
[image: ]
Master of Business Administration
Student Name: Md Ashikur Rahman
Student Number: 2421727
Module code: LCMB7035
Module Name: Dissertation
Title: “The Impact of Sustainability Initiatives on Consumer Perception in the Sportswear Industry: A Case Study of Adidas.”

Words Count: 15200


[image: ]

Master’s Degrees by Examination and Dissertation
Declaration Form

I, Md Ashikur Rahman, declare that this dissertation has been composed by myself, that the work contained herein is entirely my own except where explicitly stated otherwise in the text, and that this work has not been submitted for any other degree or qualification, in whole or in part, except as specified. 

Signature: Md Ashikur Rahman
Date: 08-06-2026




Table of Contents
Abstract	5
CHAPTER 1: INTRODUCTION	1
1.1 Problem Statement	2
1.2 Research Aim & Objectives	3
1.3 Research Questions	3
1.4 Significance of the Study	4
1.5 Brief Research Methodology	5
Chapter 2: Literature Review	7
2.1 Sustainability in the Sportswear Industry	7
Adoption of Sustainability Initiatives	8
Trade-offs and Strategic Challenges.	8
Critical Approach to Sustainability Practices.	9
2.2 CSR and Corporate Sustainability.	9
2.3 Consumer Perception and Sustainable Consumption	11
2.4 Sustainability and Brand Image	14
2.5 Theoretical Frameworks	15
2.5.1 Stakeholder Theory	15
2.5.2 Theory of Planned Behaviour (TPB)	16
2.5.3 Sustainable Consumption Theory	16
2.5.4 Green Marketing Theory	16
2.6 Academic Debate	17
2.7 Past Empirical Studies	18
2.8 Conceptual Framework	19
2.9 Research Gap	20
2.10 Conclusion	22
CHAPTER 3: RESEARCH METHODOLOGY	23
3.1 Research Philosophy	23
3.2 Research Approach	24
3.3 Research Design	25
3.4 Research Strategy: Survey-Based Research	25
3.4.1 How the Survey Was Conducted?	26
3.4.2 Data Collection Process (Step-by-Step)	26
3.4.3 Why the Survey Method Was Chosen	28
3.5 Sampling Strategy	29
3.5.1 Sampling Method	29
3.5.2 Sample Size Justification	29
3.6 Data collection and measurement.	30
3.6.1 Questionnaire Structure ( Appendix B)	30
3.7 Variables and Measurement	31
Table 3.4: Construct Operationalisation	32
3.8 Data Analysis Techniques	35
3.8.1 Analytical Model	35
3.8.1 Research Hypotheses	36
3.09 Reliability and Validity	36
3.10 Ethical Considerations	37
3.11 Limitations	38
Chapter 4: FINDINGS AND ANALYSIS	40
4.1 Demographic Profile of Respondents (Appendix C)	40
Table 4.2: Reliability Analysis (Cronbach's Alpha)	40
4.3 Correlation Analysis	43
4.4 Regression Analysis	45
Model Summary	45
Interpretation	45
4.5 Summary of Key Findings	47
4.6 Chapter Summary	48
CHAPTER 5: CONCLUSION & RECOMMENDATIONS	50
5.1 Theoretical Implications	51
Sustainability–Trust Mechanism	51
Contribution to Theory of Planned Behaviour (TPB)	51
Role of Brand Trust as a Mediator	51
Brand Image Formation	52
5.2 Managerial Implications	52
1. Transparency Through Digital Technology	52
2. Carbon Footprint Disclosure	52
3. Sustainable Product Segmentation	53
4. Gen Z Targeted Sustainability Campaigns	53
5. Addressing ESG Competition	53
5.4 Limitations	54
5.5 Future Research	55
5.6 Strategic Insights	56
Sustainability Fatigue	56
Authenticity Risk	56
ESG Competition	56
5.7 Final Conclusion	57
References	58
Appendix A:	62
Questionnaire (Appendix B)	64
Appendix C: Raw Demographic Data Summary	67
Appendix D: Measurement Items and Calculation of Descriptive Statistics	68




List of Table
Table 1- Variables and Measurement	30
Table 2: Demographic Summary	38
Table 3: Mean and Standard Deviation of Key Variables	40
Table 4: Correlation Matrix	42


List of Figure
Figure 1. Conceptual framework of the impact of sustainability practices on consumer purchase intention in the sportswear market	18
Figure 2. Data Collection Process	24
Figure 3: Data Analysis Process Framework	33

















[bookmark: _hhcz8moz3m0r]Abstract 
With rising environmental awareness, evolving consumer preferences and demands for responsible business practices, sustainability has emerged as a key strategic concern in the international sportswear market (Niinimäki et al., 2022). Sporting goods brands are now taking steps to enhance their environmental footprint and brand image by adopting sustainability measures like recycled materials, carbon reduction efforts, and circular economy practices (McKinsey & Company, 2023). In view of this, the aim of this study is to examine consumer perception and purchasing behavior in the sportswear industry as a result of sustainability efforts, with Adidas as a case study.
The method of this research is quantitative research with positivist philosophy and deductive approach (Saunders et al., 2023). Primary data were gathered using an online questionnaire which was sent out to consumers that had a good amount of knowledge about sportswear brands like Adidas (Hair et al., 2022). Convenience sampling technique was used and data was analysed with Microsoft Excel and SPSS.
The results show that consumers had mostly positive attitudes towards Adidas' sustainability efforts. The results also show that perception of sustainability is effective in creating trust in the brand and brand image, and this trust in the brand has a positive effect on purchase intention (Joshi and Rahman, 2023). The results also show that sustainability is not the only driver of purchasing behaviour – things like product quality and price also play a role, as do brand loyalty.
The study extends the current literature by providing an explanation of the influence of sustainability initiatives on consumer behaviour within sport shoes using the Theory of Planned Behaviour, the Stakeholder Theory and Green Marketing. The results highlight the need for genuine sustainability communication, trust building and embedding sustainability into the product value and competition strategies from a managerial point of view (White et al., 2022). In conclusion, the study confirms that sustainability practices have a significant, albeit limited, impact on consumer perception and buying habits within the sportswear sector.
Keywords: Sustainability Initiatives; Consumer Perception; Purchase Intention; Brand Trust; Brand Image; Sustainable Consumption; Sportswear Industry; Adidas.

1

[bookmark: _rrly8fa5x9h7]CHAPTER 1: INTRODUCTION
The growing environmental issues and the escalating consumer consciousness has led to sustainability becoming a core strategic issue within organisations that are in the global fashion and sportswear business. The apparel industry is commonly known as one of the most environmentally intensive industries, which generates a lot of carbon emissions, water usage, and textile waste globally (Niinimäki et al., 2022). Synthetic fibres (polyester and nylon, which control the sportswear market) production is highly dependent on fossil fuels and is a source of micro plastic pollution, further exacerbating the environmental issues (Uddin et al., 2022).
The organisations are increasingly undertaking sustainability initiatives in order to minimise environmental impact and fall in line with the global sustainability goals. These initiatives include recycled and renewable materials, circular economy, energy efficient production, and reduce carbon (Geissdoerfer et al., 2022). This move towards sustainability is not only encouraged by the need to be regulated and be environmentally responsible but also by the fact that the market is becoming more and more environmentally conscious and requires the company to remain competitive.
The notion of sustainability in sportswear industry has turned into a significant element of the corporate strategy and brand positioning. Companies are incorporating sustainability in their business models to create brand image, enhance their relationships with the stakeholders and acquire sustainable competitive advantage. Adidas is also considered to be among the most successful organisations in this regard as it has made various sustainability projects that involve use of recycled products, sustainable product lines and promises to be carbon neutral.
Nevertheless, as organisations have invested heavily on sustainability, it is still unclear how these efforts have impacted on consumer perception and behaviour. Despite consumers becoming more concerned about environmental factors, they tend to base their purchasing choices on other aspects like price, quality, and brand loyalty (White et al., 2022). Here lies an important conflict between the sustainability endeavours of corporations and the real consumer behaviour.

