participants rated 10). The value signifies that the university students of the UK are highly satisfied with Adidas products which further influenced their purchasing behaviour.  The mean value of responses is 7.70 which means an average number of participants rated their purchasing frequency and satisfaction rate between 7 and 8. This aligns with Kataria and Saini (2020), who argued that customer satisfaction is the mediator of purchasing behaviour and brand loyalty. However, the standard deviation (SD) is valued and 2.073 which signifies dispersions in customers’ responses in the survey.
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[bookmark: _74fpen99v0pl]Figure 4.5: Product Quality
The pie chart implies that most of the participants (approximately 66%) have rated the product quality of Adidas as 8 or higher. The percentage for rating 10 is found to be the highest (11 participants rated 8, 8 participants rated 9 and 14 participants rated 10). The mean value of responses is 7.80 which means an average number of participants rated Adidas’s product quality between 7 and 8. This implies that the university students of the UK are highly satisfied with Adidas’s product quality. Moreover, the SD value is 2.204 which symbolises variations in participants’ responses. 
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[bookmark: _mbmo65ny0byc]Figure 4.6: Brand equity, image and reputation
Based on the above chart, the brand reputation, image and equity of Adidas are positively perceived by university students. This is evident through a 26% (13 participants) response for rating 8 and a 22% (11 participants) response rate for 10. The mean value of responses is 7.86 which means an average number of participants rated the brand equity, image and reputation of Adidas between 7 and 8. However, a total of 8% of respondents rated the brand below 6 (1 participants each rated 1 to 5 and 4 participants rated 6). This signifies the variances in individual responses. This can be justified by the SD value of 1.969 in descriptive statistics.
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[bookmark: _rdh9a472fz99]Figure 4.7: Style and comfort of products
Most of the university students rated Adidas products as 8 or higher for their style and comfort. 34% (17) of them rated 8 and 26% (13) of them rated 10. The mean value of responses is 7.94 which means an average number of participants believe Adidas’s products to be stylish and comfortable and thus rated between 7 and 8. This aligns with Munir (2020), who argued that style and comfort are two critical attributes that customers seek while purchasing fashion items. Moreover, the SD value of 1.834 determines the dispersion and variations in participants’ responses.
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[bookmark: _geqvt98sn0ef]Figure 4.8: Elegant and trendy customized high-fashion streetwear
The pie chart highlights that most of the participants rated the product customisation of Adidas between 7 and 10 (12 participants rated 7, 7 participants rated 8, 8 participants rated 9 and 11 participants rated 10). This is also evident in the mean value of 7.66 which implies that an average number of participants believe the same. This implies that product customisation is highly valued by customers which impacts their purchasing intentions (Linardi et al. 2024). However, a rating below 6 suggests that some students might not resonate with the customised high-street fashion trends. This variation in responses can be justified by the SD value of 1.934. 
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[bookmark: _q7ea47cv5ujq]Figure 4.9: Role of peer influence
The graphical representation determines that peer influence is a potential factor (12 participants rated 8, 6 participants rated 9 and 11 participants rated 10) that influences the purchasing behaviour of students in different universities (Gunawan et al. 2023). This is also evident in the descriptive statistics where an average number of participants rated 7.58 to the influence of this factors. The response rate below 6 (1 participants rated each for 2, 4 and 5; 3 participants for 3 and 6 participants rated 6) suggests exceptional students who do not get influenced by peer pressure or recommendation. This variation is further explained by the SD value of 2.071.
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[bookmark: _ss7mzn9v7r9k]Figure 4.10: Diversity of brand portfolio
The maximum number of respondents rated 7 and 9 to the diversity in product range which is a major cause of customer satisfaction (10 participants rated 7, 11 participants rated 8 and 13 participants rated 9). This is evident in the mode value of 9. However, an average number of participants rated 7.80 which is evident in the mean value. Thus, their purchasing frequency is highly influenced by Adidas’s product portfolio (Adidas Group, 2020). Moreover, there are variations and dispersions in the responses which is evident through the SD value of 1.895. 
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[bookmark: _8hhekkgnpiqu]Figure 4.11: Continuous product innovation
Adidas is known for its continuous product innovation which influences customers’ purchasing behaviour (Adidas Group, 2024). Most of the participants (9 participants rated 7, 11 participants each rated for 8 and 10 and 8 participants rated for 9). rated product innovation 7 to 10 which identifies it as a potential factor that influences customers purchasing intentions. The mean value of this question’s responses is 7.68 whereas the SD value is 1.994. This means the dispersion in participant’s responses. 
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[bookmark: _szbqak3ogxbh]Figure 4.12:  Effectiveness of social media ads
The social media ads of Adidas are highly welcomed by university students (8 participants each rated for 7 and 8, 12 participants rated for 9 and 11 participants rated for 12). This aligns with the mean value of 7.64 which symbolises an average number of participants agree with this fact. According to Kolhar et al. (2021), the time spent on social media by university students is generally higher than others. Moreover, variations in the responses are also noticed which is evident through the SD value of 2.292. 
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[bookmark: _3xzmiyo8cp4p]Figure 4.13: Online banners and sponsored posts
Most of the participants (64%) (14 participants rated 8, 7 participants rated 9 and 11 participants rated 10) rated online banners and sponsored posts of Adidas from 8 to 10. The mean value for this response is 7.62 which aligns with the asked fact. This implies that surfing online banners and sponsored content of Adidas is common. Moreover, dispersion in participant’s responses is also noticed which is justified through the SD value of 2.118. 
[image: ]
[bookmark: _umu7m8bls9ci]Figure 4.14: Impacts of user-generated content posted by Adidas
Belonging to GenZ, university students prioritise authenticity and personal connection which can be developed through user-generated content (Perera et al. 2020). Due to this reason, most students (56%) rated the user-generated content with 7 or higher values (10 participants rated each for 7, 9 and 10 and 8 of them rated 8). This aligns with the mean value of 7.72 where the average number of participants believe the same. However, disagreement towards the fact is also evident in the SD value of 1.841. 
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[bookmark: _3p4f75disa3e]Figure 4.15: Targeted advertising campaigns of Adidas
56% of respondents rated them 7 or higher to the targeted advertising campaigns of Adidas. The most common ratings are 7, 8, and 10, each receiving 22% (11 participants each) of the responses. This aligns with Lee and Cho (2020), who argued that targeted advertising is highly effective in developing a sense of community and belonging. The average value (mean) for this response is 7.70 with the SD value of 1.810. 
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[bookmark: _byuwcmvyt6lb]Figure 4.16: Personalized email follow-ups and recommendations
The effectiveness of personalized email follow-ups and recommendations is rated positively, with 48% of respondents giving it a score of 9 or 10. The most frequent rating is 9 (26% or 13 participants), followed by 10 (22% or 11 participants). This aligns with the average value of 7.84 and mode of 9. However, 24% rated it 6 or lower, indicating that while many find these personalized communications effective, there is a segment that feels improvements could be made. This indicates dispersion in responses which is evident through the SD value of 2.004. 
[image: ]
[bookmark: _6906ezyt289w]Figure 4.17: Product reviews and recommendations by influencers
Influencer recommendations are one of the most essential factors that facilitate the purchasing intentions of university students (Chetioui et al. 2020). This is why most participants in the survey rated the influencer marketing of Adidas from 8 to 10 (12 participants rated for 8, 8 participants rated 9 and 10 of them rated 10). This is evident with the mean value of 7.62 and mode value of 8. The SD value of 2.009 justifies dispersion in responses. 
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[bookmark: _uu1ve3pg8ysj]Figure 4.18: Resonance of marketing tactics with personal values
A majority of respondents (58%) rated Adidas' products and marketing tactics resonate strongly with their values and lifestyle. The highest ratings were 8 (22%) and 10 (22%) or (11 participants each) which shows Adidas aligns well with the values of many customers. The mean value (average) for the responses is 7.62 which signifies agreement with the fact. Moreover, the SD value is 2.019 which implies dispersion in the responses. 
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[bookmark: _2ujzz3ruk7fw]Figure 4.19: Brand loyalty
The pie chart shows that most of the participants (14 participants rated 10 and 12 participants each for 7 and 8) in the survey are brand-loyal to Adidas despite the price with a mean value of 8.24. This implies that brand loyalty of the customers influences their repeat purchasing intentions thereby enhancing the overall purchasing frequency. Variations in responses are also evident through the SD value of 1.519.
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[bookmark: _wpf421ssmn3a]Figure 4.20: Repeat purchasing intentions
A high probability of the participants for repeat purchases is noted which is evident through their 9 and 10 ratings (12 participants each for 9 and 10 and 10 participants rated 8) with a mean and mode values of 8 and 9. This implies that a strong customer base is likely to continue purchasing Adidas products. Variations in responses are also evident through the SD value of 1.927
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[bookmark: _we4t967alqyj]Figure 4.21: Likelihood of recommending Adidas to friends and family
The pie chart tested the brand loyalty of university students towards Adidas in terms of their probability of recommending it to others. It is noticed that most of the participants rated from 8 to 10 (or 11 participants each) with a mean and mode values of 7.94 and 8 which implies their strong brand loyalty. Dispersions in responses are also evident through the SD value of 1.867
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[bookmark: _2w22k9iweq2k]Figure 4.22: Quality degradation
The pie chart suggests that customers strongly agree with their purchasing intentions from Adidas even if its product quality declines (7 participants rated 8, 8 participants rated 9 and 9 participants rated 10). This is evident in the mean value of 6.60. However, the survey findings signify a strong dispersion (7 participants rated 1, 3 participants rated 4 and 6 and 6 participants rated 5 and 7) of the university students towards Adidas which is noticed with the SD value of 2.976.
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[bookmark: _nylwm0rv6tte]Figure 4.23: Price sensitivity
The chart shows that a majority of the participants are less likely to buy from Adidas due to price sensitivity. This is evident in the survey responses where 22% (or 11 participants) rated 8, 20% (or 10 participants) rated 9, and 18% (or 9 participants) rated 10 regarding the impacts of price sensitivity on their purchasing intentions with a mean of 7.70. This implies that price is a crucial factor that influence customers’ purchasing decisions (Hanaysha et al. 2021).
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[bookmark: _88m5hr80tohj]Figure 4.24: Unethical operations
It is found that a significant number of participants are still likely to purchase products from Adidas even if it practices unethical practices (9 participants each rated 8 and 9 whereas 10 participants rated 10). The mean value of 7.38 implies that most people prioritise brand loyalty, convenience and price over ethics and sustainability. 
