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Abstract
Marketing sustainable sportswear is nowadays a very significant strategic instrument of global sportswear companies as consumers are getting more environmental aware and demanding of corporate sustainability proclamations. This paper considers the success of sustainability marketing in creating brand equity on the case of Adidas. The study will attempt to analyse the effects of sustainability marketing on consumer awareness, trust, brand perception, loyalty, and recommendation behaviour.
The research design embraced in the study is quantitative research based on the philosophy of positivism and the deductive methodology. The primary data were gathered using structured online questionnaire in which 118 respondents who were conversant with Adidas products and sustainability initiatives were used. Data were analysed in SPSS where descriptive statistics, correlation analysis, regression analysis, reliability testing, t-test, and chi-square analysis were used.
The results show that sustainability marketing by Adidas has a good impact on consumer-based brand equity. The respondents were found to be very aware and communicate clearly on sustainability initiatives. The findings also prove that perceived transparency and authenticity of sustainability claims have a strong influence on consumer trust, which subsequently has an affirmative impact on brand perception, repeat purchase intention, and recommendation via the word of mouth. Nevertheless, the researchers also conclude that the awareness is not a sufficient factor that can lead to the increase of loyalty, and that credibility and consistency are of utmost importance in the sustainability communication.
The paper ends with the conclusion that sustainability marketing should be provided with clear practises and with the realorganisational commitment. The results can be used in the existing literature as well as the findings in the article have produced empirical evidence on the importance of sustainability marketing in enhancing brand equity in the sportswear sector and also contribute to the practical implications of enhanced sustainable brand strategies.

Table of Contents
Chapter 1: Introduction	7
1.1 Research Background	7
1.2 Problem Statement	7
1.3 Research Aim, Objectives, and Questions	8
1.3.1 Research Aim	8
1.3.2 Research Objectives	8
1.3.3 Research Questions	8
1.4 The Rationale of the Study	9
1.5 Research Methodology	9
1.6: Dissertation Structure	10
Chapter 2: Literature Review	11
2.1 Chapter Introduction	11
2.2 Key Concepts of Sustainability Marketing and Brand Equity	11
2.3 Theoretical Review	13
2.4 Thematic Reviews	15
2.5 Empirical review	18
2.6 Literature Gap	21
2.7 Summary	21
Chapter 3: Methodology	22
3.1 Chapter Introduction	22
3.2 Research Philosophy	23
3.3 Research Approach	23
3.4 Research Design	24
3.4.1 Quantitative	24
3.5 Research Strategy	24
3.5.1 Survey	24
3.5.2 Case Study Context: Adidas	25
3.6 Data Collection Method	25
3.6.1 Primary Data Collection	25
3.6.2 Questionnaire Structure	25
3.6.3 Data Collection Procedure	26
3.7 Population and Sampling	26
3.7.1 Target Population	26
3.7.2 Sampling Method	26
3.7.3 Sample Size	27
3.8 Data Analysis Method	27
3.8.1 Descriptive Statistics	27
3.8.2 Data Presentation	27
3.9 Variables and Measurement	28
3.9.1 Independent Variables	28
3.9.2 Dependent Variables	28
3.9.3 Measurement Scales	28
3.10 Reliability and Validity	28
3.10.1 Reliability	28
3.10.2 Validity	29
3.11 Ethical Considerations	29
3.11.1 Informed Consent	29
3.11.2 Confidentiality and Anonymity	29
3.11.3 Ethical Data Handling	29
3.12 Methodological Limitations	30
3.12.1 Limited Depth	30
3.12.2 Sampling Limitations	30
3.12.3 Self-Reported Data Limitations	30
3.13 Chapter Summary	30
Chapter 4: Findings, Analysis and Discussion	31
4.1 Introduction	31
4.2 Overview of findings	31
4.3 Presentation of Findings	33
4.4 Demographic Characteristics of Respondents	46
4.5 Descriptive Analysis of Sustainability Marketing perceptions	46
4.6 Reliability Analysis	48
4.7 Correlation Analysis	49
4.8 Regression Analysis	49
4.9 Chi-Square and T-Test	50
4.10 Research questions, hypotheses testing and evidence from analysis	51
4.11 Discussion of Findings	55
4.11.1 Sustainability marketing awareness and consumers' understanding	55
4.11.2 Demographic diversity and sustainability perception	56
4.11.3 Education, Transparency and Authenticity Perception	56
4.11.4 Sustainability Marketing, Trust, and Brand Perception	56
4.12 Chapter Summary	57
Chapter 5: Conclusion and Recommendation	58
5.1 Introduction	58
5.2 Conclusion	58
5.3 Recommendations	60
5.4 Limitations	60
5.5 Future Scope	61
5.6 Final Remarks	61
References	62
Appendices	73
Appendix 1: Survey Link	73
Appendix 2: Results	73
Appendix 3: Correlation table	73
Appendix 4: Regression analysis	79
Appendix 5: Coefficients	79
Appendix 6: T-test	81



[bookmark: _Toc220090383]Chapter 1: Introduction
[bookmark: _Toc220090384]1.1 Research Background
Global branding has been a strategic concern of global brands in the previous years, specifically in the sportswear industry, where environmental impact of the production and materials, supply chains, etc. have been put into greater focus (Jaworek et al. 2021). The consumers have been becoming more environmentally conscious and they require brands to be genuinely interested in sustainability. Consequently, marketing has come to be based less on traditional performance-based messaging and more on sustainability-based marketing (Jusuf and Nuttavuthisit, 2023). Adidas, in particular, has initiated the strategies like recycling, carbon-neutral production goals, and collaboration with the activities that promote the use of environmentally friendly consumption (Hakovirta, 2024). 
These attempts are communicated through sustainability marketing, to influence positive consumer attitudes and build on the long-term relationship (Jaworek et al. 2021). Despite this trend, the actual effectiveness of sustainability marketing on trust and loyalty as well as brand preference is a disputable matter. The reason why these campaigns impact consumer behaviour and actually lead to brand equity is important to organisations, which are interested in achieving a balance between commercial objectives and sustainability issues.
[bookmark: _Toc220090385]1.2 Problem Statement
Although sustainability marketing has currently evolved into a major necessity of sportswear companies, whether these marketing practices are viable in all respects to establish consumer trust, brand loyalty and the overall brand equity is a question that is yet to be answered (Jismarket al. 2025). The sustainability message is disseminated by most organisations, though consumers tend to question the truthfulness of the statement because they are concerned about greenwashing or transparency (Bhagat, 2024). This ambiguity will compromise the desirable effectiveness of sustainability-based campaigns. In the case of Adidas, although the company has invested heavily in their sustainable materials and environmental operations, it is not evident that whether the company is in fact creating a brandequity, or simply doing what the industry needs (Riquet and Lachenaud, 2024). 
The available literature has covered sustainability practice and consumer dispositions, but not in a deeper understanding of how sustainability marketing has a direct influence on brand perception in the sportswear sector (Vizcaino and Kettunen, 2023). The issue thus is the disjuncture between the marketing operations in the area of sustainability and the measurable consumer response gained out of the marketing operations. The current study will address this research gap through the evaluation of the actual impact of sustainability marketing on the consumer perception and loyalty of Adidas consumers.
[bookmark: _Toc220090386]1.3 Research Aim, Objectives, and Questions
[bookmark: _Toc220090387]1.3.1 Research Aim
This study aims to evaluate the success of sustainability marketing in creating brand equity in the case of Adidas, primarily by focusing on how the sustainability driving campaign influences consumer trust, brand perception and loyalty. 
[bookmark: _Toc220090388]1.3.2 Research Objectives
· To explore how organisations in the sportswear industry are incorporating the sustainability values and messages in sustainable marketing campaigns. 
· To assess the effects of sustainability marketing on the perception of consumers and brand loyalty. 
· To determine the issues and constraints to applying the sustainability marketing strategies in the sportswear industry.  
· To recommend effective Strategies for the organisation in improving the effectiveness of its sustainability marketing in strengthening brand equity and customer engagement
[bookmark: _Toc220090389]1.3.3 Research Questions
· How are organisations in the sportswear industry incorporating sustainability values and messages in sustainable marketing campaigns?
· What is the impact of sustainability marketing on the perception of consumers and brand loyalty?
· What are the issues and constraints to applying the sustainability marketing strategies in the sportswear industry?
· What are the recommended strategies for the organisation in improving the effectiveness of its sustainability marketing in strengthening brand equity and customer engagement?
[bookmark: _Toc220090390]1.4 The Rationale of the Study
The research paper is significant as the aspect of sustainability has become part of competitive strategy in the sportswear sector, and its impact on brand equity is not well known. To Adidas, sustainability is considered to be not only a corporate responsibility initiative, but also a strategic branding instrument aimed at distinguishing the company among the many competitors in the market (Riquet and Lachenaud, 2024). However, consumers’ rising expectations for transparency mean that merely promoting sustainability may not be enough to build trust or loyalty. Therefore, examining whether the sustainability marketing of Adidas genuinely shapes positive consumer perception is essential to evaluate the effectiveness of its current branding approach. 
The study also provides value to the industry stakeholders through recognising obstacles faced by organisations, such as cost implications, credibility issues, and communication challenges in implementing sustainability marketing (Tinonetsana and Musariwa, 2024). Overall, the study in general provides timely information on how to enhance sustainable-driven communication in order to increase brand equity and long-term customer relationships.
[bookmark: _Toc220090391]1.5 Research Methodology
The current study uses a quantitative research method because this approach is structured and objective in nature for measuring consumer perceptions, attitudes, trust, and loyalty towards sustainability marketing used by Adidas (Ghanad, 2023). The survey has been conducted via a structured online survey in the form of closed-ended questions and Likert scale items to allow reliability and facilitation of statistical data analysis. Adidas consumers have been sampled, especially those who have been involved in sustainability programs, to ensure the acquisition of relevant information. Positivism research philosophy and deductive research approach have also been employed in the research (Ali, 2024). Through using thematic analysis, the collected information has been analysed. 



[bookmark: _Toc220090392]1.6: Dissertation Structure
The Introduction provides the aim and objectives of the research, and also include background, problem statement, and rationale. 
The Literature Review critically analyses the available literature about sustainability marketing, green consumer behaviour, and brand equity. A gap in literature has been also mentioned that make the research more significant. 
The Research Methodology describes the research methods from collection of data to interpret the result. It is included quantitative method, sampling, collection of data and the ethical concern. 
The chapter of Data Analysis and Discussion describes the statistical results and explains the impact of sustainability marketing on consumer trust, perception, and loyalty. 
Lastly, the Summary, conclusion and recommendation is to summarise the main insights, present practical recommendations to Adidas, and identify limitations as well as areas of future research.