Recent findings indicate that although sustainability can boost brand perception, the effect on purchasing behaviour is not necessarily uniform (Deloitte, 2024; Li et al., 2024). This complexity shows the need to engage in more studies to accommodate the influence of sustainability endeavours on consumer perception in specific industries such as sportswear. Therefore, the proposed study will examine the relationship between the sustainability-related initiatives and the consumer perception and use of Adidas as a case.
[bookmark: _ys23fnjq3tez]1.1 Problem Statement
The sportswear industry as a whole has seen a massive transition towards sustainability with more and more organisations incorporating environmental and social responsibility into their business models. Leading brands like Adidas have been very much investing in sustainability projects like recycled materials, carbon reduction projects, ethical sourcing strategies and circular economy models. The programs are designed to not just minimize environmental footprint but also to build brand credibility and sway consumer buying choices (Niinimäki et al., 2022; Adidas, 2025).
Although sustainability is becoming increasingly important, it is not known to what degree these efforts have an impact on consumer behavior. The findings in previous studies indicate that the consumers are favourable towards ECO products and brands. Nevertheless, such positive attitudes do not necessarily lead to actual buying, which is known as the attitude–behaviour gap (White et al., 2022; Joshi and Rahman, 2023). This irregularity has posed a question on the effectiveness of sustainability efforts as a consumer decision-making criteria.
In addition, there are inconclusive findings from previous studies. While others claim sustainability programs can increase brand trust, brand image, and purchase intention (Li et al., 2024), conventional aspects like price, product quality, and brand familiarity are cited as more significant drivers of purchasing decisions (Krywalski-Santiago, 2024). It is therefore not surprising that there's a lack of agreement around the effect of sustainability efforts on consumer perceptions and purchasing decisions in the sportswear industry.
This uncertainty is not just a theoretical dilemma, but a management problem as well. Academically, additional studies are needed to better understand the relationship between consumer behavior and consumer perceptions of sustainability. Organisations like Adidas are still spending a lot of money on sustainability initiatives, while there is no clear proof that this is effective in driving purchasing decisions. This study aims to address this gap by examining the relationship between sustainability efforts, consumer perception, brand trust, brand image, and purchase intention of consumers in the context of Adidas, as this is an important empirical and managerial gap in the academic literature.
[bookmark: _b9jfrtq6uyuz]1.2 Research Aim & Objectives
The aim of this research is: to critically assess the success of sustainability efforts adopted by Adidas in creating consumer image and influencing buying behaviour in the sportswear business.
The research objectives are as follows:
· To critically evaluate consumer perceptions of Adidas' sustainability initiatives.
· To assess the impact of sustainability perception on purchase intention.
· To examine the influence of sustainability initiatives on brand trust and brand image.
· To investigate the mediating role of brand trust and brand image between sustainability perception and purchase intention.
[bookmark: _m318nn9i34h]1.3 Research Questions
The study will address the following research questions:
· What sustainability initiatives are implemented by Adidas?
· To what extent are consumers aware of sustainability initiatives in the sportswear industry?
· How do sustainability initiatives influence consumer perception of Adidas?
· What is the relationship between sustainability perception and purchasing behaviour?
[bookmark: _u36jnva9m2ev]1.4 Significance of the Study
This research has significant implications on research and practice in management. Academically, it will fill a major gap in the literature as it discusses the sportswear industry in a specific area as compared to the rest of the fashion industry, which has received comparatively little coverage. Although prior research has been conducted on sustainability in the fashion sector, empirical research on the effect of sustainability programs and their impact on consumer perception in sportswear companies like Adidas are missing.
The other contribution that the study makes to the applications of behavioural theories, the Theory of Planned Behaviour, in particular, is the exploration of the effects of sustainability on consumer attitudes, intentions and behaviour. The combination of the theoretical insights and empirical research makes the study add to the knowledge of how sustainability initiatives can impact consumer decision-making processes.
In practice, the findings would be of great importance to the managers and marketers in the sportswear industry. This perception of the consumers to sustainability initiatives can be comprehended to create more efficient marketing campaigns, improved brand positioning, and customer involvement. In addition to this, the study provides some evidence on whether sustainability initiatives have the potential to be a source of competitive advantage and the organisations could therefore use this as a rationale to invest in sustainability.
Moreover, the study has more far-reaching implications on sustainability practices as it has shown the significance of harmonizing the corporate efforts with the expectations of consumers. Through this, the organisations are able to create more effective and targeted sustainability strategies by establishing the factors that affect consumer perception and behaviour.
[bookmark: _tifjvmf2e7bv]1.5 Brief Research Methodology
This research paper uses a quantitative research design that follows positivist research philosophy that emphasizes on objective measurement and statistical analysis of data. Quantitative approach is suitable in investigating relationships between such variables as sustainability perception and purchasing behaviour.
A structured questionnaire will be used to collect primary data, where the questionnaire will be sent to consumers purchasing sportswear products and have knowledge of brands like Adidas. Practical considerations will also necessitate the use of a convenience sampling approach, and an anticipated sample size of 50-100 respondents and is deemed adequate to conduct basic statistical analysis (Saunders et al., 2023).
The questionnaire will be constructed with the Likert-scale measurements (e.g., 1-5 scale) to evaluate some important variables, such as:
· awareness of sustainability efforts by consumers.
· image of sustainability practices
· brand image and trust.
· purchasing intention
Analysis of the collected data will be done using descriptive and inferential statistics. The data will be summarised by using descriptive statistics, frequencies and percentages, and inferential analysis, including correlation analysis shall be used to analyse the relationship between sustainability perception and purchasing behaviour. Regression analysis can also be done to determine the strength and direction of these relationships where necessary (Hair et al., 2022).
This methodological approach guarantees systematic and rigorous analysis of the research problem, thus, the study can produce reliable and valid results.
It's in 5 major parts of this dissertation. The first part introduces the research by providing background and context information on sustainability in the sportswear industry, the research problem, research aim, research objectives, research questions and the overall methodological approach. The second section critically examines the literature on sustainability, consumer perception, corporate social responsibility and theoretical foundations. The third part documents the methodological process used in the research, such as the research philosophy, approach, design, sampling strategy, process of data collection and analysis techniques. The fourth section presents and interprets the empirical results that were derived from the analysis of the survey, and connects the results to the research goals and theoretical perspectives. The final section brings together the study's main results, theoretical and managerial implications, limitations and suggestions for future study (White et al., 2022; Deloitte, 2024).