[image: ]
[bookmark: _9r2mdoxf72p6]Figure 4.25: Fast-fashion trends
The highest rating is noticed in 8 (24% or 12 participants), 9 (20% or 10 participants) and 10 (20% or 10 participants) regarding the fast-fashion trends of Adidas. The mean value of 7.92 implies that despite the issues with the fast fashion model, loyal customers are very likely to stay loyal to Adidas and purchase its products. 
[bookmark: _odpml44e3n31][bookmark: _Toc179723140]4.3 Inferential Statistics
[bookmark: _m32xkrbmu841][bookmark: _Toc179723141]4.3.1 Findings of Objective 1
H10: Brand perception of UK university students towards Adidas does not have any impact on their purchasing behaviour
H1: Brand perception of UK university students towards Adidas significantly impacts their purchasing behaviour
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[bookmark: _Toc178625085]Table 4.1: Correlation between brand perception and purchasing behaviour
The above table highlights multi-collinearity in the model which symbolises the impacts of multiple factors on the purchasing frequency and satisfaction of the university students for Adidas products. Table 4.1 suggests that product quality is the most significant factor that influences the purchasing frequency of customers (r= 0.813; p-value< 0.01). This aligns with Jhonson (2023) who argued that Adidas is known for producing high-quality footwear and other related products. 
A positive correlation of (r= 0.650; p-value< 0.01) between style and comfort of products and purchasing frequency suggests that university students perceive Adidas products as stylish and comfortable. For example, Narang (2024) argued that Adidas men’s shoes are durable, high-quality and comfortable for any physical activity. The unique designs and cushioned soles of the shoes offer long-lasting support which makes the shoes more comfortable and durable. On the contrary, the high-street fashion customisation curated uniquely for university students is also positively correlated to their purchasing frequency and satisfaction rate (r= 0.636; p-value< 0.01). This indicates that Adidas offers trendy and customised streetwear collections that resonate with the style and personalities of university students. As a result, this develops a positive brand perception thereby enhancing their purchasing frequency from Adidas. 
The positive correlation of 0.574 at a p-value less than 0.01 between peer influence and purchasing frequency signifies the role of social dynamics in influencing students’ purchasing decisions. The correlation between purchasing frequency and brand equity and image, diversity of product portfolio and continuous product innovation are 0.540, 0.468 and 0.505 at a p-value less than 0.01. The correlation between brand diversity and continuous innovation is 0.857 which suggests that Adidas continuously innovate its products to develop a diverse portfolio. This develops a positive brand image followed by influencing the purchasing intentions of university students. 
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[bookmark: _Toc178625086]Table 4.2: Regression
The R-square value is 0.742 which means around 74.2% of variances in the purchasing frequency of university students is explained by different factors of brand perception for Adidas products. The adjusted R-square is 0.699 which signifies a 69.9% variance explains the test its a good model fit. 
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[bookmark: _Toc178625087]Table 4.3: ANOVA
The “F-statistics” of 17.278 justifies the impact of different factors of brand perception on purchasing behaviours of the university students for Adidas products are statistically significant.
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[bookmark: _Toc178625088]Table 4.4: Coefficient
The coefficient findings symbolise that the product quality of Adidas is the most significant predictor that has the highest and most significant impact on the purchasing intention of university students. 
[bookmark: _5nmtbc7s7ktm][bookmark: _Toc179723142]4.3.2 Findings of Objective 2
H20: Digital marketing strategies of Adidas significantly influence the purchasing intentions of UK university students for Adidas products
H2: Digital marketing strategies of Adidas significantly influence the purchasing intentions of UK university students for Adidas products
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[bookmark: _Toc178625089]Table 4.5: Correlation between digital marketing strategies and purchasing behaviour
From the correlation findings, it is found that product reviews and recommendations by the influencers have the strongest correlation with the purchasing behaviour of university students for Adidas products (r= 0.697, p-value< 0.01). According to Tsarashafa and Qastharin (2021), university students strongly rely on product reviews and recommendations provided by influencers. This is because they believe influencers offer accurate information about the endorsed products. This develops a positive brand attitude thereby influencing their purchasing intentions. The university students also get influenced by personalised recommendations and email follow-ups offered by Adidas (r= 0.598, p-value< 0.01). Adidas enhanced its digital presence by launching its mobile app which is solely focused on personalising and enhancing the customer experience. Adidas wanted to create “premium, connected and personalised experiences” across all the sales channels through its App (Adidas Group, 2017). 
The correlation between purchasing frequency and social media ads and sponsored online banners, user-generated content and targeted advertising are 0.587, 0.559, 0.507 and 547. The values imply that these digital marketing tactics have a moderate influence on purchasing decisions of university students. This is because these tactics develop positive brand awareness among the students about Adidas products through tailored promotional content and user-generated content which is perceived as authentic by the customers.
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[bookmark: _Toc178625090]Table 4.6: Regression
The R-square value is 0.573 which implies around 57.3% of the variance in purchasing frequency of university students for Adidas products can be explained by digital marketing strategies. The adjusted R-square is 0.514 which means the variation becomes 51.4% which can also be determined as a good model fit. 
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[bookmark: _Toc178625091]Table 4.7: ANOVA
The “F-statistics” is valued at 9.622 at a p-value less than 0.001. This means the impact of different digital marketing strategies on influencing the purchasing decisions of university students is statistically significant. 
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[bookmark: _Toc178625092]Table 4.8: Coefficient
The coefficient findings in Table 4.8 suggest that the most significant factor that influences university students’ purchasing behaviour is the influencers’ review and recommendations. University students belong to GenZ and Millennial generations who believe influencers the credible sources of information. Due to this reason, they purchase products from luxury brands like Adidas. 
[bookmark: _6rh9nw2aqgz6][bookmark: _Toc179723143]4.3.3 Findings of Objective 3
H30: Brand loyalty of the university students does not have any significant impact on their repurchasing intentions for Adidas products
H3: Brand loyalty of the university students has a significant impact on their repurchasing intentions for Adidas products
[image: ]
[bookmark: _Toc178625093]Table 4.9: Correlation between brand loyalty and purchasing behaviour
The correlation between purchasing frequency and resonance of marketing tactics with emotional values is 0.645. The strong positive correlation proves that customers develop a strong emotional connection if a brand’s marketing strategies align with their personal values (Voorn et al. 2021). The likelihood of recommending Adidas products to others is also directly correlated to the purchasing frequency. Here, customer satisfaction acts as a mediating factor which influences university students to make new purchases from Adidas and also recommend the products to others. On the other hand, the correlation also signifies that the purchasing frequency of Adidas products increases with an increase in the brand loyalty of university students (r=0458, p-value< 0.01; r= 0.526, p-value< 0.01). This aligns with Supiyandi et al. (2022), who argued that the purchasing intention of customers increases with an increase in their brand loyalty. 
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[bookmark: _Toc178625094]Table 4.10: Regression
The R-square value of 0.588 determines that around 58.8% of the variance in the purchasing behaviour of university students can be explained by their brand loyalty. 
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[bookmark: _Toc178625095]Table 4.11: ANOVA
The F-statistics is 16.073 at a p-value below the standard level of significance. Therefore, the dependence of students’ purchasing behaviour on their brand loyalty and repurchasing intentions are statistically significant. 
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[bookmark: _Toc178625096]Table 4.12: Coefficient
The coefficient test signifies that brand resonance with customers’ values and the likelihood of product recommendation are the key strategies that influence their purchasing frequency. However, the likelihood of recommending others has more influence than brand resonance. 
[bookmark: _21ru3mdtpij9][bookmark: _Toc179723144]4.3.4 Findings of Objective 4
H40: There are no significant barriers to brand perception which could influence the purchasing behaviour of UK university students towards Adidas 
H4: Barriers of brand perception influence the purchasing behaviour of UK university students towards Adidas 
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[bookmark: _Toc178625097]Table 4.13: Correlation between barriers to brand perception and purchasing behaviour
The key factors that affect the purchasing frequency of university students are quality degradation, price sensitivity, unethical business operations and fast-fashion trends. The positive correlation with all these factors strongly resonates with the key business operations of Adidas. As product quality is the most influential factor in purchasing behaviour, the degradation in product quality will highly affect their purchasing decisions. Similarly, the correlation value of 0.639 between price sensitivity and purchasing frequency suggests that university students sometimes become less likely to purchase from Adidas due to high prices. Another factor that could impact the brand perception and purchasing decisions of university students is unethical operations. This aligns with Zhang et al. (2023), who argued that GenZs are more likely to prioritise sustainable and ethical fashion. Therefore, a lack of ethical standards would decline their purchasing intentions for Adidas’s products. This also lines up with Adidas’s fast-fashion trend (r= 0.710, p-value<0.01). This means that university students prioritise trendy fashion which aligns with fast-fashion styles. However, Liu et al. (2023) contradict that the fast fashion business model is unethical which could negatively impact the purchasing behaviour of university students who belong to either GenZ or Millennials.
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[bookmark: _Toc178625098]Table 4.14:  Regression
The R-square is valued at 0.544 which means 54.4% of the variance in customers’ purchasing behaviour is influenced by the key barriers of brand perceptions. 
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[bookmark: _Toc178625099]Table 4.15 ANOVA
The ANOVA model implies that the F-statistics is 13.435 which implies that the statistical relationship between these variables are significant. 
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[bookmark: _Toc178625100]Table 4.16: Coefficient
The coefficient test determines that fast-fashion trends are the most influential factor that could increase of decline the purchasing frequency of university students for Adidas products. This is evident through the B-standardisation, t and p-values illustrated in Table 4.16.
[bookmark: _gnkaf8sd15bi][bookmark: _Toc179723145]4.4 Summary
Therefore, it can be summarized that the statistical analysis has accepted all the alternative hypotheses H1, H2, H3 and H4. However, a major limitation of this chapter is that correlation highlights linear association and does not necessarily offer categorical insights or justify causal relationships. Moreover, the linear relationship calculated through regression might not be always true in real-time scenario. Other than these, this chapter is based on categorical data which has low sensitivity and lacks logical order. This might impact the overall quality of research outcomes.