[bookmark: _Toc220090393]Chapter 2: Literature Review
[bookmark: _Toc220090394]2.1 Chapter Introduction
The literature review has explored existing theoretical and empirical research on sustainability marketing, green consumer behaviour and brand equity in the effort to give a full background on the impact of the sustainability-led campaigns on consumer perception about Adidas. As sustainability becomes a strategic agenda in the global sportswear brands, there has been an increased scholarly interest in assessing how well the green marketing initiatives create trust, loyalty, and brand preference (Jung, 2024). The review starts with an exploration of principles of green marketing and how companies can communicate environmental values to consumers. It also examines the reaction of consumers to the assertions of sustainability with special attention to its credibility and authenticity and perceived value. Moreover, the review explores the Brand Equity Theory to learn how the sustainability messages can help in brand associations, trust, and long-term loyalty. Through a combination of the findings generated by these fields, the literature review shows some important debates, gaps, and opportunities which serve to inform the research questions. 
[bookmark: _Toc220090395]2.2 Key Concepts of Sustainability Marketing and Brand Equity
Sustainability Marketing
In sustainability marketing approach a brand or organisation focuses on the environmental and social impact of their products or services. It is a structural approach to reduce carbon footprint, integrate sustainability in the supply chain and promote long-term adaptability. According to Schreiber et al. (2025), in the footwear industry, this marketing strategy involves sourcing eco-friendly raw materials, sustainable product design, reducing waste and greenhouse emissions, consumer engagement and ethical labour practices. 
Adidas, the largest footwear manufacturer in Europe, takes some sustainability initiatives which enhance its core value as well as increase brand value. According to Adidas (2024), their sustainability goals involve reducing carbon emissions by 9% by 2025 and achieving net zero emissions by 2050. They take several initiatives, like designing sustainable footwear, FUTURECRAFT.LOOP and recycled ocean plastic by making a partnership with Parley according to Bartle, (2021). The company also organises many sustainable campaigns, such as "End Plastic Waste", "Made with Recycled Products", for circular fashion. These campaigns and take back programmes demonstrate Adidas's marketing strategy and also motivate their consumers to participation in their sustainability effort. Reid et al. (2024) stated that, the brand also values all stakeholders' expectations by promoting sustainability throughout its operations and being transparent about its annual sustainability report. 
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Figure 2.1: Adidas’s Sustainable strategies
(Source: HelpfulPapers, 2024)
By maintaining all these things, Adidas can achieve its sustainability goal and gain a competitive advantage in the global footwear industry. Zulfikar (2024) stated that, brand can also strengthen its core value, improve brand image and attract environmentally conscious consumers through its sustainable initiatives. Not only establish them as a leading footwear brand, but Adidas also acts as an environmental innovator that reforms itself according to systematic change (Patras, 2021).
Brand Equity
Brand equity is an added value beyond its functional attributes, which a company achieve through its product or service. Brand association, consumer perception, and their emotional bond with the company, trust, and loyalty are all components of brand equity. A company establish a positive brand equity by making its product sustainable, easily accessible and recognisable. According to Sutanto and Kussudyarsana(2024), when a company build positive brand equity, customers are ready to pay a high amount for its product even if they get the same product in less price from another brand. It can enhance the brand's loyalty, expand the product line, and maintain long-term success.
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Figure 2.2: Components of Brand Equity
(Source: Qualtrics, 2019)
In the global sports footwear industry, Adidas has nurtured a strong and positive brand equity through its innovative product design, cutting-edge design, high-performance athletic shoes, and recommendations by famous athletes, according to Saviolo, (2025). The iconic three-step logo, strategic sports partnerships and collaboration with fashion designers and high face value celebrities help this brand to build a substantial brand equity. Moreover, by incorporating sustainability into its marketing strategy, Adidas can boost its brand equity by attracting eco-conscious consumers. By promoting transparency in sustainable raw material sourcing, reducing carbon emissions, and fostering ethical labour practices, the brand can enhance its brand image according to Riquet and Lachenaudy (2024).
[bookmark: _Toc220090396]2.3 Theoretical Review
The theoretical framework is the scholarly foundation on which the current research examines the viability of sustainability marketing in developing trust, perception, and loyalty of consumers to the brand, and eventually brand equity of Adidas. 
Green Marketing Theory
Green Marketing Theory is the first pillar of this study. Stoica (2021) explained that this theory is applied in explaining how organisations incorporate environmental values in their marketing, product development, and communication strategies to appeal to consumers who prefer products that are ethically and sustainably made. It explains that the consumers will form other more positive attitudes towards the brand once the itfulfils their beliefs in the environmental matters such as reduction of wastes, recycling or reduction of carbon as explained by Nguyen and Mogaji (2022). The Green Marketing Theory helped the research by exploration of how Adidas conveys the message concerning their environmentally-friendly practices, such as recycled plastics, recycled plastics, or circular manufacturing, and how this message is perceived by a customer as a responsible person or organisation (Nguyen and Mogaji, 2022).
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Figure 2.3: Green Marketing Theory
(Source: Bhardwajet al. 2023)
It is also with the assistance of this theoretical lens that credibility of the message, transparency and authenticity are given. There is a risk that consumers will feel the problem of greenwashing is being exaggerated or deceived, and this may have a negative impact on the trust (Senyapar, 2024). Hence, the theory helps to study the good and the potential bad consequences of sustainability marketing.
Brand Equity Theory
The second theory is the Brand Equity, which is on the concept of actualise values generated by a brand through consumer associations, perceived quality, trust, and loyalty, which are evaluated by Mukhtar et al. (2024). In this theory, brand equity is high when the perception towards the consumers is favourable, differentiation value achieved and attachment towards the brand is created. The Brand Equity Theory was applied to this research and evaluated the potential of sustainability marketing to provide some value to the brand equity of Adidas (Ahmadian et al. 2023). Particularly, it tested the relationship between sustainability messages and the key dimensions of the brand equity including brand trust, brand perception, and brand loyalty. The theory assisted in comprehending the impact that sustainability programmeshave to brand trust and strengthen consumer association with brand values and repeat buying behaviour (Ahmadian et al. 2023).
[image: ]
Figure 2.4: Brand Equity Theory
(Source: Atilganet al. 2009)
These theories together gave a holistic approach to understanding the way in which sustainability marketing is a brand-building strategic tool. The independent variables that are explored with the help of Green Marketing Theory include sustainability messaging, environmental initiatives, and perceived authenticity (Stoica, 2021). The theory is the Brand Equity Theory, which directs the analysis of the dependent variables, such as consumer trust, consumer perception and loyalty (Supiyandiet al. 2022). Moreover, this combined framework places the research in the context of the current academic arguments. Prior literature often examines sustainability initiatives or brand equity independently, whereas little literature has directly connected sustainability marketing to the brand equity context in the sportswear category. Through the utilisation of the two theories, this study has added to the existing information and at the same time filled this gap. 
[bookmark: _tvt1xrw0mcsl][bookmark: _Toc220090397]2.4 Thematic Reviews
Integrating Sustainability Values and Messaging into Sustainable Marketing Campaigns of Adidas
According to Jung (2024), in the sportswear industry, many global organisations are incorporating sustainability values and launching several sustainability marketing campaigns, as nowadays social and environmental responsibility has become a key factor for motivating consumer choices. Adidas spread sustainability through their product promotion and digital storytelling. A company has partnered with Parley to produce eco-friendly footwear that is made from ocean-recycled plastic (Adidas, 2019). This campaign reflects its commitment to achieving the sustainability goal and influencing consumers' purchase decisions. In the modern digitalised era, Digital Marketing also plays a crucial role in promoting sustainability. 
Transparency helps the company to attract consumers and make emotional bonds, and enhance credibility. Jestratijevic et al. (2022) stated that, by disclosing data about carbon footprint, greenhouse emission and supply chain improvement sportswear brand can increase their transparency. Conversely, those companies that are accused of greenwashing damage their reputation and lose customers. According to Abu-Bakar and Almutairi (2024), by incorporating the Circular Economy Principle in their sustainability marketing, Adidas can increase consumer trust in the company's sustainability goal. For this finding, researchers are used Partial Least Squares Structural Equation Modelling (PLS-SEM) and non-parametric statistical methods. 
Evaluate the impact of sustainability marketing on consumer perception and brand loyalty.
According to Dubey et al. (2025) Sportswear brands like Adidas, which are transparent about their sustainability campaign, like recycling process, eco-friendly packaging, or ethical sourcing, strengthen consumer trust and show empathy. This approach also helps the company to make them unique respective to other traditional sportswear brands and represent itself as a leader in sustainability. Adidas sets its mission and vision, which aligns with consumers' personal choice, especially environmentally conscious consumers, and its commitment to sustainability, boosts customer satisfaction, and can lead to better engagement. By using both primary and secondary data analysis, Dhinessh Kumar (2025) stated that, many consumers are ready to pay an extra price for any particular product just because of Adidas's brand value. Nonetheless, sometimes organisations fail to meet their sustainability goals, which may damage brand reputation and can lead to consumer dissatisfaction. Şenyapar (2024) argued that when the company to not transparent about their sustainable report or recycling practices, consumers feel let down, which may lead to trust issues and diminish loyalty, through qualitative analysis that employs a thematic analysis of greenwashing and its impact. 
Jaworek et al. (2021) established that, Sustainability marketing is an important factor to enhance Brand Loyalty by developing brand image, increasing consumer trust, and contributing to transparent communication by primary data analysis using official statistical sources such as Statista and EquityRT. By applying this method, the researcher has found that marketing strategy demonstrates social and environmental duties of the brand, which appeal to Gen Z and Millennials consumers in particular, as they are environmentally conscious. By increasing brand loyalty, Adidas establishes itself as a leading sportswear brand and remains competitive in the global market.
Complications and Limitations in Implementing Sustainability Marketing in the Sportswear Industry 
Although sustainability marketing has several advantages and is significant for shaping consumer perception and building brand image, for a larger sportswear company like Adidas, the implementation is quite tricky due to it has limitations and complications. In a detailed analysis, Mukherjee and Bharti (2025) discovered that due to the fact that Adidas is a global company, and outsources almost all its production, it is quite difficult to guarantee a coherent level of sustainability, such as lessening wastefulness, recycling products across the various chain of supply.
Since sustainability is a worldwide issue, in some instances, like reporting on annual reports or issuing a policy on deforestation, they are not entirely transparent, identified by Hakovirta (2024) through the process of analysing secondary data. This weakness causes the attitude of greenwashing and mindful consumers that question their authenticity, damaging brand loyalty and affecting their credibility. Furthermore, sustainable production requires high investment. According to Lodhi et al. (2024), for producing sustainable products and promoting these things, Adidas needs to incorporate proper infrastructure, new technologies, and proper research that is cost-effective and directly impacts business profitability. Researches employed a series of case studies to find these findings. As a result, sustainable products become high in price compared to other conventional products, which can limit their accessibility, especially for price-sensitive customers. 
As the global sportswear market is super competitive, Adidas faces intense competition from its competitors like Nike and Puma. It is also a concern for Adidas, which may affect its profitability. According to Chakravarty et al. (2024), sportswear industry is volatile and there is no switching cost, eco-conscious consumers are easily shifting their choice to sustainable products. 
Recommendation for Improving Sustainability Marketing 
To mitigate the above risks and improve the effectiveness of sustainability marketing in strengthening brand equity and consumer engagement, Adidas should adopt some strategies. Through secondary data analysis, Tolegenov et al. (2024) stated that, the company should be transparent about its sustainability initiatives, focusing on authenticity and digital promotion. They can create a 3D video about their entire process from ethical sourcing to product innovation, which enhances consumer trust. The brand should create blogs, reels, and 3D videos of complex environmental issues and how they solve these (Murugesanet al. 2024). This strategy increases Adidas’s long-term loyalty as well as create an emotional bond with consumers. Instead of just sharing facts, use engaging stories and visuals to reflect the positive impact of sustainability initiatives on the environment. According to Rathore (2023), sportswear Company can also introduce robust data analytics and Artificial Intelligence to know consumer preferences through their website. Reward programme, attractive offers or discount for returning used products for recycling and exchange service is another effective strategy for improve sustainable marketing. 
[bookmark: _89ryfbzfq37k][bookmark: _Toc220090398]2.5 Empirical review
Integrating Sustainability Values and Messaging into Sustainable Marketing Campaigns of Adidas
Shee Weng (2024) has employed case study analysis of both European Union and Asia. Through this study, he explores that, initiatives like sustainable supply chain, ethical sourcing, “End plastic waste” campaign, recycled raw materials and renewable energy consumption are taken by Adidas to influence young eco-conscious consumers, increase trust and long-term brand loyalty. Through qualitative data analysis and Triple Bottom Line approach Moshood et al. (2022) found that, material Innovation is the most common approach, where a brand focuses on using recycled, renewable, and biodegradable products.
Vemuri et al. (2024) have employed quantitative data analysis through a survey questionary to gather data on 200 Indian consumers, to explore the role of several social media platforms, influencer marketing, and celebrity promotion to promote sustainability and enhance consumer awareness. By using this marketing strategy, sportswear industry strengthens its reputation and achieve long-term loyalty. Transparency and Authenticity are other significant factors to promote sustainability. Gonçalves and silva (2021) has employed qualitative research methodology in their research and found that stated, sportswear brands like Adidas must be transparent about their annual carbon report, sustainability report, and third-party certifications. Nazarian et al. (2025) have employed a quantitative research methodology. They have collected 201 consumers’ data through questionnaire method and found that clear and transparent communication enable any sportswear company to build strong emotional attachment with their consumers who value authenticity.
Evaluate the impact of sustainability marketing on consumer perception and brand loyalty.
Rastogi et al. (2024) have adopted a mixed method research method approach incorporating descriptive and casual methods was used. They collected data from 302 participants. Through this research, researchers are found that, sustainability marketing has taken center stage in the current business environment, empowers the perception of consumers and brand loyalty positively through a stronger brand loyalty in the long-run, greater trust, and emotional connections with young customers who are environmentally conscious. Kothari et al. (2025) have employed a quantitative approach for these findings. A total of 500 valid responses were subjected to exploratory and confirmatory factor analysis, and the hypotheses were tested via structural equation modelling.They found thatCredibility and authenticity of a brand about sustainability messages is a key determinant of Consumer Perception.
By employing a quantitative survey methodology to gather data from 50 respondents, Rahman (2025) found that, sustainable promotion through social media, increase repeat purchase are retain consumers. When an individual believes that brands are transparent about its commitment towards sustainability, they are more likely to remain loyal and create an emotional bond with the brand. Through a qualitative case study analysis, Wu (2025) found that, sportswear companies also mitigate greenwashing through their authenticity and consumer relationship. Moreover, according to Borah et al. (2023) sustainability initiatives also improve Adidas's product quality and value, as consumers who are worried about pollution, directly associated with the company's sustainable innovation. The findings based on primary data analysis by using a structured questionnaire and engaging 259 manufacturing firm.
Complications and Limitations in Implementing Sustainability Marketing in the Sportswear Industry 
By analysing over 150 peer-reviewed articles and industry report, Esan et al. (2024) found that, one of the significant challenges for this company is maintain and control a diverse supply chain and ensure ethical labour practice consistently. Adanma and Ogunbiy (2024) have employed a combination of systematic literature review and content analysis, they scrutinises peer-reviewed articles, policy documents, and reports from 2014 to 2024. The methodology encompasses a structured search strategy across major databases, applying specific inclusion and exclusion criteria. The findings revealsthat, differences in regulatory compliance, economic policies and political environments also hamper company’s capacity to promote sustainability. 
Another obstacle to the sustainable marketing of the sportswear industry is consumer distrust and greenwashing claims. Santos et al. (2024) have employed a survey design using cross-sectional primary data from 420 Portuguese consumers who identified and recognized brands engaged in greenwashing. They stated that, if a company’s marketing claimnotalign with their operational performance, it may be perceived as a greenwashing and have adverse effect on brand image. Moreover, balancing between sustainability and efficiency is another challenge for Adidas. Through bibliometric analysis of 545 studies on sustainable material published in between 1999-2023, Popescu et al. (2024) stated that, some sustainable materials still endeavour to match their performance level with conventional synthetic products, which have high durability and longevity.
Recommendation for Improving Sustainability Marketing 
To overcome the challenges and strengthen sustainability marketing, sportswear companies are adopt some strategies. By employing mixed method research approach, Jain and Mitra (2025) stated that, by using third-party certifications like Fair Trade and Global Recycled Standard, Adidas can validate sustainability claims. These findings also reveal the significance of standardised global guidelines, personalised support and transparency. By employing quantitative research of 311 samples collected from tourism and hospitality firms in Taiwan, Liu and Dong (2021) found that, technological advancement is playing significant role in improving sustainability marketing. By using digital storytelling, production videos and behind-the-scene documentaries, companies areenhance their green marketing. According to Gong et al. (2023) have employed primary data analysis through a self-administrated questionnaire was distributed to 393 potential purchasers. They explore that sportswear companies can enhance consumer engagement and involve customers in its sustainability campaign, ultimately improving its long-term loyalty.
[bookmark: _Toc220090399]2.6 Literature Gap
Despite the useful information presented by current literature on sustainability, branding, and consumer behaviour, there are still a number of research gaps in the knowledge on how effective sustainability marketing is in the context of the sportswear industry. In the previous studies, the elements of brand success are identified, like innovation and global visibility (Jaworek et al. 2021), but there is a small amount of analysis on how sustainability messages specifically influence consumer trust and loyalty. The literature of sustainable business strategies also noted that environmental orientation needs to be consistent with organisationalbehaviour (Jusuf and Nuttavuthisit, 2023), although the authors do not investigate the relationship between these strategies and the brand equity results in consumer markets. Similarly, research on carbon-neutral business models focuses on organisational practices rather than consumer perceptions (Hakovirta, 2024). 
Although the latest literature provides determinants of customer loyalty within the sportswear sector (Jismarket al. 2025), it does not assess sustainability as a core driver. Further, researchers also warn that greenwashing affects credibility, but the empirical data on the role of authenticity in the brand equity of Adidas is limited. Therefore, there is a definite gap in the research on the connection between sustainability marketing and perception, trust, and loyalty in a single brand setting.
[bookmark: _Toc220090400]2.7 Summary
It is concluded that, at present, sustainability marketing is essential in the footwear industry. Larger Sportswear Companies like Adidas have integrated sustainability through using recycling products, ethical sourcing and labour practices and numerous campaigns. It is proven that authenticity in sustainable marketing strengthens its brand equity as well as consumer perception, while greenwashing leads to scepticism and damages brand image. Nevertheless, this marketing approach also faces challenges regarding high investment cost, need for advanced infrastructure, and supply chain complexity. To overcome all these barriers and improve effectiveness, Adidas should be transparent and foster community engagement.
[bookmark: _Toc220090401]Chapter 3: Methodology
[bookmark: _Toc220090402]3.1 Chapter Introduction
This chapter states the methodological framework that was used in the assessment of the effectiveness of sustainability marketing in the establishment of brand equity in the case of Adidas. Since the research aims to gain insights aboutthe consumer perception, trust, loyalty and awareness about the sustainability initiatives of Adidas, there is a need to use a research methodology that can give reliable and quantifiable results. The chapter starts by explaining the research philosophy and approach used in the research study, and then explains the research design and strategy. It goes further to discuss the target population, sampling procedure, methods of data collection and methods of analysis. Focus is placed on the measured variables of the study, the actions that were taken to maintain reliability and validity, and the ethical issues that were used to guide the research.
[image: Saunders et al.'s Research Onion [30].]
Figure 3.1: Saunders’ Research Onion
Source: Saunders et al., (2019, p. 108)
The research onion by Saunders is a stratified model that demonstrates the steps that a researcher has to take in the form of philosophical, methodological and procedural decisions when creating a research methodology.
[bookmark: _Toc220090403]3.2 Research Philosophy
Positivism also aims at objective laws by using quantitative data whereas interpretivism aims at subjective meaning by using qualitative methods. This study embraces the critical realism in order to examine the structures behind the observed organisational phenomena.
This study is based on a positivist research philosophy since it focuses on observable, measurable and objective realities. As the purpose of the dissertation is to analyse the consumer perception of the sustainability marketing of Adidas and the connexion between its perception and brand equity, the philosophical position, which justifies the use of numerical data and organised processes, is the most suitable. Positivism presupposes that such social phenomena as consumer trust, awareness, and loyalty can be measured and studied with the help of systematic tools (Ali, 2024). 
This approach is consistent with this philosophy, where structured questionnaires allow data to be presented in the form of numbers and analysed with the help of descriptive statistics. Another assumption that positivism agrees with is that respondents would give correct and truthful answers to the standardised questions, and accordingly, the researcher is able to establish common patterns and trends among the sample. The positivist approach ensures that the study is grounded in objectivity, measurements, and empirical observation, all of which are the key elements of the quantitative design. The application of positivism is explained by the aim of the research, which is to discover the general patterns of behaviour and not to examine the subjective experiences. 
[bookmark: _Toc220090404]3.3 Research Approach
Inductive approach constructs theory based on particular observations whereas deductive approach tests theory based on obejctives. This research work will utilise deductive methodology in order to empirically test the hypothetical construct.
In this research, the research methodology embraced is that of deductive research that starts with already accepted theories and proceeds to empirical tests. The reviewed literature in the earlier chapters has indicated the applicability of the Green Marketing Theory and Brand Equity Theory in explaining the connection between sustainability messaging and consumer behaviour. These theoretical foundations can be used in constructing the questionnaire through a deductive approach and direct the overall direction of the research. Deduction is hence suitable since it allows the researcher to investigate the relationship between the real consumer behaviour and the already established theories in the sportswear industry.
Application of deduction is also considered to be reasonable since the objective of the study is not to formulate new theories but rather to experiment with the current concepts in a particular brand environment (Pearse, 2021). The structured and quantitative objectives of the study would not be compatible with an inductive approach, which entails the construction of new theories with the help of qualitative data. 
[bookmark: _Toc220090405]3.4 Research Design
[bookmark: _Toc220090406]3.4.1 Quantitative
The study uses a quantitative research design due to the fact that the research aims at collecting numerical information that will be able to describe the perceptions and behaviour of consumers. A quantitative design enables the organised data gathering by online survey, using which it is possible to transform the data into frequencies, percentages and the average values (Kent, 2020). This technique is especially effective in the case of consumer-based constructs like trust, satisfaction, awareness and loyalty, which can be operationalised and quantified. The quantitative type of design adopted by the study is appropriate since it will be possible to analyse the findings in a systematised and objective way. 
Moreover, quantitative studies facilitate the identification of tendencies in a fairly vast sample, which makes it appropriate for consumer behaviour research. The quantitative design has been appropriate because the study focuses on descriptive analysis. Quantitative research enables the respondent to give prompt responses after a series of structured questions, unlike qualitative research, where interviews last a long time, and they have to undergo a thematic analysis.
[bookmark: _Toc220090407]3.5 Research Strategy
[bookmark: _Toc220090408]3.5.1 Survey
The research methodology embraced is a survey approach with the help of an online structured questionnaire as a data collection tool. In quantitative research, the use of surveys is very common, since it can be used to efficiently gather information on a vast and varied population of participants. The online survey will be especially suitable to reach consumers who already know about Adidas, its environmentally friendly marketing, and give them the opportunity to fill out the questionnaire when they find it convenient to do so. Closed-ended questions are used so that responses are consistent and the chances of the researcher biasing the study are minimised (Baburajan, Silva and Pereira, 2020). The survey method is also economical and time-saving, which renders it appropriate for academic research. Besides, surveys are anonymous, and this means that participants will be free to present their perceptions as they are, hence making the data more reliable.
[bookmark: _Toc220090409]3.5.2 Case Study Context: Adidas
In spite of the fact that the survey was conducted among a broad group of consumers, the study has a case study focus on Adidas. The reason why Adidas was selected is due to its proactive engagement in the marketing of sustainability, especially with its campaigns like the “End Plastic Waste” and the “Made to Be Remade” ones. A case study research method will enable the study to concentrate on only one organisation, yet use quantitative measures. Such emphasis will make the findings more relevant, and as such, the study will be able to examine the impact of sustainability marketing on brand equity in a brand in particular that has heavily invested in environmental responsibility.
[bookmark: _Toc220090410]3.6 Data Collection Method
[bookmark: _Toc220090411]3.6.1 Primary Data Collection
The structured online questionnaire that was administered via social media channels, email, and messaging software was used to collect primary data. Primary data will also be used to ensure that the findings are based on the contemporary understanding of consumer perceptions of sustainability marketing in Adidas, as opposed to secondary data (Gannon, Taheri and Azer, 2022). Objectivity is also facilitated by the collection of primary data since all the respondents respond to the same set of structured questions.
[bookmark: _Toc220090412]3.6.2 Questionnaire Structure
The questionnaire was divided into five parts, and each was to measure various aspects of the research objectives. The demographic data included in the first section consisted of age, gender, and level of education. The second part evaluated both the general awareness of the respondents on the topic of sustainability and the level of familiarity with the sustainability campaigns of Adidas. The third part encompassed perceptions of sincerity, openness and possible greenwashing issues. The fourth part discussed consumer trust, perceived quality and brand image. The last measure consisted of brand loyalty and brand equity. Most of the questions have been framed on a five-point Likert scale, which gives the respondents an opportunity to state the extent to which they agree or disagree in a measurable manner (Alabiand Jelili, 2023).
[bookmark: _Toc220090413]3.6.3 Data Collection Procedure
Data collection was done within a specified time frame in which the online survey link was distributed through various online platforms (Newman et al., 2021). A concise introduction was given on the purpose of the research, and assurances of anonymity and confidentiality were given to the respondents. The questionnaire took a short number of minutes to complete, and this likelihood enhanced participation. The data collection was beneficial because it is online; this aspect was quite handy considering the convenience it offers and the prevalence of online communication. When the necessary number of responses was achieved, the data was collected and made ready to be analysed.
[bookmark: _Toc220090414]3.7 Population and Sampling
[bookmark: _Toc220090415]3.7.1 Target Population
The target group of the study will be the consumers who have tried Adidas products or are aware of the sustainability efforts of the brand. This entails people of varying ages, sex, educational background and environmental awareness. Targeting real or possible Adidas customers would guarantee that respondents possess a significant level of perception regarding the sustainability campaigns of the brand, and their responses to the research questions would be applicable to the research goals. The population that will be used is suitable since the study focuses on consumer-based brand equity to a population that is well aware of the brand (Pina and Dias,2021).
[bookmark: _Toc220090416]3.7.2 Sampling Method
The sampling is non-probability, a convenient sampling where the respondents who are selected are those who are conveniently available and willing to take part. The convenience sampling is suitable as the overall number of Adidas consumers is very large and scattered, and random or stratified sampling would be very difficult. Furthermore, some elements of purposive sampling were incorporated since the study population had a certain level of familiarity with Adidas or the sportswear industry. Non-probability sampling can reduce representativeness, but in exploratory research, where the interest is to make an observationof a general pattern instead of statistical generalisation, non-probability sampling is appropriate.
[bookmark: _Toc220090417]3.7.3 Sample Size
The number of respondents that was considered a target sample was 118 respondents. This sample size is supported by various factors: it is suitable to a typical sample size of survey-based, exploratory business research at the level of analytical stability; it was enough and reasonable to obtain meaningful descriptive and comparative analyses across the key demographics subgroups (age, frequency of purchase, etc.); it is a reasonable and attainable target under the conditions of the study and non-probability sample.
Other, more statistically-based justification:
The target population size was 118 respondents. This size is realistically adequate to give steady estimates and substantive patterns, in accordance with rules of thumb in minimum subgroup analysis (e.g. 20-30 cases per broad demographic group). This is also within the resources and time scale of the study.
[bookmark: _Toc220090418]3.8 Data Analysis Method
In this research, SPSS analysis will be employed to summarise the data through computing counts, percentages, and means. The distributions obtained will be provided in frequency pie charts to determine the most recurrent responses and patterns amongst respondents.
[bookmark: _Toc220090419]3.8.1 Descriptive Statistics
The study solely uses descriptive statistics in order toanalyse the data taken. The descriptive analysis involves the calculation of frequency, percentages, and mean values to summarise the answers of respondents. Descriptive statistics enable the possibility of identifying the most frequent answers, the degree of agreement or disagreement of the answers given by the respondents, and depicting demographic distributions. As an illustration, frequency analysis can be used to demonstrate the number of respondents who have heard about the sustainability campaigns of Adidas, and the mean scores may demonstrate the mean extent of confidence in the brand.
[bookmark: _Toc220090420]3.8.2 Data Presentation
The findings will be displayed using tables, bar charts, and pie charts, based on the type of data to be summarised. Frequency tables will contain clear numerical summaries, whereas charts will illustratively show the pattern of responses. Such a way of presentation enables better readability and allows presenting trends in a simplistic way. All tables or charts will have narrative explanations of the main findings and their relationship with the research objectives.
[bookmark: _Toc220090421]3.9 Variables and Measurement
[bookmark: _Toc220090422]3.9.1 Independent Variables
The independent variables of the research pertain to issues of sustainability marketing, such as knowledge of sustainability promotions of Adidas, attitude to authenticity, and exposure to efforts to promote environmental responsibility. These variables capture the marketing processes that have been adopted by Adidas as it attempts to create brand equity and influence consumer behaviour.
[bookmark: _Toc220090423]3.9.2 Dependent Variables
The dependent variables are the consumer trust, brand image, brand loyalty, and the overall brand equity. These are the variables that sustainability marketing is meant to affect. The research is able to quantitatively measure these variables and find out the consumer response in relation to sustainability messaging and the extent to which it depicts a good brand association.
[bookmark: _Toc220090424]3.9.3 Measurement Scales
The five-point Likert scale enables the measurement of perceptions, attitudes and behavioural tendencies across respondents to be consistently measured. The use of Likert scales is appropriate in such research due to the fact that this research type offers ordinal data, which can be transformed into mean scores and percentages. Demographic variables (gender and age) were measured on a nominal scale so that their frequencies could be easily analysed.
[bookmark: _Toc220090425]3.10 Reliability and Validity
[bookmark: _Toc220090426]3.10.1 Reliability
To improve reliability, the questionnaire was designed well and piloted. The questions were also designed clearly and tried on a limited number of people before being distributed to the entire population in order to maintain uniformity in interpreting them. This pilot testing has also enabled the removal of the ambiguous or unclear items, hence enhancing the reliability of the final instrument. Although the reliability constructs, including Cronbach's alpha, were not calculated by using statistical software, the steps followed in the methodology included internal consistency.
[bookmark: _Toc220090427]3.10.2 Validity
There were several ways of attaining validity. The adequate content validity was achieved by the creation of the questions in the questionnaire on the premise of thorough reviews of literature conducted in other chapters. This has made sure that the questions are representative of the researching constructs, including trust, authenticity and loyalty. Face validity was confirmed through the opinions of academic supervisors and peers who interpreted the clarity and relevance of every question. The construct validity was established by linking the questionnaire items with the theoretical theories, like the Brand Equity Theory and the Green Marketing Theory. A combination of these measures is important to make sure that the instrument measures the variables as intended.
[bookmark: _Toc220090428]3.11 Ethical Considerations
[bookmark: _Toc220090429]3.11.1 Informed Consent
The research process was mainly based on ethical considerations. The participants were made aware of the study project, and they were also informed that their participation would be voluntary. They were also told that they could leave whenever they wanted without an excuse. Digital consent was received, and then the participants filled out the questionnaire.
[bookmark: _Toc220090430]3.11.2 Confidentiality and Anonymity
Personalization, like names, addresses, and contacts, was not gathered in the survey, and the information remained anonymous. All the answers were confidential and were used only for academic purposes. The storage of the data was also in a digital format to avoid access by unauthorised agents.
[bookmark: _Toc220090431]3.11.3 Ethical Data Handling
Everything in the sphere of data manipulation met the university's ethical standards. The researcher made sure that the data gathered was appropriate and without falsification. All the sources used in the research were referenced and acknowledged appropriately to prevent plagiarism.
[bookmark: _Toc220090432]3.12 Methodological Limitations
[bookmark: _Toc220090433]3.12.1 Limited Depth
The limitation of this methodology is that the descriptive statistics do not reflect the intensity of personal experiences and driving forces. Although the descriptive analysis is efficient in summarising the trends, it is incapable of examining the complicated reasoning behind consumer behaviours.
[bookmark: _Toc220090434]3.12.2 Sampling Limitations
The findings can only be generalised to a small extent with the adoption of convenience sampling. The sample is not necessarily representative of all Adidas consumers because the respondents were chosen on the basis of availability.
[bookmark: _Toc220090435]3.12.3 Self-Reported Data Limitations
Self-reporting data can also be prone to biases like social desirability, where the respondent will give socially desirable answers instead of giving an honest answer. Accuracy might also be influenced by the misconception of the ideas of sustainability.
[bookmark: _Toc220090436]3.13 Chapter Summary
This chapter has described the research methodology to be applied in the analysis of whether sustainability marketing can help to create brand equity for Adidas. The research philosophy, deductive approach, and quantitative research design embraced in the study are positivist, deductive, and have a survey strategy. The instrument used to collect the data was an online structured questionnaire that was administered to a convenience sample of consumers of Adidas. The study uses only descriptive statistics such as frequencies and percentages to analyse the data. Methodological constraints and ethical considerations were also mentioned. This methodological background sets the stage for Chapter 4, in which the data will be gathered, analysed, and organised.
[bookmark: _1vgu2wpzyw83]