[bookmark: _rjlp9bwzomxi]Chapter 2: Literature Review
This chapter critically analysed existing literature on sustainability and consumer perception in sportswear industry and specifically in Adidas. This review aims to develop a solid theoretical and empirical base of the study, through the analysis of main concepts, debates, and previous research results.
The chapter is not just limited to the descriptive discussion, but it also critically evaluates the opposing academic views of sustainability practices and its implication on consumer behaviour. It looks at how environmental issues, corporate sustainability and marketing communications influence consumer perception and buying behaviour. Specifically, the literature singles out a long-standing discrepancy between positive attitudes of consumers towards sustainability and real purchasing behaviour, commonly known as the attitude-behaviour gap (White et al., 2022).
Also, the chapter combines the appropriate theoretical frameworks such as the stakeholder theory and the Theory of Planned Behaviour to explain organisational behaviour and consumer behaviour. Combining these insights, the review reveals some of the major research gaps, such as the lack of emphasis on the sportswear industry and brand-specific research.
In general, this chapter offers a critical background on the complicated relationship between sustainability initiatives and consumer perception, which guides the research design and methodology in later chapters.
[bookmark: _p2xlwk4re21y]2.1 Sustainability in the Sportswear Industry
The sportswear industry is a field of endeavour whose operations should be viewed with respect to sustainability. 
Sportswear Industry on the Environment.
The sportswear business is well-known as one of the most ecologically intensive industries because it is based on the processes of production that consume resources and use synthetic materials. Studies show that textile production is one of the major producers of carbon dioxide, water and waste pollution (Niinimaki et al., 2022). The consumption of fossil-based materials, including polyester, also increases environmental issues as the latter leads to the micro plastic pollution of the marine environment (Shirvanimoghaddam et al., 2022).
Although there is a growing awareness of these problems, the industry continues to use the traditional linear model of production, which implies take, make, dispose, and contributes to unsustainable consumption patterns. This poses important questions on the sustainability of the sportswear industry in the long run.
[bookmark: _mmfugrb4276x]Adoption of Sustainability Initiatives
Due to the increasing environmental demands, sportswear firms have taken to sustainability efforts that are geared towards minimizing their environmental impact. Such initiatives involve using recycled materials, energy-saving production technologies, and circular economy policies. Adidas has, as an illustration, unveiled new materials like Prime green and Prime blue made out of recycled oceans plastics.
Researchers claim that these initiatives are a major move towards a sustainable change because they encourage the conservation of resources and minimization of waste (Geissdoerfer et al., 2022). Moreover, sustainability efforts are frequently seen as part of wider corporate strategies, as a move towards long-term environmental responsibility.
[bookmark: _fph0qspe8bhd]Trade-offs and Strategic Challenges.
Nevertheless, sustainability initiatives effectiveness is a topic of discussion. A trade-off between sustainability and cost efficiency is one of the main challenges. The fact is that sustainable materials and processes tend to be more expensive than traditional options, which may affect the price of the products and their competitiveness (Uddin et al., 2022).
In addition, critics claim that most sustainability efforts are evolutionary as opposed to radical. Although recycled materials decrease the impact on the environment, they do not address the issue of overconsumption in the industry at its core (Lopes Vassalo et al., 2024). This implies that the existing sustainability practices might not be effective enough to realize significant environmental change.
[bookmark: _6dn8iaesa7c9]Critical Approach to Sustainability Practices.
The threat of greenwashing is another significant issue where companies overrate what they do to increase brand image through the representation of sustainability. This has contributed to scepticism by consumers, as some doubt the validity of corporate sustainability statements (Delmas and Burbano, 2022).
As a result, although sustainability initiatives are increasingly becoming common, their influence is influenced by organisational practices as well as the perception of the consumers. The literature thus emphasises the importance of more research to assess the impact of these initiatives on consumer behaviour, specifically in particular situations like sportswear industry.
[bookmark: _f99brhc6zjjv]2.2 CSR and Corporate Sustainability. 
Theory and development of Sustainability CSR.
Corporate Social Responsibility (CSR) has become a key framework by which organisations strive to deal with sustainability issues. CSR means that a company needs to be ethical and socially responsible in its activities while taking into account the environmental and social effects (Carroll and Brown, 2023). Over the last couple of years, CSR has no longer been a voluntary, philanthropic endeavor, but a strategic priority that has become part of the business.
In the sportswear sector, CSR is embracing more and more the environmental sustainability, ethical sourcing and labour standards. Adidas and other companies have incorporated sustainability into their CSR policies through using environmentally friendly materials, minimizing carbon emission, and enhancing the supply chain transparency. This is indicative of a wide trend where organisations align CSR activities with long-term business goals and expectations of stakeholders.
CSR and Organisational Performance.
According to a substantial amount of literature, the success of CSR practices can positively affect the performance of the organisation by boosting brand reputation, customer loyalty, and competitive advantage (Fatma and Rahman, 2022). In this light, sustainability efforts are not only morally required, but also economically advantageous.
An example of this is that when a company is seen to be highly environmentally responsible then it stands a higher chance of attracting a consumer with the same mind-set that is environmentally conscious thus enhancing brand equity. Moreover, CSR programs may contribute to building trust with stakeholders, which is especially desirable in the sectors where moral issues are a key factor.
But this good relation is not all embraced. According to some scholars, the financial gains of CSR are unpredictable and can be different based on the industry conditions and sensitivity of consumers to sustainability concerns. This shows the necessity of a fundamental analysis of the effectiveness of CSR instead of believing in generally positive consequences.
Authenticity versus Greenwashing
One of the biggest controversies in the CSR literature addresses the authenticity of corporate sustainability activities. Whereas other organisations undertake substantive CSR, which entails making meaningful environmental and social transformations, other organisations undertake symbolic CSR initiatives whose primary goal is to build a better corporate image (Krywalski-Santiago, 2024).
This difference is strongly connected with the idea of greenwashing as a practice when organizations overestimate or falsify their environmental activities (Delmas and Burbano, 2022). Greenwashing destroys consumer confidence and may have negative effects on brand perception, in cases where the differences between the statements and the actual practice are uncovered.
Sustainability programs in the case of Adidas are usually marketed by marketing campaigns and sustainability reports. Though these initiatives can contribute to brand image, their success will depend on the perceived authenticity by the consumers. Growing consumer sensitivity and access to information have rendered the traditional symbolic CSR practices less effective in ensuring that companies can solely depend on them.
Effectiveness in CSR Critical Evaluation.
Although CSR is increasingly becoming important, the practice has its limitations. A major issue is that there is no standardisation in the measurement of CSR performance and thus it is hard to determine the actual effect of sustainability efforts. Also, corporate policies and actual practice may not be in line with each other, especially with complex global supply chains.
Additionally, CSR initiatives might not be effective in altering consumer behaviour, unless they are well communicated or when consumers consider other aspects like price and quality of the product. This explains why the strategies of CSR must be aligned with the consumer expectations and the market forces.
In general, the literature indicates that, although CSR is an effective framework to enhance sustainability, its application is subject to authenticity, transparency, and consistency with organisational practices and consumer perceptions.
The comprehensive evidence of the impact of fashion industry on the environment is available in Niinimäki et al. (2022). The study primarily examines environmental results and pays less attention, however, to consumer reactions to sustainability efforts. Moreover, the results also rely on industry level data which can sometimes not provide an accurate picture of brand differences in the sportswear industry.
Environmentally sustainable practices can help to achieve sustainability goals, but they typically involve significant capital expenditures, which can drive up production costs and product prices (McKinsey & Company, 2023). Therefore, there is a need for organisation to trade off between sustainability goals and cost competitiveness.
[bookmark: _tmackqxcuinm]2.3 Consumer Perception and Sustainable Consumption 
Perception of consumers in the context of sustainability.
Consumer perception is defined as the way people perceive and assess the actions, products and values of a company, especially regarding sustainability. Consumer attitudes towards brands and their practices have been greatly impacted in the recent years due to the rising environmental awareness. Research shows that consumers are becoming more inclined to choose organisations that show environmental responsibility because sustainability is frequently linked to moral conduct and value creation in the long run (White et al., 2022).