[bookmark: _Toc178625023][bookmark: _Toc179723146]Chapter 5: Discussion
[bookmark: _Toc179723147]5.1 Introduction
This chapter is crucial for the interpretation and explanation of the findings of the research significance. Discussion allows placing the findings within the broader context of the research field which is necessary for highlighting the research contribution. Therefore, the findings of primary quantitative data analysis are interpreted and explained using the existing theories as well as literature.  
[bookmark: _xjuwyqxgott1][bookmark: _Toc178625024][bookmark: _Toc179723148]5.2 Discussion
[bookmark: _imxk3gr2x3g5][bookmark: _Toc178625025][bookmark: _Toc179723149]5.2.1 Discussion of Objective 1
The first objective aimed to analyse different factors of brand perception that strongly influence the buying behaviour of university students towards Adidas products. The statistically significant correlation of 0.813 between product quality and purchasing behaviour determines quality as the most influential factor among all. This aligns with Arıker and Toksoy (2017), who argued that a high-quality product is a necessary requirement that makes university students (GenZs) inclined towards a brand. The author claimed that good product quality is a precondition that shapes the primary motives, brand perception and purchasing intentions of the students. The findings show a strong similarity with Nazarani and Suparnam (2021) in LR section 2.4.1, who also statistically proved the influence of product quality on shaping the purchasing decisions of university students. However, the mechanism that makes product quality a potential factor was not discussed and is identified as a gap. This gap has been fulfilled by the primary findings of section 4.3.1.
On the other hand, style and comfort are another factor that has a statistically significant impact on students’ purchasing behaviour (r= 0.650; p-value< 0.01). Similarly, the primary findings also highlighted the moderately strong influence of elegance and trends on influencing the purchasing behaviour of university students. This aligns with the findings of Shin and Damhorst (2018), who argued that both functional and social fit are two crucial factors prioritised by consumers before purchasing a fashion product. The functional fit determines the physical comfort which is felt after wearing a fashion product. However, social or situational fit determines the ability of a fashion product to comply with the style, trends and elegance of the current fashion landscape. As opined by Jhonson (2023), Adidas is one of the fashion brands which is globally recognised for offering high-quality, comfortable, stylish and durable products to its customers. These findings resonate with the LR findings of Gaurav et al. (2020) in section 2.4.1. The gap regarding the mechanism of actions of these factors was further disclosed in the findings of section 4.3.1.
Peer influence is another factor that shapes the purchasing decision of university students for Adidas products. As per Lu et al. (2022), university students are susceptible to peer influence which enables them to develop a self of belongings in the society. Students often purchase high-end luxury products to contend with their wealth and to show their prestige and status in society. Thus, social recognition plays a crucial role in affecting the purchasing decisions of university students. This justifies that university students are influenced by peers to buy Adidas products to adjust to the university environment. These findings is also similar to the LR findings in section 2.4.1 This aligns with the TPB framework in section 2.3.1 where peer influence and fashion trends act as subjective norms that shape positive brand attitudes and influence purchasing intentions.
Some other factors that also have a moderate influence on students’ purchasing intentions are brand equity and image, diversity of product portfolio and continuous product innovation. This aligns with Awan et al. (2020) who argued that positive brand equity is the result of strong brand awareness and positive brand image. Brand equity is shaped by all the above factors, which further influence customers' purchasing decisions. All these factors align with Keller's brand equity model (CBBE model) which implies that product quality, comfort, style and designs are the key performance indicators which develop a strong brand meaning of Adidas thereby influencing purchasing intentions.
The findings imply that the key business strategy of Adidas revolves around maintaining the high product quality that highly influences the decision-making of university students in the UK. The findings also suggest the need for continuous investment in superior materials and manufacturing processes that help maintain a business's brand reputation for its product quality (Ninduwezuor-Ehiobu et al. 2023). On the contrary, it is also found that the product quality directly correlates with the style and comfort of Adidas products. For example, superior materials are effective in enhancing the functionality of a product like comfort, durability and usability. Similarly, Adidas also developed a business strategy that enables it to set style trends in the street fashion and footwear segment. Therefore, the findings imply that style and comfort are also two crucial factors that facilitate students’ decision-making while purchasing products from Adidas.
Furthermore, the role of continuous innovation in products is identified as another crucial factor that impacts students’ purchasing decisions. As suggested by Casciani et al. (2022), businesses should focus on innovating their products continuously to develop a diverse product portfolio. On the contrary, continuous innovation also facilitates the production of customisable collections which also resonate with the students’ demand to maintain uniqueness and trendiness. As a result, this helps in strengthening brand equity by fostering customer satisfaction and retention. Furthermore, the findings also identified the influence of peer pressure and social recognition to facilitate students’ decision-making. This implies that businesses should focus on implementing effective marketing strategies like community-building campaigns or peer-oriented promotions to enhance brand recognition and attract new customers (Raun and Christensen-Strynø, 2022). Thus, businesses should focus on developing and maintaining a strategy that embraces product quality, continuous innovation, diverse product portfolio and style and comfort.
[bookmark: _q4539dkhkxd2][bookmark: _Toc178625026][bookmark: _Toc179723150]5.2.2 Discussion of Objective 2
The second objective was constructed to determine the impacts of digital marketing strategies in shaping the purchasing intentions of university students for Adidas products. The statistical findings indicate that influencers’ reviews and recommendations are the most significant factors (r= 0.697, p-value< 0.01). As opined by Chopra et al. (2021), customers are more likely to follow influencers’ recommendations instead of brand advertisements. This is because both GenZ and Millennials perceive influencers as credible sources of information because many influencers give honest reviews for both sponsored and non-sponsored content. For example, Adidas collaborated with micro-influencers to capture the attention of the general audience and communicate its message that “Adidas is for everybody”. Adidas enables micro-influencers to create user-generated content which in turn influences customers by developing positive brand attitudes towards Adidas (Ash, 2024). Thus, influencer recommendation act as a subjective norm that influences and shapes brand attitudes which justifies the application of the TPB framework. The findings resonate with Abdullah et al. (2020) in LR section 2.4.2 which suggests that informative content posted by SMIs influences the purchasing decisions of university students for luxury brand products like Adidas. 
Personalised marketing is another digital marketing strategy that strongly impacts the purchasing intentions of university students for Adidas products. According to Roggeveen et al. (2021), personalised experiences make the customers feel valued and recognised by the brands. As a result, this developed a positive brand attitude thereby influencing their purchasing intentions and customer satisfaction. This is supported by the correlation value of 0.598 at a statistically significant p-value. However, Gao and Liu (2023) contended that AI used in personalised marketing can offer irrelevant suggestions which could affect customer satisfaction in the long run. 
Other than these, the correlation findings also imply that frequent social media ads and sponsored online banners, user-generated content and targeted advertising for Adidas products also encourage university students to purchase products from this brand (r= 0.587, 0.559, 0.507 and 547). This aligns with the findings of Al-Azzam and Al-Mizeed (2021), who reported that digital marketing strategies such as social media marketing, online advertising and email marketing strongly impact students' purchasing decisions. These marketing strategies increase products to appeal to university students and influence them to purchase products from a brand like Adidas. The moderately strong correlation of social media ads is explained by Hasan and Sohail (2021) who explored that social media ads and sponsored content increase brand awareness and interaction of students. As a result, this influences their purchasing behaviour. Furthermore, customers can avail of appealing discounts and promotional offers through targeted advertising strategies on digital media. The overall findings are supported by the R-value of 0.573 and F-value of 9.622. However, Chinwendu and Chinwuba (2018) contradicted that customers might get bombarded and dissatisfied if they are overwhelmed with targeted emails and messages. 
The findings imply the benefits of marketing efforts that businesses should acquire to enhance their business performance. The key findings shed light on the effectiveness of influencer marketing in shaping brand perception and purchasing decisions of university students. This aligns with Kwiatek et al. (2021), who argued that influencers are perceived as a credible source of information because of their honest reviews and recommendations. It can be understood that students’ trust in influencers implies the need to implement influencer-driven marketing campaigns and approaches to drive brand engagement within the chosen demographic. 
On the contrary, the findings also highlighted the importance of personalised marketing strategies to influence students’ purchasing decisions. This implies the need for investing in AI-powered personalisation tools to offer tailored and seamless marketing experiences (Kumar et al. 2024). Moreover, businesses like Adidas and other brands should also be cautious about the fact that irrelevant content might backfire and cause customer dissatisfaction. Furthermore, the findings strongly highlight the benefits of other digital marketing strategies such as targeted advertising campaigns, social media ads and user-generated content. From the findings, it can be understood that these marketing efforts are highly effective in strengthening the digital presence of Adidas and other businesses in the current business landscape. This is because these strategies are beneficial in developing the visibility of brands and increasing the likelihood of purchase. Therefore, the findings imply that businesses can boost their customer engagement and drive sales by implementing digital marketing strategies.
[bookmark: _xrwjtxsmk8ms][bookmark: _sxs63xi2g2d][bookmark: _Toc179723151]5.2.3 Discussion of Objective 3
The third objective of this research was to determine the impacts of brand loyalty on university students to facilitate repeat purchases as well as brand recommendations for Adidas products. The quantitative analysis of the survey revealed that brand loyalty influences university students' purchasing behaviour for Adidas products significantly. This is evident in the fact that a strong correlation exists between brand loyalty and the repurchase intentions of customers. Besides, the value of R Square of the purchase behaviour (value 0.588 or around 58.8%) explains the possibility of repeat purchases and brand loyalty. The study by Silva et al. (2020) investigated whether brand loyalty of luxury basketball shoe brands like Adidas, Puma and Nike impacts the repeat purchase intentions of customers. The results of the study indicated that several factors, such as brand image and customer satisfaction, are two major factors that influence Adidas' purchase intentions. The authors emphasised that a strong brand image correlates with a high perceived quality of products that the brand offers. Consumers tend to associate well-known brands with superior quality which boosts their confidence in purchasing the products. On the contrary, a report mentioned that a positive brand image can create an emotional bond with the customers (HBR, 2018). Such emotional connections make customers choose Adidas that have superior quality to other brands' competitors. In the report, it is also argued that when customers feel a sense of trust and loyalty, they tend to repeat purchase products and also recommend the brand to others. With the digital core strategy, Adidas aims to make the customer experience more premium, personalised and most importantly, well-connected. These factors are used by the brand to boost sales and net promoter scores (likelihood of recommending the brand or products to others). The brand can also increase engagement through these initiatives.   
Therefore, it can be stated that experience with the brand also plays an equally crucial role in building brand loyalty. The study by Shoffian et al. (2021) emphasised that loyal customers are more likely to repurchase and recommend products to others, which ultimately positively impacts the brand. In the UK, Adidas has gained popularity as a sports brand as it has 95% brand awareness and 59% popularity (Refer to Figure 4.26). 34% of the customers are loyal, in relation to 41% of customers who use this brand’s products. This makes the overall brand loyalty 83% (Kunst, 2024). Furthermore, Adidas is quite popular among the students of UK universities, as indicated by a survey conducted by Campus Society a few years back (Themarketingblog.co.uk, 2019). As per this survey results, Adidas is the third most admired brand by university students, following brands like Nike and Apple. Nike is a competitor of Adidas and is the most popular among university students. Therefore, it can be stated that even though Adidas even though University students admire Adidas they prefer Nike over Adidas. Despite this result, the popularity of Adidas is evident among UK university students which contributes to brand loyalty and repeat purchase behaviour.  
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Figure 4.26: Brand profile of Adidas in the UK
(Source: Kunst, 2024)
The findings have striking similarities with the quantitative result. The results showed that customer satisfaction mediates brand loyalty and repeat purchase intention relationships. This signifies the increased likelihood of product recommendations. Nevertheless, Shoffian et al. (2021) argued that brand loyalty creates long-term relationships between customers and the brand, Adidas. In this regard, several factors influence Adidas' brand loyalty. Product quality, price, styles, service quality, and even the brand's promotion or advertisement strategies influence this loyalty. The authors emphasised the fact that the marketing strategies of Adidas are one of the crucial factors that influence the repurchase decisions of customers and ultimately brand loyalty. 2.4.3 section of the literature review has a striking similarity with these findings. Pa et al. (2021) showed that brand loyalty is very crucial for the success of branded footwear brands. The vital factors that influence the purchase intentions of university students are determined by promotional and service quality. Hence, luxury sportswear brands that conduct appealing marketing can develop higher brand loyalty among university students and also impact their repeat purchase intentions. Even "Keller's Brand Equity Model" aligns with these findings. This model highlighted that perceived brand quality and associations have a significant direct influence on brand loyalty. Therefore, it can be stated that when university students recognise a brand's value and have trust and strong emotional connections, brand loyalty is automatically enhanced. These factors lead to higher repurchase intentions and a willingness to recommend Adidas products to peers.	
Similarly, the strong positive correlation between purchasing frequency and marketing tactics with emotional value indicates that when marketing resonates with students' value, it is most likely to foster emotional connections. The survey results showed strong emotional connection encourages repeat purchases of customers and also positive word-of-mouth for Adidas. Vrtana and Krizanova (2023) mentioned that emotional advertisement appeals can create strong emotional connections between brands and consumers. This connection even leads to impulsive and positive purchase decisions. University students, who are often influenced by their emotions, are easily appealed to through emotional advertisement strategies, and thus, repeat purchase behaviour can be influenced.  