[bookmark: _Toc220090437]Chapter 4: Findings, Analysis and Discussion
[bookmark: _1w0ihmp128ne][bookmark: _Toc220090438]4.1 Introduction
[bookmark: _8k1a337pwjdj]This chapter contains a detailed analysis and discussion of the major data gathered to assess the usefulness of sustainability marketing in creating brand equity, specifically in respect to Adidas. It is analysed on the basis of the responses obtained with the help of structured questionnaire and analysed with the help of SPSS. According to the approach described in Chapter 4, both descriptive and non-descriptive statistical findings were used, such as frequency analysis, correlation, regression, reliability testing, t-tests, and chi-square analysis.
The chapter will seek to discuss how the research objectives may be fulfilled by exploring the consumer perception of the sustainability programme of Adidas, its authenticity and transparency, the degree of trust, and the effect of the sustainability marketing on the brand loyalty and advocacy. Findings are critically discussed based on Green Marketing Theory and Brand Equity Theory, the empirical and theoretical knowledge presented in Chapter 3.
[bookmark: _Toc220090439]4.2 Overview of findings
This section of the research significantly summarises the findings from the 118 survey responses gathered from consumers about the effectiveness of sustainability marketing in developing brand equity in the case of Adidas. In terms of general distribution, it has been identified that the demographic profile of respondents indicated a relatively balanced distribution of gender, with male respondents forming the largest group, followed closely by female and non- binary participants. The sample was significantly dominated by individuals between 25 and 44 years, indicating that the finding mainly highlighted the view of economically active customers who are more likely to engage with branded sportswear brands like Adidas. In terms of education, a range of major respondents held undergraduate and postgraduate qualifications that highlighted or reasonably informed consumers about Adidas. Moreover, in the case of purchasing behaviour, most of the respondents reported that they actively purchased from Adidas either sometimes or often, highlighting an exciting level of engagement with the brand. The awareness of Adidas’s sustainability initiative is significantly high, with a substantial portion of respondents highlighting themselves as extremely aware of their campaign, such as recycled materials and End Plastic Waste. 
The collected responses indicated that Adidas’s sustainability messaging has gained notable market visibility. The findings related to communication effectiveness indicated that a clear majority of respondents significantly agreed that Adidas communicates its sustainability initiative more clearly and that its messages are easy to understand by customers. At the same time, many of the respondents reported frequently noticing environmental sustainability promoted by the brand in their advertisements and campaigns. The perception of authenticity and transparency is significantly promoted by the company and considered a positive aspect, with most of the participants believing that Adidas’s sustainability claims and campaign are genuine and that the organisation is using transparent sustainability initiatives. In terms of brand equity outcomes, the collected results highlighted an effective and positive association between the sustainability marketing and outcomes trust, as well as brand loyalty. 
Furthermore, the sustainability efforts have been found to have a positive influence on behaviour intention among consumers, as many of the respondents stated that they are more likely to continue purchasing Adidas products and recommending the brand to others. Overall, the findings of this research suggested that Adidas’s sustainability marketing significantly plays an essential and meaningful role in improving consumer-based brand equity.
[bookmark: _p75pbn4ixyjb]