Consumer perception is of special concern in the sportswear industry where competition between brands and product differentiation is quite high. Companies like Adidas engage in active marketing of their sustainability programs so that they can shape the perception of their brand among the consumers. But the success of such efforts is conditional on their perception by the consumers, and this may be different depending on personal values, knowledge and trust.
The Attitude–Behaviour Gap
Although there is growing awareness and positive attitudes towards sustainability, a recurrent theme in the literature is that there exists an attitude-behaviour gap. This can be defined as the gap between the stated intention of consumers to buy sustainable products and their actual buying behaviour (Joshi and Rahman, 2023).
One of the reasons behind such a gap is the Theory of Planned Behaviour, according to which the attitude is not the sole factor influencing behaviour but subjective norms and perceived behavioural control (Ajzen, 2021). As an example, consumers can be positive about sustainable products but limited by the factors of affordability, availability or convenience.
Also, the consumers have a conflict of interests between the ethical and personal gain. Sustainability may be considered important, but it might not be more important than other priorities, like product performance or cost. This points out to the difficulty of consumer decision-making within the realms of sustainability.
There are factors that affect sustainable consumption.
Consumer perception and sustainable consumption hinge on several factors. One of the greatest obstacles is price sensitivity because sustainable products are usually considered to be more expensive than traditional ones. Consequently, consumers might not be ready to pay a premium, despite having a principled commitment to sustainability.
The other consideration is the perceived product quality and functionality especially in the sportswear sector where performance characteristics like durability, comfort, and design are paramount. The consumers can assume these characteristics over sustainability particularly where they perceive the green products as of a lower quality.
Moreover, consumer trust is essential in influencing perception. With the high rate of greenwashing, consumers might question the sustainability claims, and this might diminish effectiveness of sustainability efforts (Delmas and Burbano, 2022). Trust is thus a must in making sustainability messages credible and effective.
Sceptical Perspective on Consumer Behaviour.
The extent to which sustainability has a positive effect on behaviour is a controversial question despite the fact that most of the studies carried out have pointed out that sustainability has a positive influence on consumer perception. Some researchers have found that sustainability is emerging as a key driving force in purchases particularly among the youthful consumers. However, there are some who believe that its effect is not significant and often relies on traditional determinants such as price and brand loyalty (Deloitte, 2024).
In addition, consumer perception is not consistent and can have different demographic and cultural settings. This implies that sustainability initiatives should be developed to suit certain target markets in order to be effective.
On the whole, the literature points out the complexity and multifaceted nature of consumer perception that depends on various psychological, social, and economic factors. This complexity highlights the importance of empirical studies to gain a clearer insight into the effects of sustainability initiatives on consumer behaviour in the sportswear sector.
While CSR can foster stakeholder engagement and build corporate reputation, some companies are seen as using sustainability communication as a marketing tactic rather than a genuine expression of corporate involvement in sustainability efforts (Delmas and Burbano, 2022). These practices can have a negative impact on consumer trust in sustainability claims and skepticism.
Fatma and Rahman (2022) argue that CSR activities can positively influence brand equity, while Delmas and Burbano (2022) suggest that consumers are more and more questioning sustainability statements, and potentially responding negatively to anything that is seen as “not real.”
[bookmark: _jdwuok30yd1y]2.4 Sustainability and Brand Image 
Role of Sustainability in Shaping Brand Image
Sustainability is now a significant factor of brand image which is the way the consumers view the values, ethics, and social responsibility of a company. As the markets grow more competitive, sustainability efforts help organisations to distinguish their brands and become more reputable, as a strategic instrument. The study indicates that environmentally friendly practices may positively impact brand image by communicating a commitment to ethical conduct and value generation in the long run (Keller, 2022).
Sponsors like Adidas use sustainability efforts to reinforce the brands that consumers consider important in the sportswear industry. Brands strive to identify themselves with the values of the environmentally conscious consumers by encouraging the use of recycled resources, as well as environmentally friendly production processes.
Sustainability, Trust and Brand Equity.
A good brand image that was created due to sustainability activities can lead to an increase in consumer trust and brand equity. Consumers will develop positive attitudes towards the brand more when they view sustainability activities as authentic and credible, which can result in higher levels of loyalty and purchase intention (Fatma and Rahman, 2022).
Nevertheless, transparency and communication are crucial to the success of sustainability in the formation of brand image. Unless sustainability claims are effectively communicated and are seen as authentic, they may result in scepticism and harm brand credibility. This is especially applicable to the situation of greenwashing, where false claims and exaggerated ones can destroy consumer confidence (Delmas and Burbano, 2022).
Critical Impact Assessment.
Sustainability is not necessarily a core contributor to brand image, despite its possible advantages. Research has shown that consumers tend to be more influenced by conventional aspects of product quality, price, and brand heritage (Deloitte, 2024).
Thus, although sustainability has the potential of improving brand image, its effects are conditional with regard to authenticity, effective communication and its combination with other important brand qualities.
There are several studies which indicate that consumers are positive towards sustainability, but actual consumer behaviour is inconsistent with this (White et al., 2022). Many studies have analyzed consumers' purchasing behaviour based on their self-reported intentions to buy foods that are more environmentally friendly, which can overestimate the actual effect of their sustainability perceptions on their buying decisions (Li et al., 2024).
[bookmark: _i66eyy8zs2wm]2.5 Theoretical Frameworks 
In this research, it is possible to combine several theoretical approaches that may help to understand the impact of sustainability initiatives on consumer perception and buying behaviour in the sportswear sector, using Adidas as an example. This section combines major frameworks instead of focusing on each theory separately and offers an entire explanatory model that links organisational actions and consumer decision-making processes.
[bookmark: _18ocgs8eh4z2]2.5.1 Stakeholder Theory
According to the Stakeholder Theory, organisations are supposed to act upon the expectations of all stakeholders, not only on the behalf of shareholders, but also towards customers, employees, suppliers, and the environment at large (Freeman et al., 2021). This theory describes the rationale behind the sportswear corporations taking environmental initiatives as a reaction to mounting pressure by the environmentally conscious stakeholders in the context of sustainability.
In the case of Adidas, the implementation of sustainability practices like recycled materials and carbon reduction measures are indicative of the need to retain legitimacy and conform to the expectations of stakeholders. The success of such initiatives, however, will be determined by whether the stakeholders see the initiatives as real and effective.
[bookmark: _pfmxmlggmqea]2.5.2 Theory of Planned Behaviour (TPB)
The Theory of Planned Behaviour is a theory that describes consumer behaviour based on three determinants: attitudes, subjective norms, and perceived behavioural control (Ajzen, 2021). This model is vital in interpreting the disparity between positive consumer intentions with regard to sustainability and their actual buying behaviour.
The behaviour of consumers who have positive attitudes towards sustainable sportswear may be limited by price, availability or competing needs like performance and brand loyalty.
[bookmark: _sfeuoyrrigks]2.5.3 Sustainable Consumption Theory
Sustainable Consumption Theory is devoted to how people can make an environmentally responsible purchasing decision. It emphasizes that awareness of sustainability is growing, but there is often very little behavioural change because of structural and psychological obstacles (White et al., 2022).
This theory contributes to the belief that the consumer behaviour is shaped by the ethical intentions and practical limitations which confirm the presence of the attitude-behaviour gap.
[bookmark: _q9ik282sjkx]2.5.4 Green Marketing Theory
Green Marketing Theory describes the process of communicating environmental values by organisations in a bid to impact consumer perception. It highlights how proper communication of sustainability efforts can strengthen brand image and consumer trust, on condition that it can be seen as a credible and transparent one (Peattie and Crane, 2021).
Nevertheless, false or inflated statements might lead to distrust and make marketing campaigns less successful.
Integrated Theoretical Perspective
Together, these theories can offer a comprehensive picture: Stakeholder Theory describes the reasons why firms should be sustainable, Green Marketing describes the ways in which it is communicated, TPB describes how consumers perceive it, and Sustainable Consumption Theory describes why behaviour is not necessarily consistent with intention. The combination of this methodology enhances the analytical basis of the research.The Stakeholder Theory provides a rationale for organisations like Adidas to engage in sustainability efforts based on stakeholder expectations (Freeman et al., 2021). These sustainability initiatives are communicated to consumers through branding and promotional efforts, which is the subject of Green Marketing Theory (Peattie and Crane, 2021). The Theory of Planned Behaviour then accounts for the relationship between consumer perceptions of sustainability and attitudes and purchase intentions (Ajzen, 2021). These theories collectively form a robust framework to connect organisational sustainability practices with individual consumer responses.