[bookmark: _9mzeq12zslq1][bookmark: _Toc179723152]5.2.4 Discussion of Objective 4
The last objective was to identify some barriers and measure the effects of those barriers that affect university students' purchase behaviour towards Adidas in the UK. The survey results based on the questions asked to the university students revealed that several concerns significantly influence the purchasing behaviour towards Adidas. These factors are product quality, price, ethics and several other factors. Degraded quality of products has a significant influence on the purchasing behaviour of customers. Similarly, Osburg et al. (2024) found that perceived quality significantly influences consumer purchase intentions. When the quality of luxury products is perceived to be degraded, it negatively impacts consumers' willingness to purchase these products. This is because luxury consumers expect superior quality and are less tolerant of any decline in product standards. Therefore, a decline in product quality can lead to a loss of brand loyalty as customers think that brands no longer meet their high expectations. On the other hand, a correlation value of 0.639 between price sensitivity and purchasing frequency indicates that high prices decrease the likelihood of purchasing Adidas products.
These findings have striking similarities with the 2.4.4 section of the literature review. Nazarani and Suparna (2021) argued that luxury brands' image and product quality positively influence purchase intentions. However, if customers perceive the brand as poor quality or get negative feedback from their close ones, their purchase intentions automatically get reduced. Customers tend to believe in social proof which reinforces brand belief. However, negative feedback can reduce interest and engagement with the brand, thereby, brand loyalty. The inability of Adidas to maintain quality affects the purchase behaviour.
Most importantly, university students in the UK are more attracted to trendy fashion trends. Even though these students are attracted to trendy fashion, the fast fashion model of Adidas can be viewed as unethical and significantly discourages customers' purchase intentions. The correlation value of 0.710 confirmed this fact. Overall, the statistical results indicated that the relationship between the mentioned barriers and purchasing behaviour is statistically significant (F=13.435). Among all these factors, the fast-fashion trends are identified as the most decisive factor that affects customers' purchase frequency. Similar to these findings, Ross (2021) mentioned that university students are increasingly aware of the unethical labour practices that are associated with fast fashion. They recognise the exploitation of workers in developing countries and most importantly, the poor working conditions of workers in garment factories. This awareness influences their perception towards fast fashion brands as unethical. Blanco and Lima (2022) confirmed that factory workers at Adidas and two other renowned luxury brands reported receiving low wages. The wages failed to meet the basic needs of the workers. The employees faced exhaustive working routines where they had to work for over 10 hours, and they even had restrictions in using toilets. These are some ethical barriers associated with the purchase intentions of Adidas's products.  
Adidas has been making several efforts and initiatives to enhance transparency in the supply chain. This is aimed at improving by enforcing different labour standards that are still significant concerns for the brand (Committees.parliament.uk, 2024). How workers are treated in the supply chain, especially in factories significantly increases ethical concerns regarding the brand. Adidas has admitted that unethical business practices including improper behaviour of business partners have a negative spillover effect on the reputation of Adidas (Adidas, 2021). This is directly associated with higher costs as well as liabilities that even disrupt different business activities. Increasing awareness of these issues among consumers can lead to a negative perception of the brand, which affects purchase intentions. The report also confirmed that ethical considerations are becoming more important for many consumers, especially younger demographics. Negative publicity around labour practices can damage Adidas’ brand image. This can make consumers hesitant to purchase their products. Therefore, it can be stated that the brand has to take steps to address these concerns. In order to address them, the brand can implement a comprehensive supply chain due diligence program (Committees.parliament.uk, 2024). This can help the brand to work independently and monitor labour conditions. Accordingly, it can take initiatives to improve labour conditions.      