[bookmark: _Toc220090440]4.3 Presentation of Findings
1. Gender 
[image: ]

Figure 4.1: Gender 
(Source: Survey, 2025)
The gender distribution of respondents highlighted is relatively different, and the closing sample as male respondents constituted the largest group of 35.59%, followed by female respondents with 27.97%. Moreover, a significant proportion of participants with 27.12% identified as non-binary, while 9.32% preferred not to disclose their gender. The distribution highlighted the perception that Adidas's sustainability marketing is significantly drawn from a different range of gender identities rather than being nominated by a single group. Such diversity is valuable in consumer behaviour research as attitudes toward sustainability and brand equity can differ across gender identity. 
2. Age group 
[image: ]
Figure 4.2: Age group
(Source: Survey, 2025)
The age profile of selected respondents highlighted that the majority fall within the economically active and consumption age brackets. In this regard, the majority proportion of respondents has been aged 35-44 (33.1%), followed by those aged 25-34 (27.1%), and 18–24 (18.6%). In this regard, together, these groups mainly account for around 79% of the sample, highlighting a strong representation of young and middle-aged consumers. Moreover, the smaller proportions have been observed aged 45-44 (11.9%). This distribution highlighted that the finding mainly reflects the perceptions of customers who are most engaged with sportswear brands like Adidas. 
3. Highest level of education 
[image: ]
Figure 4.3: Highest level of education
(Source: Survey, 2025)
The educational profile of the respondents highlighted a highly educated sample, as graduate degree holders formed the largest group at 40.68%, followed by undergraduate respondents with 26.3%. Moreover, 22.03% of participants have from doctoral qualification. At the same time, only 11% of respondents had completed High school as their highest level of education. This indicated that the majority of respondents significantly possess an advanced educational background that may impact higher awareness and critical evaluation of sustainability marketing. Therefore, a highly educated sample is specifically an element for sustainability-focused research, as such customers are more likely to understand environmental issues and assess the credibility of corporate sustainability claims. 
4. How often do you purchase Adidas 
[image: ]
Figure 4.4: How often do you purchase Adidas 
(Source: Survey, 2025)
As per Figure 5.4, the findings from the collected responses indicated a relatively high level of engagement with Adidas products among the selected respondents. It has been found that a combined 46.6% of participants indicated strong purchasing of Adidas products, often 26.3%, or very often with 20.3%, indicating an effective brand usage with familiarity. Additionally, around 25.4% respondents indicated that they purchased Adidas products sometimes, while 21.2% purchased occasionally. Only a small portion of respondents have regular or repeated interactions with the brand, making them a good position to evaluate Adidas’s sustainability market efforts and their influences on trust and equity. 
5. Aware of Adidas’s sustainability initiatives
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Figure 4.5: Aware of Adidas’s sustainability initiatives
(Source: Survey, 2025)
According to Figure 5.5, the results highlighted a generally higher level of awareness about Adidas’s Sustainability initiatives. It has been found that a substantial proportion of respondents highlighted that they are very aware, with 32.20%, or extremely aware, with 22.03% of the initiatives such as recycling materials and the Plastic Waste campaign. On the other hand, around 11.02% of participants stated that they were not aware of Adidas’s sustainability campaign. The above findings suggested that Adidas’s sustainability initiatives have gained considerable visibility among consumers. 
6. Adidas clearly communicates its sustainability initiatives through marketing campaigns
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Figure 4.6: Adidas clearly communicates its sustainability initiatives
(Source: Survey, 2025)
As per Figure 5.6, the responses related to clarity of Adidas’s sustainability communication have been predominantly positive. It has been found that a combined 65.3% of respondents agree with 33.05% and 32.20% stated that they strongly agreed with the fact that Adidas clearly communicated their sustainability initiatives. In contrast, around 15.25% stated neutral, while a smaller proportion indicated disagreed (11.86%) and strongly disagreed (7.63%). The findings highlighted that most of the customers perceived Adidas’s sustainability messaging as clear and effective. 
7. Adidas’s sustainability messages are easy to understand
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Figure 4.7: Adidas’s sustainability messages are easy to understand
(Source: Survey, 2025)
According to Figure 5.7, the findings highlighted that sustainability messages by Adidas are largely perceived as easy to understand by consumers. As per the responses, it has been found that 38.1% participants stated agreement, and 29.7% indicated strong aggrade with this statement, suggesting Adidas communicates its sustainability initiatives in a clear and accessible manner. On the other hand, 12.7% of respondents highlighted a neutral position, while 6.1% disagreed, and a small minority strongly disagreed. The collected results imply that although the majority of consumers comprehend Adidas’s sustainability messaging, a notable proportion remain uncertain. 
8. I frequently notice Adidas promoting environmental responsibility in its advertisements
[image: ]
Figure 4.8: Frequently notice Adidas promoting environmental responsibility
(Source: Survey, 2025)
The collected responses related to the visibility of environmental responsibility in the advertisement of Adidas have been generally positive. In this regard, 59.4% of respondents agreed (33.05%) and strongly agreed (26.27%) that they frequently notice Adidas promoting environmental responsibility. On the other hand, 18.64% of respondents remained neutral, while 16.95% and a small proportion strongly disagreed with the fact. This highlighted that sustainability messaging clearly presented Adidas's advertising strategies. 
9. I believe Adidas’s sustainability claims are genuine.
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Figure 4.9: Adidas’s sustainability claims are genuine
(Source: Survey, 2025)
The Collector results, as per 5.9, highlighted generally positive perceptions about Adidas’s sustainability claims being transparent and genuine. It has been found that around 32.20% responded and 32.20% strongly agreed that Adidas’s sustainability claims are genuine, indicating a relatively high level of perceived authenticity. In contrast, 14.41% of respondents reported neutral views, while 12.71% disagreed and 8.47% strongly disagreed. This suggests that although most consumers trust Adidas’s sustainability messaging, it promotes transparency and evidence-based communication.  
10. Adidas is transparent about its environmental practices
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Figure 4.10: Adidas is transparent about its environmental practices
(Source: Survey, 2025)
According to Figure 5.10, the results highlighted that respondents generally perceive Adidas as transparent about their environmental practices. In this case, a range of 31.4% of participants indicated agreement and 33.9% strongly agreed with the statement, suggesting that Adidas’s sustainability disclosures are viewed positively by consumers. On the other hand, 16.1% of respondents highlighted neutral views about the fact, while 12.7% and a small portion strongly disagreed with the fact. These findings indicated that transparency is largely recognized by consumers in Adidas’s sustainability campaign. 
11. Adidas’s sustainability marketing increases my trust in the brand
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Figure 4.11: Adidas’s sustainability marketing increases my trust in the brand
(Source: Survey, 2025)
The findings demonstrated an effective positive connection between Adidas’s sustainability marketing and consumers' trust. As per Figure 5.11 mentioned that a total of 68.7% of respondents agreed (33.1%) and agreed (35.6%) that sustainability marketing significantly increases their trust in the brand. In comparison, around 14.4% remained neutral, while 12.7% disagreed, and only a small proportion strongly disagreed with the fact. This highlighted that sustainability-focused messages contributed toward increasing consumer trust in the brand. 
12. Adidas’s sustainability initiatives improve my overall perception of the brand
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Figure 4.12: Adidas’s sustainability initiatives improve my overall perception of the brand
(Source: Survey, 2025)
The findings indicate that the sustainability initiatives of Adidas positively influence the overall brand image and perception. In this regard, a total of 36.4% responded, and 29.7% strongly agreed with the fact that sustainability initiatives improve my overall perception of the brand. On the other hand, only 11.9% participants stated neutral, and 16.1% disagreed with the above fact. The collected findings based on the survey suggested that sustainability initiatives contributed meaningfully toward improving Adidas’s brand image. 
13. I associate Adidas with environmental responsibility
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Figure 4.13: Associate Adidas with environmental responsibility
(Source: Survey, 2025)
The findings highlighted a strong Association between Adidas and environmental responsibilities based on the collected responses from the survey. In this case, 39% of participants agreed, and 31.4% strongly agreed with the fact that they associate Adidas based on its environmental responsibilities. This indicates that the sustainability initiative and positioning of Adidas are clearly integrated with consumers' perception. Meanwhile, 14.4% of participants highlighted more than neutral feelings, and only 11% stated that they highlighted minimal negative perception. Overall, the results indicated that Adidas has successfully cultivated an environmentally responsible brand image. 
14. Adidas’s sustainability efforts make me more likely to continue buying its products
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Figure 4.14: Sustainability efforts make me more likely to continue buying its products
(Source: Survey, 2025)
The collected results, as per Figure 5.14, show that Adidas’s sustainability efforts positively impacted consumers' intentions toward continuing to purchase its product. A combined 70.3% responded to an upgrade (36.4%) and strongly agreed (33.9%) that integrating sustainability initiatives increases the likelihood of consumers' repeat purchase. In contrast, around 16.9% disagreed, and 8.5% remained neutral, suggesting that sustainability is not the primary purchasing aspect for all customers. These findings highlighted that sustainability plays an   essential role in promoting customer loyalty for Adidas 
15. I would recommend Adidas to others because of its sustainability initiatives
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Figure 4.15: Recommend Adidas to others
(Source: Survey, 2025)
As per Figure 4.15, the findings indicate that Adidas’s sustainability initiative positively impacted consumers' willingness to recommend the brand to others. A total of 34.7% stated they agreed and 30.5% strongly agreed that they would recommend Adidas due to its sustainability efforts. Meanwhile, 17.8% of participants were neutral, indicating moderated uncertainty, and 12.7% disagreed with the fact. Overall, this suggested that sustainability contributed positively toward word-of-mouth advocacy of Adidas’s products. 
[bookmark: _Toc220090441]4.4 Demographic Characteristics of Respondents
One hundred and eighty-eight valid responses were analysed. Gender breakdown of respondents was fairly balanced, as most of the males were noted to be the biggest group then the female and non-binary respondents. This diversity implies that the views on sustainability marketing were also found to be represented within a large scope of gender identities.
Concerning age, the majority of the respondents fell into the 25-44 age bracket meaning that the results are more representative of the perceptions of economically active customers who have more chances of being interested in branded sportswear products. Most respondents were of undergraduate or postgraduate qualification at the education level and this indicates a fairly well-informed sample that is able to critically assess the sustainability-related assertions. In addition, the acquisition of frequency data showed that a significant percentage of the respondents have bought Adidas products frequently or very frequently, and therefore, are well acquainted with the brand and its marketing efforts.
[bookmark: _Toc220090442]4.5 Descriptive Analysis of Sustainability Marketing perceptions
	Descriptive Statistics

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	Sex
	118
	1
	4
	2.18
	.949

	Age Group
	118
	1
	6
	2.70
	1.283

	Highest Level of Education
	118
	1
	4
	2.71
	1.087

	How often do you purchase Adidas products?
	118
	1
	5
	2.65
	1.215

	Are you aware of Adidas's sustainability initiatives (e.g., recycled materials, End Plastic Waste)?
	118
	1
	5
	3.19
	1.581

	Adidas clearly communicates its sustainability initiatives through marketing campaigns.
	118
	1
	5
	2.69
	1.411

	Adidas's sustainability messages are easy to understand.
	118
	1
	5
	2.44
	1.350

	I frequently notice Adidas promoting environmental responsibility in its advertisements.
	118
	1
	5
	2.53
	1.325

	I believe Adidas's sustainability claims are genuine.
	118
	1
	5
	2.72
	1.420

	Adidas is transparent about its environmental practices.
	118
	1
	5
	2.70
	1.373

	Adidas's sustainability marketing increases my trust in the brand.
	118
	1
	5
	2.65
	1.367

	Adidas's sustainability initiatives improve my overall perception of the brand.
	118
	1
	5
	2.53
	1.394

	I associate Adidas with environmental responsibility.
	118
	1
	5
	2.51
	1.388

	Adidas's sustainability efforts make me more likely to continue buying its products.
	118
	1
	5
	2.53
	1.388

	I would recommend Adidas to others because of its sustainability initiatives.
	118
	1
	5
	2.57
	1.349

	Valid N (listwise)
	118
	
	
	
	



The descriptive results show that the attitude towards the sustainability marketing efforts of Adidas is mostly positive. Moderate-high awareness about the sustainability activities of Adidas, such as recycled materials, the campaign End Plastic Waste, etc. was reported. It means that the sustainability messages conveyed by Adidas have attained a significant market presence.
On the issue of effectiveness of communication, most of the respondents accepted that Adidas effectively conveys its sustainability efforts and that the messages are easy to comprehend. This observation indicates that the brand has managed to reduce the complicated environmental challenges into easy-to-understand promotional messages, which endorse the values of Green Marketing Theory.
Authenticity and transparency were also perceived to be mostly favourable. A majority of the respondents were convinced that Adidas is actually sustainable and the company is open with its environmental policies. Yet, a significant proportion of the respondents showed no or moderate opinion, which suggests that the issue of greenwashing is still relevant among a certain segment of the consumers.
[bookmark: _Toc220090443]4.6 Reliability Analysis
	Case Processing Summary

	
	N
	%

	Cases
	Valid
	118
	100.0

	
	Excluded a
	0
	.0

	
	Total
	118
	100.0

	a. Listwise deletion based on all variables in the procedure.