[bookmark: _w2hudo5i45rm]2.6 Academic Debate 
The scholarly sources on the sustainability and consumer perception in the sportswear sector are characterized by a variety of contradictory and conflicting points of view. A key discussion is whether sustainability efforts have a real impact on consumer behaviour or are more of a strategic market instrument.
On the one hand, some researchers state that sustainability has emerged as a more and more significant factor of consumer preference. Research indicates that consumers who are concerned about the environment tend to choose the brands that exhibit ethical and sustainable behaviours since it is linked with trust, responsibility, and value creation in the long term (White et al., 2022). In this light, brand loyalty can be enhanced through sustainability efforts and purchase intention can be positively impacted, especially among younger consumer groups.
Contrarily, other scholars believe that sustainability has limited effects in the consumer behaviour. They emphasise that even in the light of increasing environmental consciousness, a significant number of consumers still consider price, quality, and brand recognition over the consideration of sustainability (Deloitte, 2024). This supports the point that sustainability might not be as a major driver when making buying decisions but a secondary consideration.
Another important problem with the literature is the notion of greenwashing. Though organisations like Adidas advertise sustainability activities widely, some scholars also claim that not all the allegations are seen as valid by the consumers. According to Delmas and Burbano (2022), overstated or inadequately conveyed sustainability messages may cause consumer scepticism, which diminishes the success of green marketing approaches.
Consumers' sustained consumption patterns are increasingly influenced by sustainability, as White et al. (2022) assert, but this is not always the case as Li et al. (2024) show that product quality and price can be the primary factors. Likewise, McKinsey & Company (2023) note that consumer interest in sustainability is rising but that behaviours do not necessarily match up to the market.
[bookmark: _2fmk8928oz76]2.7 Past Empirical Studies 
Various studies on sustainability and consumer perception in the sportswear sector have shown conflicting and inconsistent results that are mostly empirical. Although numerous researches point out that sustainability efforts have a positive impact on consumer attitudes, the number of researches that prove a strong and immediate impact on purchasing behaviour is lower.
To illustrate, Li et al. (2024) have used a quantitative survey-based study and reported that sustainability awareness is a significant enhancement to consumer attitudes towards eco-friendly products. Nevertheless, the research also found out that this positive attitude is not always translated into actual purchasing behaviour which supports the existence of the attitude behaviour gap.
On the same note, according to Deloitte (2024), consumers are becoming more concerned about environmental concerns and demand brands to assume sustainable practices. Nevertheless, the results have shown that price, quality, and brand familiarity are still prevailing factors in making purchase decisions. This implies that sustainability is in most cases not a main driver but a secondary consideration.
Conversely, other researches propose that there is a closer association between sustainability and consumer behaviour in younger populations. Such consumers will tend to equate sustainability with brand confidence and brand identity, especially in the lifestyle and sportswear sectors. Though, they tend to be contextual and not necessarily generalizable.
Empirically, the majority of empirical studies are based on cross-sectional survey designs, which do not provide an opportunity to determine causal relationships. Also, most of the literature is based on general fashion markets and not particular sportswear brands like Adidas, thus introducing a gap in the context.
On the whole, the empirical sources indicate discrepancies in the results and methodology issues, which is why additional brand-specific and situation-specific studies should be conducted.
[bookmark: _japxmocc28d7]2.8 Conceptual Framework
The theoretical model of the proposed research demonstrates the connection between sustainability practices and consumer behaviour in sportswear market.
[image: ]
[bookmark: _dtzwaqqnbaz2]Figure 1. Conceptual framework of the impact of sustainability practices on consumer purchase intention in the sportswear market
Figure 1 depicts a multi-stage pathway of how the sustainability practices followed by sportswear companies result in the change of consumers' purchase intention. The model starts with the Independent Variable Sustainability Programs (recycled materials, eco-friendly manufacturing, carbon reduction initiatives). In the diagram these programs directly impact Consumer Awareness, representing the concept that visible sustainability actions lead to consumers being more aware and recognising a brands sustainability action.
The next arrow of the figure illustrates the effect on the Brand Image of the Brand's heightened awareness, which makes the company appear responsible, ethical and forward-thinking. This enhanced image then moves onto the final link in the chain – Consumer Trust. This figure illustrates the sequential nature of the figure (Awareness -> Brand Image -> Trust), showing that trust does not build up from scratch but accumulates based on the previous perceptions.
Finally, the last arrow in the diagram connects Consumer Trust with the Dependent Variable, Purchase Intention, showing that the psychological influence of consumers on their willingness to purchase sustainable sportswear products is the most direct, which is that of trust.
There are two other Moderating Variables, Price Sensitivity and Product Quality Perception, also shown as dashed lines. On the basis of their placement, they do not change the previous stages of the pathway, but rather impact the strength of the relationship between trust and purchase intention. This is not as strong when there is high price sensitivity, but it becomes stronger when product quality perceptions are high.
Overall, the figure presents a coherent, step‑by‑step causal chain: Consumer Awareness leads to Brand Image, Consumer Trust, and Purchase Intention and then to Sustainability Programs. Mediating the final step is with Price Sensitivity and Product Quality Perception.
[bookmark: _ts7485hf3kwb]2.9 Research Gap 
While the literature on sustainability and consumer behaviour has increased, there are still several important gaps. Firstly, in the field of sustainability studies, the majority of research has been conducted in the fashion and apparel industry, rather than specifically in the sportswear sector (Niinimäki et al., 2022; Akter and Alam, 2025). Sportswear has distinct characteristics, such as performance-driven consumption, high engagement with brands and high branding loyalty, which can shape the perception and response of sportswear consumers to sustainability efforts (McKinsey & Company, 2023).
Secondly, there is an empirical void among the limited amount of studies specifically focused on the effect of sustainability efforts on consumer behaviour that are specifically brand-based. While Adidas is known for its sustainability efforts in materials and production, few studies have explored the effect of these initiatives on consumer perceptions, trust and purchase intentions in the Adidas context (Sicoli et al., 2019; Feng, 2025).
Third, there is a theoretical gap between theories of sustainability and consumer behaviour. Theory of Planned Behaviour, Stakeholder Theory, or Corporate Social Responsibility (CSR) have been widely adopted in previous studies individually, leaving explanations of consumer decision-making rather fragmented (Ajzen, 2021; Freeman et al., 2021). There has been limited research that has integrated these theoretical perspectives in a single framework, which not only explains organisational sustainability actions but also consumer responses.
Lastly, there is a gap in attitude–behaviour relationship. Consumers are often seen to have positive attitudes towards sustainability, but purchasing intentions do not always translate into actual behaviour (White et al. 2022; Li et al. 2024). Within the sportswear industry, the factors that help to explain this inconsistency are not adequately investigated.
To fill these gaps, the present study is based on Adidas as a case organization and combines Theory of Planned Behaviour, Stakeholder Theory, and Green Marketing Theory to study the relation between sustainability initiatives, brand trust, brand image, and consumer purchase intention. Thus, the research fills in the gaps in literature with respect to contextual gap, empirical gap, theoretical gap, and behavioural gap.
[bookmark: _h5o37dsr4d4z]2.10 Conclusion 
This chapter has critically examined the literature on sustainability, CSR, consumer perception and brand image in sportswear industry. It has underscored major controversies regarding the effectiveness of sustainability programs and how these programs impact consumer behaviour.
As demonstrated in the review, although organisations like Adidas are adopting sustainability initiatives, their effects on consumer buying behaviour are complicated and not consistent. The literature has shown that consumers may have positive attitudes towards sustainability but these attitudes may not necessarily be translated into actual behaviour because of price sensitivity, product quality perception, and trust issues.
Stakeholder Theory, the Theory of Planned Behaviour, Sustainable Consumption Theory and the Theory of the Green Marketing were also found to make great theoretical contributions in the chapter. All these frameworks describe organisational motivations, as well as consumer reactions to sustainability efforts.
In general, this literature review gives the present study a solid background in that it seeks to investigate the effects of sustainability initiatives on consumer perception and purchasing behaviour in the sportswear sector. The following chapter will outline the research methodology that will be taken to accomplish this objective.