[bookmark: _Toc179723153]5.3 Summary
The interpretation of the findings confirmed that product quality is one of the most crucial factors influencing customers' purchase intentions significantly. Product quality is one of the most crucial factors, a reason why, degraded product quality at Adidas acts as a barrier towards purchase intentions and loyalty towards Adidas. Moreover, university students seek comfort and fit and when a brand like Adidas fulfils those needs, their purchase intentions get significantly influenced. Luxury fashion brands including Adidas consider influencer marketing strategies to capture the attention of the general audience and communicate its message. Moreover, personalised marketing also plays a crucial role in shaping university students' attitudes and purchasing intentions towards Adidas in the UK. Data interpretation also confirmed that brand loyalty influences the repeat purchase intentions of University students. However, mitigating barriers is crucial to influencing repeat purchase intentions among these students. 



[bookmark: _yaxfiqot2bg8][bookmark: _Toc178625027][bookmark: _Toc179723154]Chapter 6: Conclusion and Recommendations 
[bookmark: _Toc179723155]6.1 Overall Conclusion
The initial investigation revealed that the luxury fashion industry is one of the world's biggest industries and is expected to witness massive growth in the upcoming years. Adidas is one of the leading luxury fashion and sportswear brands in the UK, very popular among the youths of this nation. High quality and comfort are two major factors contributing towards the popularity of Adidas. The price range of the brand and product diversity are two major factors that contribute to the competitive advantage of this company. This research aimed to investigate the buying behaviour of university students in the UK towards the luxury fashion brand Adidas. The literature review revealed that university students prioritise several factors before they consider purchasing luxury fashion products. Brand reputation, brand image and product quality were identified as some of the most crucial factors to influence the purchase intentions. However, several other factors act as barriers towards brand perception and, thus, significantly impact the purchase intentions of customers and university students. In the UK, customers prioritise ethical and sustainable products. The inability of brands to ensure sustainability and high-quality products acts as a barrier to customers' purchase intentions.  
The literature review findings also concluded that a loss of trust due to negative customer experiences will most likely cause declined sales and brand loyalty. On the contrary, customers perceive a brand as applicable they tend to purchase from the same brand repeatedly. However, it is equally crucial that brands have positive perceived value, and that brand awareness is also high so that customers' repeat purchase intentions get influenced. When purchasing luxury products, customers, including university students, prioritise brand quality, product prices, quality, service quality, and even store environment before purchasing any luxury product from a brand. The literature review contributed to knowledge development and understanding of the research on the chosen area. However, it failed to disclose the most crucial perceived factors to influence UK university students' purchase intentions. Again, the different marketing aspects of Adidas could not be comprehended. These major gaps in the literature influenced a more in-depth investigation using primary quantitative data collected through surveys. The positivism philosophy, deductive approach and descriptive research design not only helped in bridging the literature gap but also helped in achieving research objectives. The survey results and discussion concluded that university students in the UK are strongly loyal to Adidas because of its product quality and style comfort. Although several other factors like the promotional approach of the brand are directly associated with higher levels of satisfaction and purchase intentions of customers. These factors impact UK university students' satisfaction level and purchasing intentions. 
The survey results also concluded that the purchase intentions of university students towards Adidas are significantly influenced by several barriers. These barriers are related to product quality, price sensitivity and even ethical concerns associated with Adidas. A decline in perceived quality also negatively impacts brand loyalty, whereas the high product prices of Adidas deter budget-conscious students. The ethical concerns raise ethical considerations which further raise questions about the brand’s values. Therefore, it can be concluded that although UK university students are attracted to trendy designs, conflicts with sustainability concerns further complicate their purchase decisions. The study confirmed that a strong correlation exists between brand loyalty and repurchase intentions. However, for that, Adidas has to be careful about its product quality, pricing and marketing strategies. Emotional advertisement can be considered by Adidas to cultivate long-term loyalty. The students recognise brand value which enhances trust and emotional engagement. Trust and emotional engagement are essential for cultivating long-term loyalty and also purchase decisions of Adidas products among university students.           
[bookmark: _zibybas2hfr5][bookmark: _Toc178625028][bookmark: _Toc179723156]6.2 Linking with Objectives
The first objective is addressed in the LR section 2.4.1 and findings section 4.3.1 which identified different factors that influence the purchasing intentions of university students. The research findings conclude that positive brand perception is the main factor that influences the purchasing intentions of university students for Adidas products. However, this brand perception is combinedly and shaped by other sub-factors. These are product quality, brand equity, image, reputation, style and comfort, elegance and trends, peer influence, diverse brand portfolio and product innovation. It is found that product quality is the most influential factor whereas brand portfolio is the less influential factor of Adidas.
The second objective is achieved in LR section 2.4.2 and findings section 4.3.2 which identified different digital marketing strategies and their impacts on shaping the purchasing decisions of university students. The findings conclude that influencer marketing is the most influential tactic. It can be understood that university students are easily influenced by the reviews and recommendations offered by influencers. Adidas also adopted this strategy to capture a general audience and make its products available to all. Moreover, Adidas also offers personalised product recommendations through its digital app which makes customers feel valued and connected to the brand thereby shaping their purchasing decisions. Other than these, university students are also influenced by social media ads, online banners and user-generated content. This increases Adidas’s brand appeal to the students and influences their purchasing decisions. 
The LR findings in 2.4.3 and primary findings in 4.3.3 highlighted the influence of brand loyalty on the repurchasing intentions of university students for Adidas products. Some of the key factors that promote brand loyalty of university students for Adidas products include brand image, product quality and emotional advertising. These factors enhance customer satisfaction and drive brand loyalty followed by repurchasing decisions and positive recommendations. The findings emphasise the fact that Adidas is efficient in fostering brand loyalty among university students in the UK by emphasising relevant and potential marketing tactics. As a result, it develops positive word-of-mouth and facilitates the long-term success of the chosen brand.
The fourth objective is addressed in LR section 2.4.4 and findings section 4.3.4. The findings conclude that price sensitivity is the most influential barrier that could reduce the purchasing frequency of university students. This means higher prices might reduce the likelihood of purchasing Adidas products. The findings of this objective resonate with objective 1 which emphasised the influence of product quality. As higher quality is the most significant factor influencing customer satisfaction, degradation of this quality causes immense dissatisfaction. As a result, this develops negative brand perception and brand image thereby reducing the purchasing intentions. Furthermore, Adidas’s operations to comply with fast-fashion trends include various unethical practices which also lower the purchasing intentions of university students towards Adidas products.
[bookmark: _Toc179723157]6.3 Research Contribution and Implications
This research has a significant contribution to the luxury fashion industry and not just Adidas. Brands that operate in the luxury fashion sector can comprehend what customers, particularly university students prefer the most or factors they consider before choosing a brand. Accordingly, those brands can design products, services and even marketing strategies. Most importantly, luxury brands can also recognise barriers in influencing the purchase intentions of customers. These brands can make strategies accordingly so that these barriers can be easily mitigated and customers choose their brands over any other in the market. Customer satisfaction is the key to organically raising revenues through positive word-of-mouth. Satisfied customers not only make repeated purchases from a brand but also recommend peers. Thus, brands can attract new customers without spending much on marketing. In the past, no other research specifically focused on UK university students and their purchase intentions as well as brand loyalty of Adidas.       
[bookmark: _306uyvnw5atz][bookmark: _Toc179723158]6.4 Research Limitations and Future Scope
The results of this study were dependent on inferential statistics mainly. Correlation and regression analysis were done to achieve the research objectives. The major limitation of using correlation is that it does not imply causation (van't Hoff, 2024). Even if two variables are correlated, it does not mean one causes the other to change. Moreover, correlations only measure linear relationships. Non-linear relationships between variables might not be measured. Similarly, Regression also assumes a linear relationship between the independent and dependent variables (Osborne and Waters, 2019). If the relationship is non-linear, the model may not fit well. The quantitative analysis only helped in capturing the linear relations and failed to capture the variability and complexity in the behaviour of university students towards purchasing luxury brands like Adidas. Therefore, in future research, a mixed methodological approach can be considered, where primary qualitative data can be gathered from university students in the UK. Primary data will not only allow gaining the latest objective-precise data but also help in comprehending complex and subjective factors that facilitate buying and repeat buying behaviours. Semi-structured interviews can be considered to gather primary qualitative data, whereas the survey can be conducted to gather primary quantitative data. This approach will help in understanding the consumer buying behaviour of university students in the UK towards the luxury fashion brand Adidas. 
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[bookmark: _jmfitx3ur9zn][bookmark: _Toc178625030][bookmark: _Toc179723160]6.5.1 Introducing Flexible Payment System
Price sensitivity is a major barrier to the purchasing decisions of university students for Adidas Products. Therefore, Adidas can introduce a “flexible payment option” for the students to overcome the barrier of price sensitivity. 
	Specific
	Adidas can introduce flexibility in its payment system which would enable students to pay for high-end products through instalments (Pratika et al. 2021). This will offer financial flexibility to price-sensitive university students in the UK.