	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.701
	6



A reliability analysis was done to determine the consistency of the questionnaire items used to measure the sustainability perception construct and brand equity constructs. The Alpha of Cronbach was found to be 0.701, an amount that is higher than the acceptable value of 0.70 in social scientific studies. This finding supports the study that the measurement scale is reliable and the items are always dependable to measure the constructs of sustainability perception, trust and brand and related outcome.
[bookmark: _Toc220090444]4.7 Correlation Analysis
The Pearson correlation analysis was used to test the relationships between the variables of sustainability marketing and brand equity dimensions (see appendix 3). The findings reveal a number of positive statistically significant correlations. It is important to note that, transparency and authenticity in the sustainability practises registered strong positive correlations with consumer trust. In a similar way, trust displayed good relationships with overall brand perception, repeat purchase intention and recommendation behaviour.
These results show that sustainability marketing is not a stand-alone system, but it directly impacts brand equity indirectly via trust and perception (see appendix 3). The findings are quite consistent with the Brand Equity Theory that focuses on trust and positive brand associations as essential leverage points of loyalty and promotion.
Interestingly, recognition of sustainability efforts also demonstrated that there was a strong correlation with repeat purchase intention, which implies that informed consumers have more chances to develop a long-term relationship with the brand.
[bookmark: _Toc220090445]4.8 Regression Analysis
A multiple regression model was used to test the predictive effects of the sustainability marketing variables on consumer recognition of the sustainability initiatives of Adidas. The model itself was statistically significant, and the R2 is 0.231, which means that the selected predictors explain the sustainability awareness variance by approximately 23.1%.
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.481a
	.231
	.175
	1.436



	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	67.716
	8
	8.464
	4.104
	.000b

	
	Residual
	224.801
	109
	2.062
	
	

	
	Total
	292.517
	117
	
	
	



Some of the predictors which were shown to be significant were the clarity of their sustainability communication and the frequency of buying Adidas products. This implies that consumers that are in close contact with the brand and have a clear idea about its sustainability messages are likely to be aware of its sustainability activities. All other variables, like trust and transparency, although positively correlated, failed to come out as important predictors in the regression model.
This finding demonstrates that the role of regular exposure and direct communication plays a crucial role in the motivated growth of sustainability awareness, which supports the communication-specific features of the Green Marketing Theory.
[bookmark: _Toc220090446]4.9 Chi-Square and T-Test
	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	47.850a
	16
	.000

	Likelihood Ratio
	45.891
	16
	.000

	Linear-by-Linear Association
	10.865
	1
	.001

	N of Valid Cases
	118
	
	

	a. 16 cells (64.0%) have expected count less than 5. The minimum expected count is .55.



	Group Statistics

	
	Are you aware of Adidas's sustainability initiatives (e.g., recycled materials, End Plastic Waste)?
	N
	Mean
	Std. Deviation
	Std. Error Mean

	How often do you purchase Adidas products?
	Extremely aware
	26
	3.31
	.970
	.190

	
	Moderately aware
	21
	2.76
	1.261
	.275

	Adidas's sustainability messages are easy to understand.
	Extremely aware
	26
	2.85
	1.488
	.292

	
	Moderately aware
	21
	2.95
	1.244
	.271

	I believe Adidas's sustainability claims are genuine.
	Extremely aware
	26
	3.15
	1.347
	.264

	
	Moderately aware
	21
	2.67
	1.494
	.326

	Adidas's sustainability marketing increases my trust in the brand.
	Extremely aware
	26
	3.04
	1.341
	.263

	
	Moderately aware
	21
	2.86
	1.195
	.261

	I associate Adidas with environmental responsibility.
	Extremely aware
	26
	2.96
	1.455
	.285

	
	Moderately aware
	21
	2.67
	1.278
	.279



Independent sample t-tests were also performed to find out whether significant differences were observed between the consumers who were different in their degree of sustainability awareness. The findings showed no significant differences (statistically significant) in terms of trust, perception, or loyalty between moderately and extremely aware consumers. This is an implication that awareness in itself might not be enough to significantly change consumer attitudes unless it is backed by credible and transparent communication.
The chi-square test also confirmed that there is a statistically significant correlation between sustainability awareness and consumer behavioural reactions which supported the essential concern of sustainability marketing in influencing consumer decision making process.
[bookmark: _8iw89rirs5ui][bookmark: _Toc220090447]4.10 Research questions, hypotheses testing and evidence from analysis
The research questions were then converted to testable hypotheses in accordance with deductive research approach that has been adopted in this study. Individual analysis of each hypothesis was done by applying relevant statistical methods. In this section, the analysis of data clearly shows the way the research questions are answered.
Research Question 1
RQ1: How do organisations in the sportswear industry integrate sustainability values and messages in sustainable marketing campaigns?
Method applied:Descriptive statistics (frequencies, percentages, mean scores).
Key variables analysed:
· Knowledge of sustainability efforts of Adidas.
· Understandability of sustainability reporting.
· Sustainability visibility in advertisement.
Findings:According to the descriptive analysis, there is a high degree of consumer awareness and awareness of the sustainability initiatives performed by Adidas. Most of the respondents stated that Adidas effectively communicates its sustainability initiatives and, in most cases, its advertising campaigns often popularize environmental responsibility.
Conclusion:RQ1 is resolved by means of descriptive analysis, which will prove that Adidas is incorporating values of sustainability by visible, transparent, and consistent sustainability-related marketing campaigns.
Research Question 2
RQ2: How sustainability marketing influences consumer perception and brand loyalty?
The hypotheses that were tested to answer this research question are the following:
· Hypothesis 1 (H1)
H1: Sustainability marketing positively influences the consumer trust in Adidas.
Test used:
· Pearson correlation analysis.
Result:There was a statistically significant positive association between the factors of sustainability marketing (transparency and authenticity) and the level of consumer trust.
Decision:
· H1 accepted
· Hypothesis 2 (H2)
H2: Sustainability marketing is positively connected with overall brand perception.
Test used:Correlation analysis

Result:Brand perception and environmental brand associations were found to be positively related to sustainability efforts.
Decision:
· H2 accepted
· Hypothesis 3 (H3)
H3: Sustainability marketing has a positive effect on brand loyalty and behavioural intentions.
Test used:Correlation analysis
Result:It was also determined that sustainability marketing had significant positive relationships with repeat purchase intention and recommendation behaviour.
Decision:
· H3 accepted
Conclusion:The testing of the hypothesis establishes the hypothesis to be true and valid that sustainability marketing has a positive effect on the trust, brand perception and brand loyalty. Hence, RQ2 is empirically responded to.
Research Question 3
RQ3: What are the problems and limitations of using sustainability marketing strategies in the sportswear market?
Method applied:
· Independent sample t-test
· Chi-square test
Key findings:moderately aware and extremely aware consumers statistically did not differ on the basis of the t-test results on the trust, perception, and loyalty. This shows that awareness is not a significant driver to increased loyalty or trust. The fact that there are neutral responses also indicates continued consumer cynicism.
Conclusion:The answer to RQ3 is that the research has revealed several significant limitations, including the lack of credibility, there might be issues with greenwashing, and regular and open sustainability communication is required.
Research Question 4
RQ4: Which strategies can enhance the sustainability marketing effectiveness in enhancing brand equity and customer interactions?
Method applied:
· Hypothesis testing synthesis of the findings.
Findings:It is established that sustainability marketing works best when there is creation of transparency and authenticity in building trust but not basing on awareness alone. The strategic recommendations given in Chapter 5 are as a result of these insights.
Conclusion:The evidence-based recommendations based on the empirical findings will answer RQ4.
	Hypothesis
	Hypothesis Statement
	Analysis Method
	Key Result
	Decision

	H1
	Sustainability marketing positively influences consumer trust in Adidas
	Pearson correlation
	Significant positive relationship between sustainability transparency/authenticity and trust
	Accepted

	H2
	Sustainability marketing positively influences overall brand perception
	Pearson correlation
	Positive correlation between sustainability initiatives and brand perception
	Accepted

	H3
	Sustainability marketing positively influences brand loyalty
	Pearson correlation
	Significant positive relationship with repeat purchase and recommendation intention
	Accepted

	H4
	Consumer trust mediates the relationship between sustainability marketing and brand loyalty
	Correlation pattern analysis
	Sustainability marketing → Trust → Loyalty relationships observed
	Accepted (conceptually)

	H5
	Higher sustainability awareness leads to significantly higher brand loyalty
	Independent sample t-test
	No significant difference between moderately and extremely aware consumers
	Rejected



[bookmark: _a6559pujlt0d][bookmark: _Toc220090448]4.11 Discussion of Findings
[bookmark: _ifiec71yab7][bookmark: _Toc220090449]4.11.1 Sustainability marketing awareness and consumers' understanding
The empirical finding highlighted a higher level of awareness and understanding of Adidas’s sister company's ability initiatives that strongly align with the research. In this regard, as per the survey responses, particularly 32.2% of respondents reported being very aware and 22% extremely aware of Adidas’s sustainability initiatives, while 67.8% agreed or strongly agreed that Adidas’s sustainability initiatives' messages are easy to understand. This supports the perspectives of Jung (2024) mentioned in the literature review section, indicating that sustainability-driven storytelling and transparent communication improve consumers' awareness in the sportswear sector. However, the presence of 11% of respondents who reported no awareness significantly contrasts with Schreiber et al. (2025), who argued that Global brands with higher digital wealth needed to gain near Universal sustainability awareness. The above discrepancy indicates an implementation gap, indicating that while Adidas’s sustainability campaigns are visible, they are not fully penetrated by all consumer segments. Therefore, the findings partially aligned with the literature section, reinforcing the significance of continuous and targeted communication strategies used by organisations like Adidas to communicate about their sustainability initiatives. 
[bookmark: _r8kd45mx86to][bookmark: _Toc220090450]4.11.2 Demographic diversity and sustainability perception
The Demographic profile of selected respondents or participants perfectly aligned with prior research on ethical consumption. In this regard, the male respondents accounted for 35.6%, female respondents for 28% and non-binary respondents for 27.1%, indicating a highly diverse sample. Similarly, Schreiber et al. (2025) mentioned in the literature section that the sustainability attitude differs across gender identities, reinforcing the significance of a heterogeneous base in sustainability research. Apart from this, the distribution supports the alignment as 29% of respondents aged between 18 and 44, highlighting environmentally conscious and economically active consumers. This finding corroborates Jaworek et al. (2021), who analyse millennials and Gen Z as the most responsive group towards sustainability marketing in the sportswear sector. 
[bookmark: _9qzfrkj8470w][bookmark: _Toc220090451]4.11.3 Education, Transparency and Authenticity Perception
The survey highlighted highly educated respondents who actively supported sustainability initiatives before purchasing a product from Adidas. Through empirical observation, it has been found that 65.3% of respondents agreed or strongly agreed that Adidas has transparent environmental practices, while 54.4% perceived its sustainability claims as genuine and understandable. These findings strongly align with Gonçalves and Silva (2021), who highlighted that transparency is a key aspect and mechanism for navigating issues like greenwashing scepticism. However, the existence of neutral and negative perceptions, with 20% contrast with Nazarian et al. (2025), who reported higher consumer confidence in the transparent brand development. This comparison suggested that despite Adidas’s disclosure toward its sustainability efforts, some customers remained cautious, indicating the persistent risk of perceived greenwashing discussed by Şenyapar (2024) in the literature section.
[bookmark: _aph6tdt4sbh3][bookmark: _Toc220090452]4.11.4 Sustainability Marketing, Trust, and Brand Perception
As per the finding that has been found, trust emerged as one of the most effective outcomes of the sustainability market in the empirical analysis. In this regard, around 68.7% of respondents significantly agree that the sustainability marketing of Adidas increases their trust and brand loyalty, and 66% stated that the sustainability initiative improves their overall perceptions towards Adidas’s products. On the other hand, Tiep Le et al. (2023) argued in the literature that sustainability initiatives significantly support the brand equity that improves sales and consumer base. The results also align with Tiep Le et al. (2023), who identified trust as a mediator between sustainability initiatives as well as long-term value development. However, the presence of neutral responses with 14.4% significantly supports Kussudyarsana (2024), who highlighted that “when a company builds positive brand equity, customers are ready to pay a high amount for its product even if they get the same product at a lower price from another brand”. Overall, this indicated partial rather than absolute dependence on sustainable development that shapes the brand perception. 
Overall, the empirical findings highlighted and strongly support the theoretical and empirical literature review as sustainability marketing indicated opposite influences toward brand awareness, trust and behavioural intention. However, the presence of neutral and sceptical responses confirms that sustainability alone is insufficient to guarantee universal consumer loyalty. Therefore, the findings both validate and extend existing research by serving context-specific insights into Adidas’s sustainability marketing effectiveness.
[bookmark: _9p40ekiawvhe][bookmark: _Toc220090453]4.12 Chapter Summary
This chapter analysed and discussed the findings of SPSS analysis of primary data. The findings show that the sustainability marketing of Adidas is effective and has a positive impact on consumer-based brand equity by increasing the trust, perception, and loyalty as well as promotion by advocacy. Although the awareness rates are not that low, the results indicate that clarity, transparency, and authenticity are still very important in enhancing long-term success of sustainability marketing strategies. These observations form a solid basis on the findings and comments offered in the following chapter.