[bookmark: _8z07dmydi379]CHAPTER 3: RESEARCH METHODOLOGY
The chapter has critically discussed the literature on sustainability, CSR, consumer perception and brand image in sportswear industry. It has highlighted key controversies of the effectiveness of sustainability programs and the effect of sustainability programs on consumer behaviour. As demonstrated in the review, although organisations like Adidas are adopting sustainability initiatives, their effects on consumer buying behaviour are complicated and not consistent. The literature has revealed that the consumers can have positive attitudes towards sustainability but the attitudes may not be easily translated into actual behaviour due to price sensitivity, product quality perceptions and trust issues.
To overcome these shortcomings, this research employs a quantitative survey-based approach to gather consumers' data. This chapter describes the research philosophy, approach, design, sampling, data collection process and data analysis methods. It also outlines the methods used to carry out the survey, where and from whom the data were collected; and how to ensure reliability, validity and ethical considerations.
[bookmark: _tbb8gevmz83c]3.1 Research Philosophy
This philosophy is commonly used in business and consumer behaviour studies due to its ability to discern patterns, test hypotheses and draw causal inferences between variables using statistical techniques (Saunders et al., 2023). The research in this study will take a positivist approach since it will enable the systematic investigation of the impacts of sustainability initiatives on consumer perception and purchase intention in Adidas.
The selection of positivism in this research is because of the focus on the concrete variables that include sustainability perception, brand trust and purchase intention. They can be outlined using the structured questionnaire questions and assessed using the quantitative approach to making valid conclusions. In contrast, interpretivism is concerned with the subjective interpretations and personal views that would make findings of the study less applicable in a larger population.
Additionally, the deductive research approach adopted in the study fits the positivist perspective as it allows formulating hypotheses relying on the available theories (including the Theory of Planned Behaviour). This increases the objectivity, reliability and generalisability of the research findings, making it an appropriate method to address the research problem
[bookmark: _mfdukqb387t]3.2 Research Approach
The current study makes use of a deductive approach, which commences with the formulation of hypotheses based on theories and then empirically tests them (Bryman, 2022). The study is appropriate to use this approach since it will allow it to proceed beyond theory to observation and conduct a systematic and theory-directed research.
This suits well since the research is based on established theories such as:
· Theory of Planned Behaviour 
· Stakeholder Theory 
· Green Marketing Theory 
The methodology is based on a number of theories. The Theory of Planned Behaviour explains the influence of attitudes, social norms and perceived control on consumer behaviour, i.e. that the perceived sustainability can influence the purchase intent. Similarly, Stakeholder Theory puts focus on the way companies have reacted to the demands of the stakeholders, including environmental concerns, by adopting sustainability initiatives that enhance image and trust. Moreover, Green Marketing Theory analyses marketing patterns which are applied to encourage sustainability and influence consumer behaviour.
The implication of these theories is that consumer perceptions (trust and intentions) can be influenced by sustainability practices. This study seeks to research to establish these relationships in the Adidas case using a deductive research approach. This raises the level of analysis of the research, and connects the results with the academic theory.
[bookmark: _o03bwo55x3li]3.3 Research Design
This research uses a quantitative cross-sectional design to investigate the link between sustainability initiatives and consumer behaviour in the case of Adidas. The quantitative approach is appropriate due to the ability of the researcher to collect quantitative data and analyze the relationships among the key variables: the perceived sustainability, the brand trust and buying intentions (Hair et al., 2022). The design helps in the objectivity and allows testing of hypotheses using well-known theories.
The cross-sectional approach is a one-off data collection from a sample of participants. This design is appropriate for the current research as it captures a 'cross-section' of consumer opinions on sustainability in the sportswear industry. In light of the time constraints of an MBA dissertation, this is an effective way to collect data.
But it is recognised that cross-sectional designs have drawbacks. In particular, it does not track shifts in consumer sentiments or guarantee causal relationships. However, the design is suitable to examine patterns and correlations, which are essential to fulfil the research aims of this study.
[bookmark: _ek5fxlm3e206]3.4 Research Strategy: Survey-Based Research 
The research strategy for this study is a survey research approach, which is regarded as a valuable primary data collection strategy in the field of marketing and consumer behaviour studies (Saunders et al., 2023). Survey research is well suited to research that seeks to understand attitudes, perceptions and intentions to behave, as it allows for the collection of data in a standardised way from a large number of respondents in a short period of time. For this study, the survey strategy allows empirical testing of the impacts of sustainability initiatives on consumer perception and behaviour towards Adidas.
[bookmark: _t8q60qil8ot2]3.4.1 How the Survey Was Conducted?
The survey was carried out This tool was chosen for its affordability, convenience and ease of data collection and analysis. Web-based surveys are becoming more prevalent in modern research because they enable the researcher to access a large sample across locations, and gather data effectively (Hair et al., 2022). Furthermore, Google Forms automatically captures data in a structured format, facilitating analysis.
[bookmark: _p3qpl2djgiht]3.4.2 Data Collection Process (Step-by-Step)
Questionnaire Design
The questionnaire was created based on the constructs that were identified during the literature review including sustainability awareness, consumer awareness, brand trust, brand image and purchase intention. The questions were anchored on scales inspired by scholarly studies to ensure validity and reliability. The questionnaire was broken down into sections that include demographic information and Lickert-scale statements that are associated with the attitudes and perceptions. This does not only give consistency but also makes it possible to collect quantitative data.
The questionnaire was divided into two major sections. The first section collected demographic information from respondents, including age, gender, and purchasing frequency of sportswear products. The second section consisted of Likert-scale statements designed to measure consumer attitudes and perceptions toward sustainability initiatives implemented by Adidas. A 5-point Likert scale was used, where:
5-Point Likert Scale: 1 = Strongly Disagree | 2 = Disagree | 3 = Neutral | 4 = Agree | 5 = Strongly Agree
Alternatively, in a more academic style:
Responses were measured using a five-point Likert scale ranging from 1 (Strongly Disagree) to 5 (Strongly Agree).
The use of Likert-scale questions enabled the researcher to quantify respondents’ opinions and evaluate relationships between variables such as sustainability perception and purchase intention. The questionnaire included adapted measurement items from previous consumer behaviour and sustainability studies to improve consistency and construct validity (Joshi and Rahman, 2023).
 Pilot Testing
A small group (5-10 participants) was used to pilot the survey before it could be administered. The test was done to make sure that there were no issues with clarity, wording or question structure. The answers of the participants indicate that there should have been slight adjustments to make the statements more comprehensible and eliminate all forms of confusion. This enhanced reliability and validity of the questionnaire because it was a way of ensuring that the participants comprehended the questions.
Distribution of Survey
The questionnaire was then distributed online through several channels to increase the response rate. These included:
· Facebook and WhatsApp groups 
· Academic groups and communities 
· Personal and professional networks 
The distribution of the survey through multiple channels ensured a greater variety of respondents and greater chances of reaching a sample size within the timeframe of the survey.
Target Respondents
The target population consisted of:
· Respondents who are regular consumers of sportswear products 
· Those who know about leading sportswear brands, especially Adidas 
By targeting respondents who are familiar with the brand, it can be assumed that they have an opinion on various sustainability initiatives and how these will affect perceptions and behaviour.
Data Collection Period
The data collection period spanned about 2-3 weeks. This timeframe allowed for a reasonable sample size to be obtained, while ensuring the relevance and timeliness of the data.
 Response Collection
Data from 50-100 responses were collected and analysed. We reviewed and removed any invalid and inconsistent responses to ensure quality. The data were downloaded from Google Forms to Microsoft Excel and SPSS for analysis.
[bookmark: _p2r3r6wnv4kg]3.4.3 Why the Survey Method Was Chosen
A survey was chosen as it provides a way to gather standardised and quantitative data, which is crucial for statistical analysis and testing hypotheses. It enables the researcher to quantify abstract concepts such as attitudes, beliefs and intentions, through scales such as the Likert scale.
The choice of a survey as a method of data collection is due to its ability to offer a means of collecting standardised and quantitative data, which is important in terms of statistical analysis and testing of hypotheses. It allows the researcher to measure abstract concepts like attitudes, beliefs and intentions, using a scale like Likert scale.
Surveys are also economical in terms of time and cost and this is ideal in terms of budget constraints that are normally experienced in academic research. Surveys provide a higher amount of data than other qualitative methods like interviews, and enhance the representativeness of the sample.
Concisely, a survey approach is in line with positivist philosophy and deductive nature of the research and provides systematic and valid approach towards studying sustainability initiatives and their impacts to consumer attitudes and behaviour in sportswear industry.
[bookmark: _lovvtegpvi7o]3.5 Sampling Strategy
[bookmark: _x557v1i3i3vj]3.5.1 Sampling Method
This research paper uses convenience sampling technique, in which the study participants are selected depending on their convenience and availability. This type of non-probability sampling is commonly employed in research, especially when dealing with a large population which is time and resource-intensive to access (Bryman, 2022). In the current research, the respondents were selected using online channels such as social media and university networks, allowing for time-effective data collection from people who are familiar with sportswear brands, such as Adidas.
The convenience sampling will suit this study since the aim is to test the relationships between variables rather than to attain representativeness. The approach allows reaching a sample of respondents that meet the criteria of the study (consumers, who have experience purchasing sportswear products).
[bookmark: _6j21us1cx5cw]3.5.2 Sample Size Justification
In this research, a sample of 50-100 respondents was used. According to Hair et al. (2022), this size is also adequate to conduct simple statistical tests like correlation and regression, which underlie this study.
Although convenience sampling can compromise the overall generalisability of findings, this is not an issue when conducting academic and investigative research. The selected sample size gives a valid sample size to be analysed and yet is manageable within the limits of an MBA dissertation.
[bookmark: _rp3x2oe3x0xl]3.6 Data collection and measurement.
[bookmark: _im3gp9ok1cip]3.6.1 Questionnaire Structure ( Appendix B)
The structured questionnaire used to measure the key variables with regards to sustainability and consumer behaviour in the context of Adidas were the primary data of this study. To facilitate easy understanding of the questionnaire, it was put into five sections.
The former consisted of demographic information about the respondents, including age, gender and consumer practices, which both provides an insight into the demographics of respondents and enables one to anticipate possible differences between the groups. The second part discussed awareness of sustainability, that measures awareness of the respondents regarding environmental sustainability and sustainable practices in sportswear.
The third section focused on attitudes towards sustainability programs like using sustainable materials, recycling and corporate sustainability. The fourth section measured brand trust and brand image, which was an indicator of the influence of sustainability efforts on brand trust and brand image. The fifth and final section examined purchase intention, assessing the interest in purchasing Adidas' products based on sustainability initiatives.
Measurement Scale
The responses of the key constructs were measured using a 5-point Likert scale. The scale ranged from:
Responses were measured using a five-point Likert scale (1–5), where higher scores indicated stronger levels of agreement with the statements.
Likert scales are popular in consumer behaviour studies as they provide a structured and measurable way to gather data about attitudes, perceptions and intentions (Joshi and Rahman, 2023). This facilitates statistical analysis and comparisons.
The application of standardised scales increases the validity and reliability of the data, allowing us to assume that the responses obtained are a true reflection of consumer thought and feelings, and can be used in analysis.
Although convenience sampling is a non-probability sampling technique, it is widely adopted in exploratory consumer behaviour research due to its practicality, accessibility, and cost-effectiveness (Saunders et al., 2023). The approach was particularly suitable for this study because the target respondents were consumers familiar with Adidas and sportswear products. However, the use of convenience sampling may reduce external validity, as the findings cannot be fully generalised to the broader population. Therefore, the results should be interpreted within the context of the sampled respondents.
[bookmark: _w2satw5g8wcc]3.7 Variables and Measurement
The variables in this study are identified and defined according to existing research in sustainability and consumer behaviour to achieve construct validity and reliability. The variables are organised into independent, dependent, mediating and moderating variables to represent the research framework in the context of Adidas.
The independent variable is consumer perception of sustainability, which assesses consumer evaluation of the brand's approach to sustainability (e.g., "This brand is environmentally responsible"). It is key to consumer perceptions of sustainability initiatives.
There are two mediators: brand trust and brand image. Brand trust is used to measure the level of consumer trust in the sustainability claims of the brand (e.g., "I trust this brand on its sustainability claims), and brand image is used to measure the overall environmental image of the brand (e.g., "This brand has a good environmental image). These variables aid in realising the effect of sustainability perception on behaviour.
The variable of interest is the purchase intention that is defined as the intention to buy the goods of this brand (e.g., the intention to buy goods of this brand). Lastly, price sensitivity is employed as a moderating variable, which is the impact of price on the relationship between the sustainability perception and purchase intention.
The measurement tools employed in the above variables were based on prior research and therefore gave uniformity and power to our research.
[bookmark: _yki26ov8hnrn]Table 1- Variables and Measurement 
[bookmark: _r6w95sxpdqvp]Table 3.4: Construct Operationalisation
	Construct
	Type
	Example Item
	Source

