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[bookmark: _Toc2007362528]Introduction
Sustainability is slowly becoming one of the most important strategic topics in today’s world and especially in fashion and sportswear line. Adidas is among the world’s leading sports apparels that has adopted sustainable business strategies as competitive advantages (Patras, 2021). The research question of this study is to explore how sustainability is being implemented in Adidas’ marketing mix and how it affects the consumers’ attitude towards the brand.
[bookmark: _Toc597991335]Background
Currently, many big global firms like Adidas have incorporated environmentalism into the production, supply, and selling of their products. Some of Adidas best proofs of its commitment to sustainability include the actions such as collaborations with Parley for the Oceans and the specific company’s pledges on the reduction of use of plastics (Niskanen, 2019). But there is need to look deeper on how these strategies help in enhancing the feeling of the consumer and the brand equity.
[image: Adidas x Parley | Plastic is the problem. Innovation is the solution.]
Figure 1: Adidas x Parley Project
(Source: Niskanen, 2019)
[bookmark: _Toc287044970]Problem Statement
However, it is still unclear whether the commitment to sustainability has the positive impact on customers’ trust and their intentions to buy the product in Adidas or not (Sicoli et al., 2019). This work will evaluate the impact of the sustainability initiatives in the marketer communication and the impact on the brand image of Adidas.
[bookmark: _Toc1380756655]Research Rationale
The importance of this study is that it extends the understanding of the application of sustainable marketing for the brand positioning and customers’ engagement. The study will be useful for brands that are interested in implementing sustainability concepts in their marketing campaigns.
[bookmark: _Toc1966232899]Aims, Goals, and Research Questions
[bookmark: _Toc2086019798]Aim
The purpose of this research is to explore how sustainability is incorporated in Adidas’ marketing communications and its effects on the consumers.
[bookmark: _Toc2035999170]Objectives
1. To assess the position of sustainability in the marketing mix of Adidas.
2. To assess the type of partnerships Adidas has had with environmental organizations and the impact of those partnerships on brand image.
3. To assess the feeling of consumers on the sustainability strategies implemented by Adidas.
4. To assess the impact of sustainable marketing on Adidas' brand equity and competitive advantage.
[bookmark: _Toc1872047906]Research Questions
1. How can Adidas incorporate sustainability into the company’s marketing communication and promotional strategies?
2. In what way do organizations such as Parley for the Oceans contribute to Adidas’ brand identity?
3. What are the beliefs that consumers have about sustainability in the Adidas organization?
4. The role of Adidas’ sustainability marketing strategies on brand image and competitive position.