	Measurable
	The effectiveness of this strategy will be measured by an increase in the sale of 15% to university students through the flexible payment system. 

	Achievable
	The recommended strategy can be achieved by collaborating with financial technology organisations that offer buy now and pay later services to customers (FUNG, 2024). For example, Klarna and AfterPay (Clearpay in UK) are two such companies that offer this service for customers who purchase products from online stores (Clearpay, 2024; Klarna UK, 2024)

	Relevant
	The strategy is highly relevant because it will meet the needs of price-sensitive customers (here, university students) who could not buy Adidas products due to financial constraints. As a result, Adidas can increase its sales among the student demographics. 

	Time-bound
	The process of collaboration with the financial partners and the full-scale operations of flexible payment system might require 3 months to 6 months.


[bookmark: _Toc178625101]Table 6.1: SMART Recommendation 1

[bookmark: _tmynsrsbi7oh][bookmark: _Toc178625031][bookmark: _Toc179723161]6.5.2 Organising pop-up events on university campuses
Some offline marketing such as organising pop-up events can also significantly influence these students to buy Adidas products. 
	Specific
	Adidas can organise both on-campus and virtual events at different universities of the UK (Gary, 2017). This will offer them both interactive and immersive experience in the form of product trial and exclusive student rewards and discounts on Adidas products.

	Measurable
	The effectiveness of this strategy can be measured by an increase in conversion rate by 25% and brand mentions on social media platforms by 15%.

	Achievable
	Adidas should collaborate with sports clubs and student unions of different universities in the UK. Necessary budget allocation is also recommended for this purpose. 

	Relevant
	The strategic recommendation is relevant because it will develop positive brand awareness for Adidas products among the chosen demographic (Arias, 2024). This is because fun and interactive experiences offered through pop-up events will resonate with the students’ lifestyle and influence their purchasing decisions.

	Time-bound
	6 months to 1 year.
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1. What is your age?
a) 18-25
b) 26-30
c) 31-35
d) Above 35
2. What is your gender?
a) Male
b) Female
c) Prefer not to say
3. What is your current education level?
a) Undergraduate
b) Post Graduate
Questions based on ratings where 1 means extremely poor or strong disagreement and 10 means the best and strong agreement. 
4. Please rate your purchase frequency and satisfaction rate from 1 to 10.
Objective 1
5. Please rate the product quality of Adidas from 1 to 10.
6. Please rate brand equity, image and reputation of Adidas from 1 to 10. 
7. Please rate Adidas’s products based on style and comfort
8. Please rate Adidas’s products based on the customised high-fashion streetwear which enables you to look elegant and trendy.
9. From 1 to 10, please rate the impacts of peer influence on your purchasing behaviour
10. Could you rate the diversity of Adidas’s brand portfolio from 1 to 10?
11. Continuous product innovation of Adidas attracts me towards the brand and make purchasing decisions. Please rate the sentence from 1 to 10.
Objective 2
12. How much would you rate Adidas’s social media ads from 1 to 10?
13. I explore products of Adidas through online banners and sponsored posts. Please rate this statement from 1 to 10
14. How much would you rate for user-generated content posted by Adidas between 1 and 10
15. Please rate Adidas’s targeted advertising campaigns from 1 to 10.
16. How much would you rate the effectiveness of personalised email follow-ups and recommendations from 1 to 10.
17. Do your product reviews and recommendations by influencers impacts your purchasing behaviour? Please rate from 1 to 10                                  
Objective 3
18. On a scale of 1-10, how far do you believe that Adidas' products and marketing tactics resonate with your personal values and lifestyle?
19. Please rate your loyalty towards Adidas despite the price from 1 to 10.
20. Please rate the probability of your repeat purchasing intentions for Adidas products from 1 to 10
21. Please rate the likelihood of recommending Adidas to friends and family from 1 to 10
Objective 4
22. Will you buy from Adidas if the quality gets degraded? Please rate the statement from 1 to 10.
23. To what extent do you agree that price sensitivity often affects your purchasing decisions from luxury brands. Please rate from 1 to 10
24. Please rate your probability of purchasing from 1 to 10 if Adidas practices unethical operations.
25. How much would you rate the fast-fashion trend of Adidas and its impact on your purchasing decisions. 
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	Mean
	Median
	Mode
	Std. Deviation