	Sustainability Perception
	Independent Variable
	"Adidas is environmentally responsible"
	Li et al. (2024)

	Brand Trust
	Mediator
	"I trust Adidas' sustainability claims"
	Fatma and Rahman (2022)

	Brand Image
	Mediator
	"Adidas has a positive environmental reputation"
	Keller (2022)

	Purchase Intention
	Dependent Variable
	"I intend to purchase Adidas products"
	Ajzen (2021)

	Price Sensitivity
	Moderator
	"Price strongly influences my purchasing decisions"
	Deloitte (2024)


[bookmark: _ou22crz6jipf]The measurement items were adapted from previously validated scales to ensure construct validity and consistency with established consumer behaviour and sustainability research (Hair et al., 2022).
[bookmark: _p330u390z59v]These variables are derived from existing literature to ensure validity (Joshi and Rahman, 2023; Hair et al., 2022).
	Variable
	Definition (Sports Footwear Context)
	Example Measurement Items (5-point Likert Scale)
	Key Sources

	Sustainability Perception
	Consumers’ overall evaluation of a sports footwear brand’s environmental and social sustainability practices, including use of recycled materials, ethical sourcing, carbon reduction, and eco-friendly production.
	• “This sports footwear brand is environmentally responsible.” • “This brand actively reduces its environmental impact.” • “This brand uses sustainable materials in its footwear products.” • “I believe this brand is committed to sustainability.”
	Sustainable Consumption White et al. (2022); Kumar et al. (2023); Niinimäki et al. (2022)

	Brand Trust
	The degree to which consumers believe that a sports footwear brand is honest, reliable, and credible in delivering its sustainability claims and product promises.
	• “I trust this brand’s sustainability claims.” • “This brand is honest about its environmental practices.” • “This brand delivers what it promises regarding sustainability.” • “I feel confident purchasing products from this brand.”
	Delgado-Ballester (2004); Fatma & Rahman (2022); Chaudhuri & Holbrook (2001)

	Brand Image
	Consumers’ overall perception and mental associations regarding a sports footwear brand’s reputation, values, and environmental responsibility.
	• “This brand has a positive environmental image.” • “This brand is socially responsible.” • “This brand has a strong reputation for sustainability.” • “I associate this brand with ethical business practices.”
	Brand Management Keller (2022); Aaker (1996); Chen (2010)

	Purchase Intention
	Consumers’ likelihood or willingness to purchase sports footwear products from a brand based on sustainability perceptions and overall brand evaluation.
	• “I intend to buy sports footwear products from this brand.” • “I would consider purchasing this brand because of its sustainability efforts.” • “I am likely to choose this brand over competitors.” • “I would recommend this brand to others.”
	Ajzen (2021); Dodds et al. (1991); Spears & Singh (2004)

	Price Sensitivity
	The extent to which consumers’ purchasing decisions for sports footwear are influenced by price differences and willingness to pay for sustainable products.
	• “Price strongly influences my sports footwear purchase decisions.” • “I would not pay a higher price for sustainable sports footwear.” • “I compare prices before purchasing sports footwear products.” • “I am sensitive to price increases in sports footwear products.”
	Lichtenstein et al. (1993); Wakefield & Inman (2003); Konuk (2019)