[bookmark: _Toc220090454]Chapter 5: Conclusion and Recommendation
[bookmark: _Toc220090455]5.1 Introduction
This chapter presents the concluding discussion of the study by summarising the key findings in relation to the research objectives and the addressing the overall research aim. It assesses the role of sustainability marketing in building brand equity in the sportswear industry through Adidas as a corporate case study. Based on the empirical results, some practical suggestions are made to improve the effectiveness of sustainability marketing approaches and to increase the level of consumer trust, loyalty, and brand equity. The chapter also presents the shortcomings of the research and proposes areas for further study. Finally, it offers final remarks that reflect on the theoretical and managerial implications of sustainability marketing in a more and more sustainability-driven competitive environment.
[bookmark: _Toc220090456]5.2 Conclusion
This study aimed at evaluating the effectiveness of sustainability marketing in building brand equity in the sportswear industry using Adidas as a case study. The conclusions are presented according to the respective research objectives and followed by an overall conclusion about the research aim.
The first research objective was to find out how organisations in the sportswear industry incorporate sustainability values and messages in marketing campaigns. The results showed that Adidas has been able to incorporate sustainability into its branding and marketing communications. Most respondents felt that they had moderate to high levels of awareness of the sustainability efforts of Adidas, such as the use of recycled materials and environmental production practises. The results also show that sustainability messages communicated by Adidas are generally perceived to be clear and easy to understand. This would make Adidas to have been effective in identifying sustainability as a core component of its marketing strategy and communication of complex environmental concepts in an accessible manner.
The second objective of this research aimed at measuring the impacts of sustainability marketing on consumer perceptions and brand loyalty. The findings show that sustainability marketing has a positive impact on consumer perceptions towards Adidas especially in terms of brand credibility, trust, and overall brand image. Statistical analysis showed significant positive correlations of perceived transparency, authenticity of sustainability claims with consumer trust. Trust was also found to be highly linked to repeat purchase intentions and recommendation behaviour. However, the results also show that awareness of sustainability does not end up necessarily increasing loyalty or advocacy. Consumers do not seem to respond only to the mere presence of sustainability messaging, but instead consider the reliability and consistency of sustainability claims.
The third research objective was aimed at identifying the issues and constraints that are related to implementing sustainability marketing strategies in the sportswear industry. The results underscore the importance of consumer scepticism as a major challenge, and this is mainly due to concern around green washing. The finding of no significant difference in the trust and loyalty between moderately and highly aware consumers indicates that over-assertion or unsubstantiated sustainability claims may result in a lack of trust. Additionally, a significant risk to consumer trust and brand equity was determined to be inconstancies between marketing communication and actual organisational practices. These findings highlight the importance of authenticity, transparency and consistency in sustainability marketing.
The last aim of the research was to recommend ways to make sustainable marketing more effective in order to strengthen brand equity and customer engagement. The results suggest that sustainability marketing works best when backed by clear communication, verifiable sustainability practice and consumer education. Integrating sustainability initiatives into customer relationship and loyalty programmes may also make further inroads into repeat purchase intentions and positive word-of-mouth behaviour, thus boosting consumer-based brand equity.
Overall, the study concludes that sustainability marketing plays a significant role in the construction of brand equity in the sportswear industry. In the case of Adidas, sustainability marketing has a positive impact on the trust, brand perception, loyalty, and advocacy of consumers, provided that the marketing is perceived as authentic and transparent. However, sustainability marketing cannot be used efficiently as a stand-alone promotional tool. Its success requires a genuine organisational commitment and matching between marketing messages and operational practices. By having a sustainability focus in its core business values and by communicating it credibly, Adidas can build long-term relationships with consumers and maintain a sustainable competitive advantage in an increasingly environmentally conscious global market.
[bookmark: _Toc220090457]5.3 Recommendations
As per the results of this paper, one can make several recommendations to enhance the efficiency of the sustainability marketing concept of Adidas and enhance brand equity. 
To begin with, Adidas needs to further improve its sustainability communication. Clarity and information on the environmental practices, sourcing of materials and recycling can be employed to strengthen consumer trust and curb scepticism. Transparency enables consumers to cheque the claims of sustainability and reinforces the perceptions of authenticity which is essential in brand equity in the long-term (Bhagat, 2024).
Second, Adidas needs to pay more attention to consumer education about sustainability efforts. Though the awareness level is quite high, the results indicate that understanding and clarity is an important factor in developing positive perceptions (Dubey et al. 2025). To do this, Adidas needs to streamline complex sustainability content and convey it using the transformative digital content, narrative, and visual presentation. This can be achieved by educating the consumers on the environmental effects of sustainability initiatives that will create stronger emotional bonds and brand loyalty.
Third, alignment of the sustainability communication with operational performance should continue being a strategic focus. Any difference between the marketing messages and the reality will result to lessening of trust and eroding of brand equity (Torresan, 2024). Since Adidas operates globally, it is important to sustain similar sustainability levels in any supply chain and market. To reduce the impression of greenwashing and boost brand credibility, it is possible to ensure that sustainability communication and confirmed organisationalpractises are aligned.
Moreover, Adidas is advised to incorporate sustainability into its customer relationship and retention programmes. The results suggest that sustainability has a positive impact on the repeat purchase intention and recommendation behaviour (Wu, 2025). The inclusion of incentives related to sustainability like recycling programmes or the provision of incentives to be environmentally responsible in their consumer behaviour can also be used to further foster loyalty and also help strengthen the sustainability positioning Adidas has.
[bookmark: _Toc220090458]5.4 Limitations
This study has a number of limitations despite the contributions made. The convenience sampling approach restricts the generalisation of the results to the larger population of Adidas consumers. The use of self-reported information can also be associated with bias related to the responses because the participants might give socially desirable responses. Besides, the research mainly used descriptive and relational statistical methods, which restricts to ability to draw causal relationships between the sustainability marketing and brand equity outcomes.
[bookmark: _Toc220090459]5.5 Future Scope
These limitations can be resolved in future research by use of probability sampling methods in order to enhance generalisability. Longitudinal studies may be used to analyse the way perceptions towards sustainability marketing change during a period. Furthermore, quantitative and qualitative methods used as mixed would be an option that would give more insight into the consumer motivation and attitudes. The comparative analysis of a variety of sportswear brands could also provide a deeper insight into the contribution of sustainability marketing to creating brand equity at the industry level.
[bookmark: _Toc220090460]5.6 Final Remarks
To sum up, this research paper has shown that sustainability marketing is a powerful strategic instrument that can be used to enhance brand equity in the sportswear business. Sustainability marketing can be applied to Adidas to increase brand equity through bolstering consumer trust, brand perception, and loyalty and advocacy. The sustainability marketing performance, however, relies on authenticity, transparency, and consistency. Through the integration of sustainability into fundamental business processes and articulating the same in a credible manner, Adidas will be able to deepen relationships with the long-term consumers and maintain its competitive edge in an ever-sustainable world.
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	Correlations

	
	How often do you purchase Adidas products?
	Are you aware of Adidas's sustainability initiatives (e.g., recycled materials, End Plastic Waste)?
	Adidas clearly communicates its sustainability initiatives through marketing campaigns.
	Adidas's sustainability messages are easy to understand.
	I frequently notice Adidas promoting environmental responsibility in its advertisements.
	I believe Adidas's sustainability claims are genuine.
	Adidas is transparent about its environmental practices.
	Adidas's sustainability marketing increases my trust in the brand.
	Adidas's sustainability initiatives improve my overall perception of the brand.
	I associate Adidas with environmental responsibility.
	Adidas's sustainability efforts make me more likely to continue buying its products.
	I would recommend Adidas to others because of its sustainability initiatives.

	How often do you purchase Adidas products?
	Pearson Correlation
	1
	-.280**
	.062
	.016
	-.059
	.102
	.030
	-.032
	-.058
	-.062
	-.018
	.174

	
	Sig. (2-tailed)
	
	.002
	.503
	.864
	.526
	.273
	.748
	.730
	.534
	.508
	.851
	.060

	
	N
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118

	Are you aware of Adidas's sustainability initiatives (e.g., recycled materials, End Plastic Waste)?
	Pearson Correlation
	-.280**
	1
	-.295**
	-.241**
	-.217*
	-.181*
	-.190*
	-.221*
	-.245**
	-.209*
	-.394**
	-.305**

	
	Sig. (2-tailed)
	.002
	
	.001
	.009
	.018
	.050
	.040
	.016
	.008
	.023
	.000
	.001

	
	N
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118

	Adidas clearly communicates its sustainability initiatives through marketing campaigns.
	Pearson Correlation
	.062
	-.295**
	1
	.210*
	.303**
	.209*
	.403**
	.250**
	.226*
	.285**
	.379**
	.083

	
	Sig. (2-tailed)
	.503
	.001
	
	.022
	.001
	.023
	.000
	.006
	.014
	.002
	.000
	.373

	
	N
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118

	Adidas's sustainability messages are easy to understand.
	Pearson Correlation
	.016
	-.241**
	.210*
	1
	.384**
	.292**
	.371**
	.371**
	.307**
	.358**
	.336**
	.373**

	
	Sig. (2-tailed)
	.864
	.009
	.022
	
	.000
	.001
	.000
	.000
	.001
	.000
	.000
	.000

	
	N
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118

	I frequently notice Adidas promoting environmental responsibility in its advertisements.
	Pearson Correlation
	-.059
	-.217*
	.303**
	.384**
	1
	.494**
	.454**
	.518**
	.490**
	.474**
	.413**
	.403**

	
	Sig. (2-tailed)
	.526
	.018
	.001
	.000
	
	.000
	.000
	.000
	.000
	.000
	.000
	.000

	
	N
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118

	I believe Adidas's sustainability claims are genuine.
	Pearson Correlation
	.102
	-.181*
	.209*
	.292**
	.494**
	1
	.545**
	.302**
	.356**
	.350**
	.275**
	.392**

	
	Sig. (2-tailed)
	.273
	.050
	.023
	.001
	.000
	
	.000
	.001
	.000
	.000
	.003
	.000

	
	N
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118

	Adidas is transparent about its environmental practices.
	Pearson Correlation
	.030
	-.190*
	.403**
	.371**
	.454**
	.545**
	1
	.573**
	.399**
	.403**
	.360**
	.382**

	
	Sig. (2-tailed)
	.748
	.040
	.000
	.000
	.000
	.000
	
	.000
	.000
	.000
	.000
	.000

	
	N
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118

	Adidas's sustainability marketing increases my trust in the brand.
	Pearson Correlation
	-.032
	-.221*
	.250**
	.371**
	.518**
	.302**
	.573**
	1
	.581**
	.346**
	.349**
	.506**

	
	Sig. (2-tailed)
	.730
	.016
	.006
	.000
	.000
	.001
	.000
	
	.000
	.000
	.000
	.000

	
	N
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118

	Adidas's sustainability initiatives improve my overall perception of the brand.
	Pearson Correlation
	-.058
	-.245**
	.226*
	.307**
	.490**
	.356**
	.399**
	.581**
	1
	.285**
	.364**
	.490**

	
	Sig. (2-tailed)
	.534
	.008
	.014
	.001
	.000
	.000
	.000
	.000
	
	.002
	.000
	.000

	
	N
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118

	I associate Adidas with environmental responsibility.
	Pearson Correlation
	-.062
	-.209*
	.285**
	.358**
	.474**
	.350**
	.403**
	.346**
	.285**
	1
	.486**
	.360**

	
	Sig. (2-tailed)
	.508
	.023
	.002
	.000
	.000
	.000
	.000
	.000
	.002
	
	.000
	.000

	
	N
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118

	Adidas's sustainability efforts make me more likely to continue buying its products.
	Pearson Correlation
	-.018
	-.394**
	.379**
	.336**
	.413**
	.275**
	.360**
	.349**
	.364**
	.486**
	1
	.410**

	
	Sig. (2-tailed)
	.851
	.000
	.000
	.000
	.000
	.003
	.000
	.000
	.000
	.000
	
	.000

	
	N
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118

	I would recommend Adidas to others because of its sustainability initiatives.
	Pearson Correlation
	.174
	-.305**
	.083
	.373**
	.403**
	.392**
	.382**
	.506**
	.490**
	.360**
	.410**
	1

	
	Sig. (2-tailed)
	.060
	.001
	.373
	.000
	.000
	.000
	.000
	.000
	.000
	.000
	.000
	

	
	N
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118
	118

	**. Correlation is significant at the 0.01 level (2-tailed).

	*. Correlation is significant at the 0.05 level (2-tailed).
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	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.481a
	.231
	.175
	1.436

	a. Predictors: (Constant), How often do you purchase Adidas products? , Adidas's sustainability messages are easy to understand. , Adidas clearly communicates its sustainability initiatives through marketing campaigns. , I would recommend Adidas to others because of its sustainability initiatives. , I associate Adidas with environmental responsibility. , Adidas is transparent about its environmental practices. , I frequently notice Adidas promoting environmental responsibility in its advertisements. , Adidas's sustainability marketing increases my trust in the brand.