	1.What is your age?
	1.40
	1.00
	1
	.639

	2.What is your gender?
	1.44
	1.00
	1
	.501

	3.What is your current education level?
	1.10
	1.00
	1
	.303

	4.Purchase frequency and satisfaction level
	7.70
	8.00
	8
	2.073

	5. Product Quality
	7.80
	8.00
	10
	2.204

	6. Brand equity, image and reputation
	7.86
	8.00
	8
	1.969

	7. Style and comfort of products
	7.94
	8.00
	8
	1.834

	8. Elegant and trendy customized high-fashion streetwear
	7.66
	8.00
	7
	1.934

	9. Role of peer influence
	7.58
	8.00
	8
	2.071

	10. Diversity of brand portfolio
	7.80
	8.00
	9
	1.895

	11. Continuous product innovation
	7.68
	8.00
	8a
	1.994

	12. Effectiveness of social media ads
	7.64
	8.00
	9
	2.292

	13. Online banners and sponsored posts.
	7.62
	8.00
	8
	2.118

	14. Impacts of user-generated content posted by Adidas
	7.72
	8.00
	7a
	1.841

	15. Targeted advertising campaigns of Adidas
	7.70
	8.00
	7a
	1.810

	16. Personalized email follow-ups and recommendations
	7.84
	8.00
	9
	2.004

	17.  Product reviews and recommendations by influencers
	7.62
	8.00
	8
	2.009

	18. Resonance of marketing tactics with personal values
	7.62
	8.00
	8a
	2.019

	19. Brand loyalty
	8.24
	8.00
	10
	1.519

	20. Repeat purchasing intentions
	8.00
	8.00
	9a
	1.927

	21. Likelihood of recommending Adidas to friends and family
	7.94
	8.00
	8a
	1.867

	22. Quality degradation
	6.60
	7.00
	10
	2.976

	23. Price sensitivity
	7.70
	8.00
	8
	1.887

	24. Unethical operations
	7.38
	8.00
	10
	2.338

	25. Fast-fashion trends
	7.92
	8.00
	8
	1.676







	What is your age?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	18-25
	34
	68.0
	68.0
	68.0

	
	26-30
	12
	24.0
	24.0
	92.0

	
	31-35
	4
	8.0
	8.0
	100.0

	
	Total
	50
	100.0
	100.0
	




	What is your gender?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Female
	22
	44.0
	44.0
	44.0

	
	Male
	28
	56.0
	56.0
	100.0

	
	Total
	50
	100.0
	100.0
	




	What is your current education level?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Postgraduate
	45
	90.0
	90.0
	90.0

	
	Undergraduate
	5
	10.0
	10.0
	100.0

	
	Total
	50
	100.0
	100.0
	




	Please rate your purchase frequency and satisfaction rate from 1 to 10.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	2
	2
	4.0
	4.0
	4.0

	
	4
	2
	4.0
	4.0
	8.0

	
	5
	4
	8.0
	8.0
	16.0

	
	6
	4
	8.0
	8.0
	24.0

	
	7
	6
	12.0
	12.0
	36.0

	
	8
	12
	24.0
	24.0
	60.0

	
	9
	9
	18.0
	18.0
	78.0

	
	10
	11
	22.0
	22.0
	100.0

	
	Total
	50
	100.0
	100.0
	




	Please rate the product quality of Adidas from 1 to 10.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	1
	2.0
	2.0
	2.0

	
	3
	1
	2.0
	2.0
	4.0

	
	4
	4
	8.0
	8.0
	12.0

	
	5
	3
	6.0
	6.0
	18.0

	
	6
	1
	2.0
	2.0
	20.0

	
	7
	7
	14.0
	14.0
	34.0

	
	8
	11
	22.0
	22.0
	56.0

	
	9
	8
	16.0
	16.0
	72.0

	
	10
	14
	28.0
	28.0
	100.0

	
	Total
	50
	100.0
	100.0
	




	Please rate brand equity, image and reputation of Adidas from 1 to 10.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	1
	2.0
	2.0
	2.0

	
	2
	1
	2.0
	2.0
	4.0

	
	4
	1
	2.0
	2.0
	6.0

	
	5
	1
	2.0
	2.0
	8.0

	
	6
	5
	10.0
	10.0
	18.0

	
	7
	8
	16.0
	16.0
	34.0

	
	8
	13
	26.0
	26.0
	60.0

	
	9
	9
	18.0
	18.0
	78.0

	
	10
	11
	22.0
	22.0
	100.0

	
	Total
	50
	100.0
	100.0
	




	Please rate Adidasâ€™s products based on style and comfort.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	2
	1
	2.0
	2.0
	2.0

	
	3
	1
	2.0
	2.0
	4.0

	
	5
	2
	4.0
	4.0
	8.0

	
	6
	6
	12.0
	12.0
	20.0

	
	7
	5
	10.0
	10.0
	30.0

	
	8
	17
	34.0
	34.0
	64.0

	
	9
	5
	10.0
	10.0
	74.0

	
	10
	13
	26.0
	26.0
	100.0

	
	Total
	50
	100.0
	100.0
	




	Please rate Adidasâ€™s products based on the customized high-fashion streetwear which enables you to look elegant and trendy.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	2
	1
	2.0
	2.0
	2.0

	
	3
	1
	2.0
	2.0
	4.0

	
	4
	2
	4.0
	4.0
	8.0

	
	6
	8
	16.0
	16.0
	24.0

	
	7
	12
	24.0
	24.0
	48.0

	
	8
	7
	14.0
	14.0
	62.0

	
	9
	8
	16.0
	16.0
	78.0

	
	10
	11
	22.0
	22.0
	100.0

	
	Total
	50
	100.0
	100.0
	




	From 1 to 10, please rate the impacts of peer influence on your purchasing behavior.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	2
	1
	2.0
	2.0
	2.0

	
	3
	3
	6.0
	6.0
	8.0

	
	4
	1
	2.0
	2.0
	10.0

	
	5
	1
	2.0
	2.0
	12.0

	
	6
	6
	12.0
	12.0
	24.0

	
	7
	9
	18.0
	18.0
	42.0

	
	8
	12
	24.0
	24.0
	66.0

	
	9
	6
	12.0
	12.0
	78.0

	
	10
	11
	22.0
	22.0
	100.0

	
	Total
	50
	100.0
	100.0
	




	Could you rate the diversity of Adidas€™s brand portfolio from 1 to 10.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	2
	2
	4.0
	4.0
	4.0

	
	4
	1
	2.0
	2.0
	6.0

	
	5
	3
	6.0
	6.0
	12.0

	
	6
	2
	4.0
	4.0
	16.0

	
	7
	10
	20.0
	20.0
	36.0

	
	8
	11
	22.0
	22.0
	58.0

	
	9
	13
	26.0
	26.0
	84.0

	
	10
	8
	16.0
	16.0
	100.0

	
	Total
	50
	100.0
	100.0
	




	Continuous product innovation of Adidas attracts me towards the brand and make purchasing decisions. Please rate the sentence from 1 to 10.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	2
	1
	2.0
	2.0
	2.0

	
	4
	4
	8.0
	8.0
	10.0

	
	5
	3
	6.0
	6.0
	16.0

	
	6
	3
	6.0
	6.0
	22.0

	
	7
	9
	18.0
	18.0
	40.0

	
	8
	11
	22.0
	22.0
	62.0

	
	9
	8
	16.0
	16.0
	78.0

	
	10
	11
	22.0
	22.0
	100.0

	
	Total
	50
	100.0
	100.0
	




	How much would you rate Adidasâ€™s social media ads from 1 to 10.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	1
	2.0
	2.0
	2.0

	
	2
	1
	2.0
	2.0
	4.0

	
	3
	2
	4.0
	4.0
	8.0

	
	4
	1
	2.0
	2.0
	10.0

	
	5
	5
	10.0
	10.0
	20.0

	
	6
	1
	2.0
	2.0
	22.0

	
	7
	8
	16.0
	16.0
	38.0

	
	8
	8
	16.0
	16.0
	54.0

	
	9
	12
	24.0
	24.0
	78.0

	
	10
	11
	22.0
	22.0
	100.0

	
	Total
	50
	100.0
	100.0
	




	I explore products of Adidas through online banners and sponsored posts. Please rate this statement from 1 to 10.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	2
	1
	2.0
	2.0
	2.0