[bookmark: _Toc1011985853]Literature Review
[bookmark: _Toc1522627987]Sustainability in Marketing
[image: Kermit the Frog x Adidas' Sustainability Campaign | Latana]
Figure 2: Adidas' Sustainability Campaign
(Source: Jung et al. 2020)
Sustainable marketing has appeared as a significant aspect of how firms carry out their business activities while being environmentally conscious and profitable overall. It means selling goods and services that are environmentally friendly for the consumer, company, and the society but at the same time being financially sustainable and profitable. As Jung et al. (2020) suggest, when firms incorporate sustainability to their marketing mix, they usually have more loyal customers as there is a growing concern on the environmental impact of the products that one is using. The change towards sustainability is especially visible in the fashion and sportswear industries since companies are increasingly under pressure about their impact on the environment. With Adidas as one of the key players in the sports apparel industry, it has embraced green marketing to conform with the market trends and benchmark. 
The company also uses recycled materials, uses sustainable production, and takes part in large sustainability campaigns, including Parley for the Oceans, where materials are turned into athletic shoes and clothing made from plastics collected in the ocean (Patras, 2021). Adidas has also had goals of environmental production such as no use of polyester and reducing the amount of carbon footprint. Thus, by adopting sustainability as one of the company’s values, Adidas strengthens its brand image and positions itself as a unique player in the market. However, there are still many problems that persist when it comes to making sustainable practices not just superficial marketing ploys. The problem of greenwashing also lies in the fact that overemphasizing the sustainability of a product can lead to the loss of consumers’ confidence if the company is not able to fulfil its promises. The same as any other global brands, Adidas must ensure that it is as transparent with its sustainability agenda, as it is lofty to meet the expectations and support consumer trust (Niskanen, 2019).
[bookmark: _Toc759860779]Consumer Perception of Sustainability
[image: Sustainability remains a strong consumer concern—they just don't trust  brands' eco-claims - Agility PR Solutions]
Figure 3: Consumer Trust in Brands' Sustainability Claims
(Source: Silva et al. 2022)
[bookmark: _Int_KFIeb5rl]Consumer perceptions towards sustainability have shifted over the course of the recent years influencing the buying behaviour in different industries. The increase in knowledge of climate change, waste pollution together with ethical issues such as labour rights has made customer become conscious of the brands they choose to support. According to the study by Silva et al. (2022), it has been found that organizations that make their sustainability efforts easily understandable to the customer experience increased consumer attentiveness, customer loyalty, and trust. On the other hand, this has the disadvantage of potentially repelling the environmentally conscious consumers when the brand does not offer information about its sustainability efforts. Adidas has capitalized on the growing client awareness for such items by introducing some products under the Prime green and Prime blue categories that embrace the use of recycled products in the production of sports wears and sports shoes. These products not only address the needs of the green consumer base but also prove Adidas’ environmental consciousness. 
[bookmark: _Int_3TR8pHoX][bookmark: _Int_oV9I6C3O]Moreover, it has continued to create awareness on sustainability where it has used its marketing strategies such as online, physical stores and product packaging and labelling to pass the information to the consumers. Peculiarity of transparency is a crucial factor in the eye of the consumers. Today’s consumer is sceptical of purely millennial sustainability claims and demands proofs and figures about the impact of a brand (Niskanen, 2019). To address this challenge, Adidas has had to come up with annual sustainability reports that show its performance in the environmental aims. These reports also contribute to the strengthening of the consumer confidence in the brand. However, the problem is that Adidas has competitors in the market such as Nike and Puma, which have also adopted sustainability into their business strategies. Thus, while consumer perception is an important part of marketing, it can be influenced also by many practical applications. The company has to advance its global sustainability agenda by coming up with innovative ideas, working with other companies, and reporting on the firm’s environment stewardship activities.
[bookmark: _Toc1720565522]Brand Equity and Competitive Advantage
[image: The Aaker Model: A simple way to build brand identity | Canto]
Figure 4: The Aaker Model
(Source: Sicoli et al., 2019)
Brand equity which is the added value a brand brings to a product is also a key aspect that consumers consider while making their purchases. This paper aims to discuss the concept of brand equity, and its measurements based on Aaker’s four-dimensional model of brand equity that includes brand awareness, brand image, perceived quality and brand loyalty. Sustainability-driven marketing activities can improve each of the four dimensions and make a brand more desirable among consumers as a responsible, ethical, and high-quality brand. Sustainability has proven to be a good competitive strategy for Adidas in an extremely competitive industry. Adidas thus enhances the image of its products by engaging in sustainable innovation in areas like biodegradable sneakers and non-waste production (Sicoli et al., 2019). The target market of consumers who are conscious about the environment will tend to bond with the brand and hence make repeat purchases and recommend the brand to other people. 
[bookmark: _Int_3t6AuWwP][bookmark: _Int_tnzpK15q][bookmark: _Int_8B7FITSw][bookmark: _Int_SAK9gbwv][bookmark: _Int_roWQ9wyV]Alongside, the consumer perception has been improved and at the same time sustainability also proved to be a competitive edge of Adidas. With regards to this, companies that invest in sustainability are prepared for changing regulatory environments in the future as governments continue to place new stringent environmental standards. Adidas’ implementation of sustainability strategies places it in a better position than its competitors since it caters for the growing market of conscious consumers. However, for achieving sustainable competitive advantage, one has to invest time and energy and has to think out of the box. Subscribing to the green marketing concept is not enough; brands have to step up the process and enhance its sustainability indicators, promote ethical procurement and production, and fund innovations. The industry leader Adidas has to continue putting effort into sustainable fashion innovation and consumer satisfaction to sustain its position (Silva et al., 2022).
[bookmark: _Toc171978250]Methodology
[bookmark: _Toc1376030386]Research Approach
[bookmark: _Int_cpZaoiwR][bookmark: _Int_6Pfdzry4]This research will adopt a primary research technique where an online questionnaire will be used to gather quantitative data on consumer perceptions of Adidas sustainability strategies. The purpose is to measure how well consumers are familiar with and trust sustainability marketing practices and how these influence their buying behaviour (Rahi et al., 2019). The structured survey will include 25 to 30 MCQs that will aim at getting quantifiable information from the consumers about Adidas’ sustainability claims and brand association. This approach ensures that the impact of sustainability on the brand equity of Adidas is made in a systematic and data driven manner. The survey will be conducted online using Google Forms in order to gather participants that include consumers of Adidas products, consumers who are concerned with the use of environmentally friendly products and services, consumers who have knowledge on sustainable fashion (Sadan, 2017). The research design of the study will be a cross-sectional survey, and the sampling technique will be non-probability convenience sampling which involves using people who are easily accessible and willing to take part in the study.
[bookmark: _Toc1802934468]Survey Structure and Themes
[bookmark: _Int_lZxtmRYl][bookmark: _Int_WrIxdZVt]The survey questionnaire will be composed of four parts, namely, consumer awareness, consumer’s buying behaviour, consumer’s trust in the brand and the positive impacts of Adidas. The MCQs will be developed in a way that can easily be understood, answered and will not Favor any particular response in data collection. It will be used to assess participants’ level of agreement on specific statements about green marketing by Adidas, transparency of its supply chain, and ethical sourcing. The questionnaire will also show the impact of sustainability on customer loyalty and the credibility of sustainability communications (Vasantha Raju and Harinarayan, 2016). The number of persons to be interviewed for the sample will be at least 50 in order to meet the smallest requirement of statistical analysis. All the participants will be voluntary, and their identity will not be revealed in any form. In order to ensure that the respondents’ privacy is protected there will be adherence to ethical issues like informed consent and data confidentiality.
[bookmark: _Toc1948637488]Data Collection Process
[bookmark: _Int_JwcImYHj][bookmark: _Int_bYb5aYW4][bookmark: _Int_SYrCudou]The online survey will be conducted for four weeks in order to ensure that sufficient data is gathered for analysis. This survey will be developed using Google Forms to make it easily accessible and for people to complete. To ensure a large number of participants, the link will be shared in various platforms such as Facebook, LinkedIn, Twitter, and sustainability-related groups. Also, it will be shared on Adidas’ social media pages and sites that have the brand’s focused audience who are interested in the company’s sustainability initiatives (Vasantha Raju and Harinarayan, 2016). In order to ensure the correctness of the survey questions, their clarity, structure, and other parameters, the survey will be tested with ten respondents before the full distribution of the survey among the target population (Rahi et al., 2019). Depending on the feedback gathered any necessary amendment will be made to enhance the reliability and accuracy of the gathered data. The responses will be collected in such a manner that the participants’ identity will not be revealed and will be analysed using quantitative statistical methods.
[bookmark: _Toc1431727047]Data Analysis Techniques
[bookmark: _Int_nMjj9AsJ]The survey data collected will be analysed using Microsoft Excel as this tool can help in data processing, visualization, as well as data analysis. The descriptive statistics will entail use of percentages, means and frequency distributions in an effort to prove trends in response from the consumers (Kumar, 2023). Data visualization shall be used for the analysis of the findings. Results will be presented in form of charts, graphs, and tables from the Google Forms and Excel (Sadan, 2017). Some of them are pie charts, bar graphs, and trend lines for consumer attitude toward and buying decisions with reference to sustainability claims. In this study, Excel analysis and visualization of the results will help to figure out the specific numerical outcomes of consumers’ attitudes toward Adidas’ use of sustainability in branding strategies. The findings drawn from the study will provide a clear perspective on how sustainability affects Adidas in terms of its positioning and competitiveness in the market.
[bookmark: _Toc943642987]Timeline
	Task
	Start Date
	End Date
	Duration (Days)