	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	67.716
	8
	8.464
	4.104
	.000b

	
	Residual
	224.801
	109
	2.062
	
	

	
	Total
	292.517
	117
	
	
	

	a. Dependent Variable: Are you aware of Adidas's sustainability initiatives (e.g., recycled materials, End Plastic Waste)?

	b. Predictors: (Constant), How often do you purchase Adidas products? , Adidas's sustainability messages are easy to understand. , Adidas clearly communicates its sustainability initiatives through marketing campaigns. , I would recommend Adidas to others because of its sustainability initiatives. , I associate Adidas with environmental responsibility. , Adidas is transparent about its environmental practices. , I frequently notice Adidas promoting environmental responsibility in its advertisements. , Adidas's sustainability marketing increases my trust in the brand.
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	Coefficients

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	5.735
	.487
	
	11.770
	.000

	
	Adidas is transparent about its environmental practices.
	.103
	.130
	.089
	.794
	.429

	
	I frequently notice Adidas promoting environmental responsibility in its advertisements.
	-.041
	.130
	-.034
	-.313
	.755

	
	Adidas's sustainability marketing increases my trust in the brand.
	-.066
	.135
	-.057
	-.488
	.627

	
	I associate Adidas with environmental responsibility.
	-.064
	.116
	-.057
	-.556
	.579

	
	I would recommend Adidas to others because of its sustainability initiatives.
	-.207
	.125
	-.177
	-1.655
	.101

	
	Adidas's sustainability messages are easy to understand.
	-.116
	.114
	-.099
	-1.022
	.309

	
	Adidas clearly communicates its sustainability initiatives through marketing campaigns.
	-.268
	.106
	-.240
	-2.520
	.013

	
	How often do you purchase Adidas products?
	-.316
	.114
	-.243
	-2.775
	.006

	a. Dependent Variable: Are you aware of Adidas's sustainability initiatives (e.g., recycled materials, End Plastic Waste)?
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	Group Statistics

	
	Are you aware of Adidas's sustainability initiatives (e.g., recycled materials, End Plastic Waste)?
	N
	Mean
	Std. Deviation
	Std. Error Mean

	How often do you purchase Adidas products?
	Extremely aware
	26
	3.31
	.970
	.190

	
	Moderately aware
	21
	2.76
	1.261
	.275

	Adidas's sustainability messages are easy to understand.
	Extremely aware
	26
	2.85
	1.488
	.292

	
	Moderately aware
	21
	2.95
	1.244
	.271

	I believe Adidas's sustainability claims are genuine.
	Extremely aware
	26
	3.15
	1.347
	.264

	
	Moderately aware
	21
	2.67
	1.494
	.326

	Adidas's sustainability marketing increases my trust in the brand.
	Extremely aware
	26
	3.04
	1.341
	.263

	
	Moderately aware
	21
	2.86
	1.195
	.261

	I associate Adidas with environmental responsibility.
	Extremely aware
	26
	2.96
	1.455
	.285

	
	Moderately aware
	21
	2.67
	1.278
	.279



	Independent Samples Test

	
	Levene's Test for Equality of Variances
	t-test for Equality of Means

	
	F
	Sig.
	t
	df
	Sig. (2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	
	
	
	
	
	
	
	
	Lower
	Upper

	How often do you purchase Adidas products?
	Equal variances assumed
	.408
	.526
	1.677
	45
	.100
	.546
	.325
	-.110
	1.201

	
	Equal variances not assumed
	
	
	1.631
	36.942
	.111
	.546
	.335
	-.132
	1.224

	Adidas's sustainability messages are easy to understand.
	Equal variances assumed
	6.985
	.011
	-.261
	45
	.795
	-.106
	.406
	-.925
	.712

	
	Equal variances not assumed
	
	
	-.266
	44.932
	.791
	-.106
	.399
	-.909
	.697

	I believe Adidas's sustainability claims are genuine.
	Equal variances assumed
	.803
	.375
	1.174
	45
	.247
	.487
	.415
	-.349
	1.323

	
	Equal variances not assumed
	
	
	1.161
	40.810
	.253
	.487
	.420
	-.361
	1.335

	Adidas's sustainability marketing increases my trust in the brand.
	Equal variances assumed
	1.411
	.241
	.483
	45
	.631
	.181
	.375
	-.574
	.937

	
	Equal variances not assumed
	
	
	.490
	44.524
	.627
	.181
	.370
	-.565
	.928

	I associate Adidas with environmental responsibility.
	Equal variances assumed
	3.071
	.087
	.729
	45
	.470
	.295
	.405
	-.520
	1.110

	
	Equal variances not assumed
	
	
	.739
	44.651
	.464
	.295
	.399
	-.509
	1.099
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EVALUATING THE EFFECTIVENESS OF SUSTAINABILITY MARKETING INBUILDING BRAND EQUITY_ A CASE STUDY OF ADIDAS.csv.zip


EVALUATING THE EFFECTIVENESS OF SUSTAINABILITY MARKETING INBUILDING BRAND EQUITY: A CASE STUDY OF ADIDAS.csv

			Timestamp			Gender			Age Group 			Highest Level of Education 			How often do you purchase Adidas products? 			Are you aware of Adidas’s sustainability initiatives (e.g., recycled materials, End Plastic Waste)? 			Adidas clearly communicates its sustainability initiatives through marketing campaigns. 			Adidas’s sustainability messages are easy to understand. 			I frequently notice Adidas promoting environmental responsibility in its advertisements. 			I believe Adidas’s sustainability claims are genuine. 			Adidas is transparent about its environmental practices. 			Adidas’s sustainability marketing increases my trust in the brand. 			Adidas’s sustainability initiatives improve my overall perception of the brand. 			I associate Adidas with environmental responsibility. 			Adidas’s sustainability efforts make me more likely to continue buying its products. 			I would recommend Adidas to others because of its sustainability initiatives. 


			2025/12/15 1:38:01 AM GMT+5:30			Male			35–44			Undergraduate			Sometimes			Slightly aware			Strongly Agree			Agree			Strongly Agree			Strongly Agree			Agree			Agree			Agree			Agree			Strongly Agree			Strongly Agree


			2025/12/15 1:47:42 AM GMT+5:30			Female			35–44			High school			Occasionally			Not aware			Agree			Strongly Disagree			Strongly Agree			Disagree			Neutral			Strongly Disagree			Neutral			Strongly Agree			Strongly Disagree			Agree


			2025/12/15 1:48:07 AM GMT+5:30			Male			35–44			High school			Very rarely			Extremely aware			Strongly Disagree			Agree			Neutral			Strongly Agree			Strongly Disagree			Neutral			Strongly Disagree			Agree			Neutral			Neutral


			2025/12/15 2:00:26 AM GMT+5:30			Male			Under 18			High school			Occasionally			Not aware			Strongly Disagree			Disagree			Strongly Disagree			Strongly Disagree			Strongly Disagree			Strongly Disagree			Strongly Disagree			Strongly Agree			Strongly Agree			Strongly Agree


			2025/12/15 2:01:15 AM GMT+5:30			Male			25–34			Postgraduate			Sometimes			Not aware			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree


			2025/12/15 2:01:55 AM GMT+5:30			Male			35–44			Postgraduate			Often			Slightly aware			Strongly Agree			Neutral			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree


			2025/12/15 2:02:34 AM GMT+5:30			Female			25–34			Undergraduate			Very rarely			Not aware			Disagree			Agree			Agree			Strongly Disagree			Strongly Agree			Strongly Agree			Agree			Agree			Agree			Strongly Agree


			2025/12/15 2:03:22 AM GMT+5:30			Male			35–44			Doctorate			Often			Extremely aware			Strongly Agree			Strongly Agree			Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Agree			Strongly Agree			Strongly Agree


			2025/12/15 2:04:06 AM GMT+5:30			Male			18–24			High school			Sometimes			Very aware			Agree			Strongly Agree			Agree			Agree			Agree			Strongly Agree			Strongly Agree			Agree			Strongly Agree			Strongly Agree


			2025/12/15 2:04:50 AM GMT+5:30			Male			25–34			Postgraduate			Very rarely			Very aware			Agree			Strongly Agree			Agree			Agree			Strongly Agree			Strongly Agree			Agree			Agree			Agree			Strongly Agree


			2025/12/15 2:05:24 AM GMT+5:30			Female			45–54			Doctorate			Occasionally			Slightly aware			Agree			Agree			Neutral			Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree


			2025/12/15 2:09:13 AM GMT+5:30			Male			35–44			High school			Occasionally			Slightly aware			Agree			Disagree			Disagree			Strongly Disagree			Strongly Disagree			Disagree			Strongly Agree			Strongly Disagree			Strongly Disagree			Disagree


			2025/12/15 2:09:50 AM GMT+5:30			Non-binary			25–34			Undergraduate			Sometimes			Not aware			Strongly Disagree			Agree			Disagree			Disagree			Strongly Disagree			Strongly Disagree			Strongly Disagree			Disagree			Disagree			Strongly Disagree


			2025/12/15 2:10:27 AM GMT+5:30			Female			Under 18			High school			Sometimes			Not aware			Disagree			Disagree			Strongly Disagree			Strongly Disagree			Strongly Disagree			Neutral			Agree			Disagree			Disagree			Agree


			2025/12/15 2:11:06 AM GMT+5:30			Non-binary			25–34			Undergraduate			Often			Slightly aware			Agree			Neutral			Neutral			Disagree			Agree			Disagree			Agree			Agree			Strongly Disagree			Strongly Disagree


			2025/12/15 2:11:48 AM GMT+5:30			Male			45–54			Undergraduate			Often			Not aware			Neutral			Disagree			Neutral			Strongly Disagree			Neutral			Disagree			Disagree			Agree			Disagree			Disagree


			2025/12/15 2:12:22 AM GMT+5:30			Male			25–34			Postgraduate			Very rarely			Moderately aware			Agree			Strongly Disagree			Strongly Agree			Strongly Disagree			Agree			Neutral			Strongly Disagree			Neutral			Neutral			Strongly Disagree


			2025/12/15 6:36:48 AM GMT+5:30			Male			18–24			Undergraduate			Occasionally			Moderately aware			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral


			2025/12/15 6:38:01 AM GMT+5:30			Female			25–34			Postgraduate			Sometimes			Slightly aware			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree


			2025/12/15 6:38:32 AM GMT+5:30			Prefer not to say			Under 18			High school			Often			Not aware			Strongly Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree


			2025/12/15 6:39:06 AM GMT+5:30			Male			35–44			Postgraduate			Often			Extremely aware			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree


			2025/12/15 6:39:44 AM GMT+5:30			Male			25–34			Postgraduate			Very often			Very aware			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree


			2025/12/15 6:40:23 AM GMT+5:30			Female			35–44			Doctorate			Very often			Extremely aware			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree


			2025/12/15 6:40:57 AM GMT+5:30			Prefer not to say			Under 18			High school			Very rarely			Not aware			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral


			2025/12/15 6:41:36 AM GMT+5:30			Male			25–34			Postgraduate			Sometimes			Slightly aware			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree


			2025/12/15 6:42:10 AM GMT+5:30			Female			45–54			Doctorate			Very often			Extremely aware			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree


			2025/12/15 8:51:43 AM GMT+5:30			Female			25–34			Undergraduate			Very often			Moderately aware			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree


			2025/12/15 8:52:29 AM GMT+5:30			Female			18–24			Undergraduate			Occasionally			Very aware			Agree			Neutral			Disagree			Neutral			Agree			Agree			Agree			Agree			Agree			Agree


			2025/12/15 8:53:10 AM GMT+5:30			Male			35–44			Postgraduate			Sometimes			Moderately aware			Strongly Agree			Agree			Strongly Agree			Agree			Agree			Strongly Agree			Strongly Agree			Agree			Disagree			Neutral


			2025/12/15 9:19:01 AM GMT+5:30			Male			18–24			High school			Occasionally			Not aware			Strongly Disagree			Strongly Disagree			Strongly Disagree			Strongly Disagree			Strongly Disagree			Strongly Disagree			Strongly Disagree			Strongly Disagree			Strongly Disagree			Strongly Disagree


			2025/12/15 9:19:28 AM GMT+5:30			Female			25–34			Undergraduate			Occasionally			Slightly aware			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree


			2025/12/15 9:19:52 AM GMT+5:30			Non-binary			35–44			Postgraduate			Sometimes			Moderately aware			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral


			2025/12/15 9:20:22 AM GMT+5:30			Prefer not to say			45–54			Doctorate			Often			Very aware			Strongly Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree


			2025/12/15 9:21:03 AM GMT+5:30			Male			55+			Undergraduate			Very often			Extremely aware			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree


			2025/12/15 9:21:44 AM GMT+5:30			Female			18–24			Undergraduate			Occasionally			Slightly aware			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree


			2025/12/15 9:22:36 AM GMT+5:30			Non-binary			35–44			Postgraduate			Sometimes			Very aware			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree


			2025/12/15 9:23:15 AM GMT+5:30			Non-binary			45–54			Postgraduate			Often			Extremely aware			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree


			2025/12/15 9:23:37 AM GMT+5:30			Non-binary			25–34			Postgraduate			Sometimes			Moderately aware			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral


			2025/12/15 9:24:13 AM GMT+5:30			Non-binary			45–54			Doctorate			Often			Very aware			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree


			2025/12/15 9:24:44 AM GMT+5:30			Male			18–24			High school			Very rarely			Not aware			Strongly Disagree			Strongly Disagree			Strongly Disagree			Strongly Disagree			Strongly Disagree			Strongly Disagree			Strongly Disagree			Strongly Disagree			Strongly Disagree			Strongly Disagree


			2025/12/15 9:25:30 AM GMT+5:30			Female			25–34			Undergraduate			Occasionally			Slightly aware			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree


			2025/12/15 9:26:27 AM GMT+5:30			Non-binary			35–44			Postgraduate			Sometimes			Moderately aware			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral


			2025/12/15 9:26:50 AM GMT+5:30			Non-binary			35–44			Postgraduate			Often			Very aware			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree


			2025/12/15 9:27:46 AM GMT+5:30			Prefer not to say			55+			Doctorate			Very often			Extremely aware			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree


			2025/12/15 9:28:52 AM GMT+5:30			Female			18–24			Undergraduate			Occasionally			Slightly aware			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree


			2025/12/15 9:29:23 AM GMT+5:30			Prefer not to say			45–54			Doctorate			Very often			Extremely aware			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree


			2025/12/15 9:30:22 AM GMT+5:30			Non-binary			18–24			Doctorate			Sometimes			Very aware			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree


			2025/12/15 9:30:58 AM GMT+5:30			Female			25–34			Postgraduate			Sometimes			Very aware			Neutral			Disagree			Disagree			Neutral			Disagree			Neutral			Disagree			Neutral			Disagree			Neutral


			2025/12/15 9:48:28 AM GMT+5:30			Female			18–24			Postgraduate			Sometimes			Moderately aware			Strongly Agree			Strongly Agree			Strongly Agree			Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree


			2025/12/15 10:54:32 AM GMT+5:30			Female			25–34			Postgraduate			Occasionally			Very aware			Neutral			Agree			Agree			Strongly Agree			Strongly Agree			Strongly Agree			Agree			Agree			Agree			Agree


			2025/12/15 10:54:58 AM GMT+5:30			Non-binary			35–44			Doctorate			Very often			Very aware			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Agree			Strongly Agree			Agree


			2025/12/15 10:55:15 AM GMT+5:30			Non-binary			35–44			Postgraduate			Very often			Extremely aware			Agree			Agree			Agree			Agree			Agree			Strongly Agree			Agree			Strongly Agree			Strongly Agree			Strongly Agree


			2025/12/15 10:55:36 AM GMT+5:30			Non-binary			25–34			Doctorate			Very often			Very aware			Neutral			Agree			Agree			Neutral			Agree			Agree			Agree			Agree			Agree			Strongly Agree


			2025/12/15 10:55:54 AM GMT+5:30			Non-binary			35–44			Undergraduate			Often			Moderately aware			Agree			Agree			Agree			Strongly Agree			Neutral			Agree			Strongly Agree			Strongly Agree			Agree			Neutral