	
	3
	2
	4.0
	4.0
	6.0

	
	4
	3
	6.0
	6.0
	12.0

	
	5
	3
	6.0
	6.0
	18.0

	
	6
	2
	4.0
	4.0
	22.0

	
	7
	7
	14.0
	14.0
	36.0

	
	8
	14
	28.0
	28.0
	64.0

	
	9
	7
	14.0
	14.0
	78.0

	
	10
	11
	22.0
	22.0
	100.0

	
	Total
	50
	100.0
	100.0
	




	How much would you rate for user-generated content posted by Adidas between 1 and 10.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	3
	2
	4.0
	4.0
	4.0

	
	5
	4
	8.0
	8.0
	12.0

	
	6
	6
	12.0
	12.0
	24.0

	
	7
	10
	20.0
	20.0
	44.0

	
	8
	8
	16.0
	16.0
	60.0

	
	9
	10
	20.0
	20.0
	80.0

	
	10
	10
	20.0
	20.0
	100.0

	
	Total
	50
	100.0
	100.0
	




	Please rate Adidasâ€™s targeted advertising campaigns from 1 to 10.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	3
	1
	2.0
	2.0
	2.0

	
	4
	2
	4.0
	4.0
	6.0

	
	5
	3
	6.0
	6.0
	12.0

	
	6
	5
	10.0
	10.0
	22.0

	
	7
	11
	22.0
	22.0
	44.0

	
	8
	11
	22.0
	22.0
	66.0

	
	9
	6
	12.0
	12.0
	78.0

	
	10
	11
	22.0
	22.0
	100.0

	
	Total
	50
	100.0
	100.0
	




	How much would you rate the effectiveness of personalized email follow-ups and recommendations from 1 to 10.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	2
	1
	2.0
	2.0
	2.0

	
	3
	1
	2.0
	2.0
	4.0

	
	4
	2
	4.0
	4.0
	8.0

	
	5
	2
	4.0
	4.0
	12.0

	
	6
	6
	12.0
	12.0
	24.0

	
	7
	6
	12.0
	12.0
	36.0

	
	8
	8
	16.0
	16.0
	52.0

	
	9
	13
	26.0
	26.0
	78.0

	
	10
	11
	22.0
	22.0
	100.0

	
	Total
	50
	100.0
	100.0
	




	Do your product reviews and recommendations by influencers impacts your purchasing behaviour? Please rate from 1 to 10.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	2
	1
	2.0
	2.0
	2.0

	
	4
	5
	10.0
	10.0
	12.0

	
	5
	2
	4.0
	4.0
	16.0

	
	6
	4
	8.0
	8.0
	24.0

	
	7
	7
	14.0
	14.0
	38.0

	
	8
	13
	26.0
	26.0
	64.0

	
	9
	8
	16.0
	16.0
	80.0

	
	10
	10
	20.0
	20.0
	100.0

	
	Total
	50
	100.0
	100.0
	




	On a scale of 1-10, how far do you believe that Adidas' products and marketing tactics resonate with your personal values and lifestyle?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	3
	3
	6.0
	6.0
	6.0

	
	4
	2
	4.0
	4.0
	10.0

	
	5
	3
	6.0
	6.0
	16.0

	
	6
	3
	6.0
	6.0
	22.0

	
	7
	10
	20.0
	20.0
	42.0

	
	8
	11
	22.0
	22.0
	64.0

	
	9
	7
	14.0
	14.0
	78.0

	
	10
	11
	22.0
	22.0
	100.0

	
	Total
	50
	100.0
	100.0
	




	Please rate your loyalty towards Adidas despite the price from 1 to 10.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	4
	2
	4.0
	4.0
	4.0

	
	6
	2
	4.0
	4.0
	8.0

	
	7
	12
	24.0
	24.0
	32.0

	
	8
	12
	24.0
	24.0
	56.0

	
	9
	8
	16.0
	16.0
	72.0

	
	10
	14
	28.0
	28.0
	100.0

	
	Total
	50
	100.0
	100.0
	




	Please rate the probability of your repeat purchasing intentions for Adidas products from 1 to 10.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	1
	2.0
	2.0
	2.0

	
	3
	1
	2.0
	2.0
	4.0

	
	5
	2
	4.0
	4.0
	8.0

	
	6
	6
	12.0
	12.0
	20.0

	
	7
	6
	12.0
	12.0
	32.0

	
	8
	10
	20.0
	20.0
	52.0

	
	9
	12
	24.0
	24.0
	76.0

	
	10
	12
	24.0
	24.0
	100.0

	
	Total
	50
	100.0
	100.0
	




	Please rate the likelihood of recommending Adidas to friends and family from 1 to 10.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	1
	2.0
	2.0
	2.0

	
	4
	1
	2.0
	2.0
	4.0

	
	5
	3
	6.0
	6.0
	10.0

	
	6
	4
	8.0
	8.0
	18.0

	
	7
	8
	16.0
	16.0
	34.0

	
	8
	11
	22.0
	22.0
	56.0

	
	9
	11
	22.0
	22.0
	78.0

	
	10
	11
	22.0
	22.0
	100.0

	
	Total
	50
	100.0
	100.0
	





	Will you buy from Adidas if the quality gets degraded? Please rate the statement from 1 to 10.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	7
	14.0
	14.0
	14.0

	
	3
	1
	2.0
	2.0
	16.0

	
	4
	3
	6.0
	6.0
	22.0

	
	5
	6
	12.0
	12.0
	34.0

	
	6
	3
	6.0
	6.0
	40.0

	
	7
	6
	12.0
	12.0
	52.0

	
	8
	7
	14.0
	14.0
	66.0

	
	9
	8
	16.0
	16.0
	82.0

	
	10
	9
	18.0
	18.0
	100.0

	
	Total
	50
	100.0
	100.0
	




	To what extent do you agree that price sensitivity often affects your purchasing decisions from luxury brands. Please rate from 1 to 10.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	1
	2.0
	2.0
	2.0

	
	4
	1
	2.0
	2.0
	4.0

	
	5
	4
	8.0
	8.0
	12.0

	
	6
	6
	12.0
	12.0
	24.0

	
	7
	8
	16.0
	16.0
	40.0

	
	8
	11
	22.0
	22.0
	62.0

	
	9
	10
	20.0
	20.0
	82.0

	
	10
	9
	18.0
	18.0
	100.0

	
	Total
	50
	100.0
	100.0
	




	Please rate your probability of purchasing from 1 to 10 if Adidas practices unethical operations?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	1
	2.0
	2.0
	2.0

	
	2
	2
	4.0
	4.0
	6.0

	
	3
	1
	2.0
	2.0
	8.0

	
	4
	2
	4.0
	4.0
	12.0

	
	5
	4
	8.0
	8.0
	20.0

	
	6
	4
	8.0
	8.0
	28.0

	
	7
	8
	16.0
	16.0
	44.0

	
	8
	9
	18.0
	18.0
	62.0

	
	9
	9
	18.0
	18.0
	80.0

	
	10
	10
	20.0
	20.0
	100.0

	
	Total
	50
	100.0
	100.0
	




	How much would you rate the fast-fashion trend of Adidas and its impact on your purchasing decisions.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	3
	1
	2.0
	2.0
	2.0

	
	5
	5
	10.0
	10.0
	12.0

	
	6
	2
	4.0
	4.0
	16.0

	
	7
	10
	20.0
	20.0
	36.0

	
	8
	12
	24.0
	24.0
	60.0

	
	9
	10
	20.0
	20.0
	80.0

	
	10
	10
	20.0
	20.0
	100.0

	
	Total
	50
	100.0
	100.0
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12. How much would you rate Adidasa€ ™s social media ads from 1 to 10.
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14. How much would you rate for user-generated content posted by Adidas between 1 and 10.





image28.png
15. Please rate Adidasa€™s targeted advertising campaigns from 1 to 10.
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19. Please rate your loyalty towards Adidas despite the price from 1 to 10.
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20. Please rate the probability of your repeat purchasing intentions for Adidas products from 1 to 10.
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22. Will you buy from Adidas if the quality gets degraded? Please rate the statement from 1 to 10.
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24. Please rate your probability of purchasing from 1 to 10 if Adidas practices unethical operations?
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25. How much would you rate the fast-fashion trend of Adidas and its impact on your purchasing decisions.
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