	Literature Review
	28/02/2025
	14/03/2025
	15

	Research Design
	15/03/2025
	21/03/2025
	7

	Survey Development & Pilot Test
	22/03/2025
	28/03/2025
	7

	Data Collection (Survey Open)
	29/03/2025
	26/04/2025
	28

	Data Cleaning & Preparation
	27/04/2025
	30/04/2025
	4

	Data Analysis
	01/05/2025
	10/05/2025
	10

	Report Writing
	11/05/2025
	25/05/2025
	15

	Final Review & Submission
	26/05/2025
	30/05/2025
	5
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Figure 5: Gantt Chart
(Developed in MS Excel)
[bookmark: _Toc963380796]Conclusion
[bookmark: _Int_ZhLJWww8][bookmark: _Int_8U0MX7Zl]The concept of sustainability has become an essential aspect of the current marketing strategies, and Adidas has ensured that it incorporates environmental conservation strategies in its product development to enhance the brand image and customer loyalty. The research goals put forth for this study are: To evaluate the extent of Adidas’ marketing mix that has a focus on sustainability and its effect on consumer perception. Through showing and evaluating the particular elements of Adidas’ activities in the field of green marketing, partnerships, and innovations in its products, the study will allow for better understanding of how sustainability can be a source of competitive advantage in the field of sportswear. The study will be useful in enhancing the body of knowledge on how sustainable marketing strategies can be adopted into business with the aim of improving brand image and customer involvement.
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