			2025/12/15 10:56:12 AM GMT+5:30			Non-binary			45–54			Doctorate			Very often			Extremely aware			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Agree			Strongly Agree			Neutral


			2025/12/15 10:56:28 AM GMT+5:30			Non-binary			35–44			Postgraduate			Often			Very aware			Strongly Agree			Agree			Neutral			Agree			Strongly Agree			Strongly Agree			Agree			Strongly Agree			Strongly Agree			Agree


			2025/12/15 10:56:44 AM GMT+5:30			Non-binary			18–24			Postgraduate			Very rarely			Moderately aware			Agree			Neutral			Agree			Strongly Agree			Strongly Agree			Agree			Agree			Agree			Agree			Strongly Agree


			2025/12/15 10:57:05 AM GMT+5:30			Female			35–44			Postgraduate			Often			Very aware			Agree			Strongly Agree			Strongly Agree			Strongly Agree			Neutral			Neutral			Neutral			Agree			Agree			Agree


			2025/12/15 10:57:20 AM GMT+5:30			Non-binary			35–44			Postgraduate			Often			Extremely aware			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Agree			Agree			Strongly Agree			Strongly Agree			Agree


			2025/12/15 10:57:36 AM GMT+5:30			Female			35–44			Doctorate			Very often			Extremely aware			Agree			Strongly Agree			Agree			Agree			Strongly Agree			Strongly Agree			Neutral			Agree			Agree			Neutral


			2025/12/15 10:57:52 AM GMT+5:30			Non-binary			35–44			Postgraduate			Often			Extremely aware			Strongly Agree			Agree			Agree			Agree			Agree			Strongly Agree			Strongly Agree			Agree			Strongly Agree			Agree


			2025/12/15 10:58:07 AM GMT+5:30			Non-binary			25–34			Undergraduate			Very often			Extremely aware			Strongly Agree			Agree			Agree			Agree			Agree			Agree			Agree			Strongly Agree			Agree			Agree


			2025/12/15 10:58:24 AM GMT+5:30			Non-binary			35–44			Undergraduate			Sometimes			Moderately aware			Neutral			Agree			Neutral			Agree			Strongly Agree			Neutral			Agree			Neutral			Neutral			Neutral


			2025/12/15 10:58:39 AM GMT+5:30			Female			18–24			Undergraduate			Often			Very aware			Neutral			Neutral			Neutral			Neutral			Agree			Agree			Agree			Neutral			Disagree			Neutral


			2025/12/15 10:58:55 AM GMT+5:30			Female			18–24			Postgraduate			Sometimes			Very aware			Agree			Agree			Neutral			Neutral			Neutral			Neutral			Disagree			Neutral			Agree			Disagree


			2025/12/15 10:59:13 AM GMT+5:30			Female			25–34			Doctorate			Often			Extremely aware			Agree			Agree			Strongly Agree			Strongly Agree			Agree			Agree			Strongly Agree			Agree			Strongly Agree			Neutral


			2025/12/15 10:59:30 AM GMT+5:30			Non-binary			35–44			Doctorate			Very often			Very aware			Strongly Agree			Agree			Agree			Strongly Agree			Agree			Agree			Strongly Agree			Agree			Strongly Agree			Agree


			2025/12/15 11:00:07 AM GMT+5:30			Non-binary			18–24			Postgraduate			Very often			Slightly aware			Neutral			Agree			Agree			Neutral			Neutral			Disagree			Disagree			Agree			Agree			Agree


			2025/12/15 11:00:25 AM GMT+5:30			Non-binary			35–44			Postgraduate			Often			Extremely aware			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Agree			Strongly Agree			Strongly Agree			Neutral


			2025/12/15 11:00:39 AM GMT+5:30			Non-binary			25–34			Doctorate			Often			Very aware			Agree			Neutral			Neutral			Agree			Neutral			Neutral			Disagree			Neutral			Agree			Neutral


			2025/12/15 11:00:54 AM GMT+5:30			Prefer not to say			35–44			Postgraduate			Sometimes			Extremely aware			Agree			Agree			Neutral			Strongly Agree			Agree			Agree			Agree			Strongly Agree			Neutral			Neutral


			2025/12/15 11:30:22 AM GMT+5:30			Female			18–24			High school			Sometimes			Moderately aware			Strongly Disagree			Disagree			Neutral			Strongly Disagree			Neutral			Neutral			Strongly Disagree			Strongly Disagree			Neutral			Neutral


			2025/12/15 11:30:45 AM GMT+5:30			Female			25–34			Undergraduate			Occasionally			Moderately aware			Agree			Strongly Agree			Strongly Agree			Strongly Agree			Neutral			Strongly Agree			Strongly Agree			Strongly Agree			Agree			Strongly Agree


			2025/12/15 11:31:09 AM GMT+5:30			Prefer not to say			35–44			Postgraduate			Very often			Extremely aware			Strongly Agree			Agree			Strongly Agree			Strongly Agree			Neutral			Neutral			Agree			Strongly Agree			Strongly Agree			Neutral


			2025/12/15 11:31:31 AM GMT+5:30			Prefer not to say			45–54			Doctorate			Very rarely			Not aware			Strongly Disagree			Disagree			Disagree			Neutral			Neutral			Agree			Agree			Neutral			Agree			Disagree


			2025/12/15 11:31:53 AM GMT+5:30			Male			35–44			Postgraduate			Very often			Moderately aware			Strongly Agree			Disagree			Neutral			Strongly Agree			Strongly Agree			Strongly Agree			Agree			Neutral			Strongly Agree			Agree


			2025/12/15 11:32:14 AM GMT+5:30			Female			18–24			High school			Occasionally			Slightly aware			Neutral			Agree			Strongly Disagree			Neutral			Disagree			Strongly Agree			Strongly Agree			Agree			Agree			Agree


			2025/12/15 11:32:41 AM GMT+5:30			Male			25–34			Undergraduate			Sometimes			Very aware			Strongly Agree			Neutral			Agree			Strongly Agree			Strongly Agree			Agree			Agree			Strongly Agree			Agree			Agree


			2025/12/15 11:33:02 AM GMT+5:30			Prefer not to say			25–34			Undergraduate			Often			Very aware			Disagree			Strongly Agree			Neutral			Neutral			Neutral			Neutral			Neutral			Neutral			Agree			Neutral


			2025/12/15 11:33:25 AM GMT+5:30			Male			45–54			Doctorate			Often			Not aware			Disagree			Agree			Neutral			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree


			2025/12/15 11:33:49 AM GMT+5:30			Male			Under 18			High school			Occasionally			Very aware			Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Agree			Strongly Agree


			2025/12/15 11:34:13 AM GMT+5:30			Prefer not to say			18–24			Undergraduate			Often			Very aware			Strongly Agree			Agree			Neutral			Agree			Strongly Agree			Strongly Agree			Agree			Neutral			Strongly Agree			Agree


			2025/12/15 11:34:36 AM GMT+5:30			Male			45–54			Postgraduate			Sometimes			Very aware			Disagree			Neutral			Neutral			Agree			Agree			Agree			Neutral			Agree			Agree			Agree


			2025/12/15 11:45:06 AM GMT+5:30			Male			25–34			Postgraduate			Sometimes			Very aware			Agree			Agree			Strongly Agree			Strongly Agree			Neutral			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree


			2025/12/15 11:45:45 AM GMT+5:30			Male			25–34			Postgraduate			Occasionally			Very aware			Strongly Agree			Neutral			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Agree			Neutral			Disagree			Strongly Agree


			2025/12/15 11:46:33 AM GMT+5:30			Non-binary			35–44			Undergraduate			Often			Very aware			Strongly Agree			Agree			Strongly Agree			Neutral			Strongly Agree			Strongly Agree			Strongly Agree			Disagree			Agree			Strongly Agree


			2025/12/15 11:48:27 AM GMT+5:30			Male			35–44			Postgraduate			Occasionally			Very aware			Strongly Agree			Strongly Agree			Agree			Strongly Agree			Strongly Agree			Agree			Agree			Strongly Agree			Strongly Agree			Agree


			2025/12/15 11:48:58 AM GMT+5:30			Male			25–34			Postgraduate			Sometimes			Extremely aware			Strongly Disagree			Strongly Agree			Agree			Agree			Strongly Agree			Disagree			Disagree			Agree			Disagree			Agree


			2025/12/15 11:49:25 AM GMT+5:30			Female			45–54			Postgraduate			Occasionally			Moderately aware			Strongly Agree			Strongly Agree			Neutral			Agree			Agree			Strongly Agree			Neutral			Strongly Agree			Strongly Agree			Agree


			2025/12/15 11:49:45 AM GMT+5:30			Male			25–34			Doctorate			Very often			Very aware			Agree			Strongly Agree			Strongly Agree			Strongly Agree			Neutral			Strongly Agree			Strongly Agree			Agree			Agree			Strongly Agree


			2025/12/15 11:50:27 AM GMT+5:30			Male			35–44			Postgraduate			Often			Very aware			Neutral			Agree			Agree			Strongly Agree			Strongly Agree			Strongly Agree			Neutral			Agree			Agree			Disagree


			2025/12/15 11:51:24 AM GMT+5:30			Male			25–34			Postgraduate			Often			Slightly aware			Strongly Agree			Disagree			Agree			Agree			Strongly Agree			Agree			Disagree			Agree			Strongly Agree			Agree


			2025/12/15 11:52:36 AM GMT+5:30			Male			35–44			Postgraduate			Often			Very aware			Agree			Agree			Disagree			Agree			Agree			Neutral			Strongly Agree			Neutral			Agree			Disagree


			2025/12/15 11:53:27 AM GMT+5:30			Non-binary			18–24			Postgraduate			Sometimes			Moderately aware			Agree			Strongly Agree			Disagree			Agree			Agree			Strongly Agree			Disagree			Agree			Agree			Strongly Agree


			2025/12/15 11:55:06 AM GMT+5:30			Male			18–24			Postgraduate			Sometimes			Slightly aware			Agree			Agree			Agree			Disagree			Agree			Agree			Agree			Strongly Agree			Strongly Agree			Strongly Agree


			2025/12/15 11:57:23 AM GMT+5:30			Female			35–44			Undergraduate			Occasionally			Moderately aware			Strongly Agree			Strongly Agree			Disagree			Agree			Strongly Agree			Strongly Agree			Strongly Agree			Disagree			Strongly Agree			Strongly Agree


			2025/12/15 11:58:51 AM GMT+5:30			Female			35–44			Postgraduate			Often			Moderately aware			Strongly Agree			Strongly Agree			Agree			Agree			Agree			Agree			Agree			Agree			Strongly Agree			Agree


			2025/12/15 12:02:10 PM GMT+5:30			Male			35–44			Postgraduate			Sometimes			Very aware			Neutral			Strongly Agree			Strongly Agree			Disagree			Strongly Agree			Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree


			2025/12/15 12:02:34 PM GMT+5:30			Male			25–34			Postgraduate			Often			Very aware			Agree			Agree			Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree


			2025/12/15 12:02:58 PM GMT+5:30			Male			35–44			Postgraduate			Often			Very aware			Strongly Agree			Strongly Agree			Agree			Agree			Agree			Agree			Agree			Strongly Disagree			Disagree			Agree


			2025/12/15 12:05:23 PM GMT+5:30			Male			35–44			Undergraduate			Occasionally			Moderately aware			Agree			Strongly Agree			Disagree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Agree			Disagree			Strongly Agree


			2025/12/15 12:05:54 PM GMT+5:30			Male			45–54			Postgraduate			Sometimes			Very aware			Agree			Strongly Agree			Disagree			Strongly Disagree			Disagree			Strongly Agree			Agree			Strongly Agree			Agree			Disagree


			2025/12/15 12:06:31 PM GMT+5:30			Male			25–34			Undergraduate			Sometimes			Extremely aware			Disagree			Agree			Agree			Neutral			Agree			Agree			Neutral			Agree			Agree			Agree


			2025/12/15 12:13:05 PM GMT+5:30			Non-binary			35–44			Doctorate			Very often			Very aware			Disagree			Neutral			Disagree			Disagree			Disagree			Agree			Agree			Strongly Agree			Agree			Agree


			2025/12/15 12:13:30 PM GMT+5:30			Male			25–34			Doctorate			Often			Very aware			Agree			Agree			Strongly Agree			Strongly Agree			Strongly Agree			Agree			Neutral			Agree			Disagree			Agree


			2025/12/15 12:13:43 PM GMT+5:30			Female			35–44			Doctorate			Very often			Moderately aware			Neutral			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree


			2025/12/15 12:14:00 PM GMT+5:30			Male			45–54			Undergraduate			Often			Extremely aware			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree


			2025/12/15 12:14:19 PM GMT+5:30			Male			25–34			Postgraduate			Occasionally			Slightly aware			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree


			2025/12/15 12:14:29 PM GMT+5:30			Prefer not to say			55+			Doctorate			Very often			Extremely aware			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree


			2025/12/15 12:14:40 PM GMT+5:30			Non-binary			55+			Doctorate			Very often			Extremely aware			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree


			2025/12/15 12:14:57 PM GMT+5:30			Female			18–24			Postgraduate			Occasionally			Slightly aware			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree			Disagree


			2025/12/15 12:15:08 PM GMT+5:30			Non-binary			55+			Doctorate			Very often			Extremely aware			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree


			2025/12/15 12:15:34 PM GMT+5:30			Female			18–24			Undergraduate			Occasionally			Slightly aware			Strongly Agree			Agree			Strongly Disagree			Agree			Disagree			Strongly Agree			Strongly Agree			Strongly Agree			Agree			Agree


			2025/12/15 12:15:52 PM GMT+5:30			Female			35–44			Undergraduate			Sometimes			Moderately aware			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Agree			Agree			Strongly Agree			Strongly Agree			Strongly Agree


			2025/12/15 12:16:04 PM GMT+5:30			Non-binary			18–24			Undergraduate			Occasionally			Slightly aware			Neutral			Disagree			Disagree			Neutral			Disagree			Disagree			Disagree			Disagree			Disagree			Neutral


			2025/12/15 12:16:15 PM GMT+5:30			Non-binary			55+			Doctorate			Very often			Extremely aware			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree			Strongly Agree


			2025/12/15 12:16:32 PM GMT+5:30			Female			18–24			Undergraduate			Occasionally			Slightly aware			Disagree			Disagree			Agree			Agree			Agree			Agree			Disagree			Agree			Agree			Agree


			2025/12/15 12:17:02 PM GMT+5:30			Female			25–34			Undergraduate			Sometimes			Very aware			Neutral			Agree			Agree			Agree			Agree			Agree			Disagree			Agree			Agree			Agree
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