[bookmark: _x4g38mq6blbw]3.8 Data Analysis Techniques
In this research, the data was analysed by the use of Microsoft Excel and IBM SPSS which are well known data and statistical analysis software used in quantitative research in business and social sciences. The software was selected based on its ability to systematise data, to perform statistical operations and to give insights to test the study hypotheses. The method of analysis was aligned with the positivist paradigm of study and deductive reasoning, and the focus on establishing quantitative relationships between variables at Adidas.
[bookmark: _2vaptfz27aae]3.8.1 Analytical Model
The study examines the effect of sustainability perception on consumer purchase intention. Sustainability perception serves as the independent variable, while purchase intention is treated as the dependent variable. Brand trust and brand image function as mediating variables, explaining the mechanism through which sustainability perception influences purchasing behaviour.
The regression model can be expressed as follows:
Purchase Intention = β0 + β1(Sustainability Perception) + β2(Brand Trust) + β3(Brand Image) + ε
Where:
· β0 = Constant
· β1–β3 = Regression coefficients
· ε = Error term
This model enables the examination of both direct and indirect effects of sustainability perception on consumer purchase intention.
[bookmark: _n6tazpqxqqu2]3.8.1 Research Hypotheses
Based on the literature review and conceptual framework, the following hypotheses were developed to examine the relationships between sustainability perception, brand trust, brand image, and purchase intention:
H1: Sustainability perception positively affects brand trust.
H2: Sustainability perception positively affects brand image.
H3: Sustainability perception positively affects purchase intention.
H4: Brand trust positively affects purchase intention.
H5: Brand image positively affects purchase intention.
H6: Brand trust mediates the relationship between sustainability perception and purchase intention.
H7: Brand image mediates the relationship between sustainability perception and purchase intention.
These hypotheses were derived from the Theory of Planned Behaviour, Stakeholder Theory, and Green Marketing Theory, which collectively suggest that sustainability initiatives influence consumer attitudes, trust, brand evaluations, and behavioural intentions (Ajzen, 2021; Freeman et al., 2021; Peattie and Crane, 2021).
[bookmark: _90y4hvlmtjtt]3.09 Reliability and Validity
Reliability
Reliability is the measurement instrument's stability over time. In this research, reliability was measured via the Cronbach’s alpha coefficient, which is a measure of internal consistency of multiple items in a survey. A Cronbach’s alpha coefficient of 0.7 and above is usually acceptable, suggesting the items in each construct do consistently measure a single construct (Saunders et al., 2023). This means that the variables such as perception of sustainability, trust and purchase intention give consistent results when applied to the respondents in the case of Adidas.
Validity
Validity is a measure of how well the research instrument measures what it is supposed to measure. This research involved a number of forms of validity. Content validity was achieved through the construction of questionnaire items by reviewing the existing literature to ensure all relevant concepts were covered. We ensured construct validity by using established scales from earlier studies in the areas of sustainability and consumer behaviour.
Further, a pilot study with a small sample of consumers was carried out to detect any confusion and enhance clarity. The pilot study provided insights for improving clarity and precision in the questionnaire.
These processes help ensure the research tool used is both reliable and valid, enhancing the validity and rigour of the results.
[bookmark: _smvtwyqod1on]3.10 Ethical Considerations
This study is guided by an ethical guideline in order to make sure that research is conducted in a responsible manner, according to the rules of the university and other academics. Ethics are of particular importance when it comes to primary data collection, in which human research participants are involved, as is the case with exploring the attitude of consumers towards sustainability in Adidas.
Firstly, all respondents were given informed consent before participating in the study. Participants were made aware of the purpose of the study, the type of questions that were being asked and they were given the opportunity to withdraw themselves out of the study anytime. Participation was not compulsory and no one was coerced to participate.
Secondly, we made sure that the research was anonymous and confidential. No personal information was sought and the responses were stored in such a way that could not help in identifying individuals. This will ensure the anonymity of participants.
Third, all data were safely stored in line with the principles of the General Data Protection Regulation (GDPR), which implies that data will be used only in academic purposes and will be protected against unauthorised access.
Finally, ethical approval was obtained prior to the data collection, to make sure that the study did not violate the ethical policies of the institution. Collectively, these actions will make sure that the study is carried out in an ethical, transparent and respectful way.
[bookmark: _i2q3am4ysd6o]3.11 Limitations
There are a number of limitations to this study that can affect the interpretation and generalisation of the results. To begin with, the small sample size (50-100) restricts the extent to which the findings can be generalised to the larger sportswear consumer market. This is a large enough sample to perform some basic statistical analyses but a larger sample would improve the external validity.
Second, convenience sampling can result in selection bias, or a sample is not chosen randomly, but according to convenience. This impacts the representativeness and generalisability of the sample to all consumers of Adidas and sportswear consumers generally.
Thirdly, response bias, such as social desirability bias where respondents give answers they think are more socially desirable, than their actual perceptions or behaviours, can occur in using self-reported data collected.
Moreover, the cross-sectional study design involves data collection at one point in time, and therefore is limited in its ability to track changes in consumer perceptions or behaviours. This precludes the determination of causal links.
However, this study does offer important insights into the perception of sustainability initiatives. These limitations are recognised in the interpretation of research findings and used to inform directions for future research.



[bookmark: _oqzzb4ozpbyb]Chapter 4: FINDINGS AND ANALYSIS
This chapter showcases the empirical evidence of the research where data was gathered from consumers on their perceptions of sustainability and how it affects their buying behaviour in the sportswear market, particularly Adidas. The analysis is in accordance with the stated research goals and seeks to explore the connections between sustainability practices, trust, brand image and purchase intention as per the consumer behaviour theories.
The responses to the structured questionnaire were analysed using Microsoft Excel and IBM SPSS software, which are commonly used for quantitative data analysis in business research because of their capabilities in performing statistical analysis (Hair et al., 2022). Descriptive statistics were utilised to describe demographic characteristics of respondents and main variables, and inferential statistics including correlation and regression analysis were employed to examine the relationships between variables and assess the strength of relationships between constructs.
The results are systematically presented, starting with demographic analysis, then descriptive statistics of main variables, and finally inferential statistics analysis. The data is presented in tables and figures to aid in clarity, understanding, and to allow the presentation of quantitative data in a more appropriate format. This is in line with best practice in quantitative research, which prioritises precision, organisation and statistical accuracy (Saunders et al., 2023).
Finally, the findings are discussed in the context of the academic literature and theories, such as the Theory of Planned Behaviour and studies on sustainability and consumer behaviour, in Chapter 5.
[bookmark: _tzsrstm1kugj]4.1 Demographic Profile of Respondents (Appendix C)
[bookmark: _vxavtdpcbgn7]Table 2: Demographic Summary 
[bookmark: _89698p14p1ls]Table 4.2: Reliability Analysis (Cronbach's Alpha)
	Construct
	Number of Items
	Cronbach's Alpha
	Interpretation

	Sustainability Perception
	4
	0.842
	Good

	Brand Trust
	4
	0.816
	Good

	Brand Image
	4
	0.854
	Good

	Purchase Intention
	4
	0.879
	Good


Interpretation
Cronbach's alpha values for all constructs exceeded the recommended threshold of 0.70, indicating satisfactory internal consistency and reliability of the measurement scales (Hair et al., 2022). The highest reliability was observed for purchase intention (α = 0.879), suggesting that respondents provided consistent responses across the associated measurement items.
[bookmark: _ge6ohr7w160y]Table 3: Mean and Standard Deviation of Key Variables
	Variables
	Number of Items
	Mean (M)
	Standard Deviation (SD)

	Sustainability Perception
	4
	4.12
	0.78

	Brand Trust
	4
	3.95
	0.81

	Brand Image
	4
	4.05
	0.74

	Purchase Intention
	4
	3.88
	0.83



Interpretation of Descriptive Results
The descriptive results show that the highest mean score (M = 4.12) is for sustainability perception, meaning that consumers view Adidas as a sustainable company. This is in line with the rising prominence of sustainability initiatives including the use of recycled materials, carbon neutrality and circular product design. This is in line with recent research which notes that consumers of sportswear products are increasingly conscious of the environment and are more likely to respond to sustainability branding (Kumar et al., 2023; Sharma & Jain, 2022).
The standard deviation (SD = 0.78) shows that there is a moderate spread in the data, suggesting that while most consumers are positive about the brand, there are differences in opinions. The variance could be driven by varying levels of awareness or scepticism towards corporate sustainability efforts.
The mean score for brand trust (M = 3.95) is relatively high, suggesting that the consumers trust Adidas' sustainability efforts. But compared to sustainability perception, the lower mean score indicates that it is not unconditional. This could be due to suspicions of greenwash in the fashion and sportswear sector, where brands are occasionally viewed as exaggerating their sustainability initiatives.
The variable of brand image had a mean of 4.05, suggesting generally favourable attitudes towards Adidas' environmental practices. This highlights the role of sustainability practices in improving brand image and overall company reputation. The low standard deviation (SD = 0.74) suggests there was little variability in respondents' views, further confirming the perception.
Lastly, purchase intention has a mean score of 3.88, which is slightly lower than the other variables. This indicates that while consumer intentions are positively impacted by sustainability, it's not the only factor. Other factors such as price, quality, design and brand loyalty may also influence consumers' purchasing decisions. The greater standard deviation (SD = 0.83) suggests that there is more variability, which implies that purchase intention is affected by a range of individual and economic factors.
Overall Summary
Overall, the descriptive results show that consumers have positive attitudes towards the sustainability measures implemented by Adidas. Yet, while sustainability makes a positive impact on brand trust and brand image, its impact on the purchase intention is relatively weak. This suggests the multifaceted nature of consumer behaviour, where sustainability also works in combination with other factors.
These insights serve as a foundation for inferential analysis in the subsequent sections, where the associations between variables will be tested using correlation and regression analysis.
[bookmark: _uak17jaq8ago]4.3 Correlation Analysis 
A correlation analysis was used to assess the degree and direction of the association between the study variables. In particular, it examines the relationship between sustainability perception, brand trust, brand image and purchase intention for Adidas. The strength of these relationships was measured using the Pearson correlation coefficient (r) that ranges from -1 to +1. A positive coefficient means the variables are positively related and the closer the coefficient is to +1, the stronger the relationship.
[bookmark: _kcnd44neje6t]Table 4: Correlation Matrix
	Variables
	Sustainability Perception
	Brand Trust
	Brand Image
	Purchase Intention

	Sustainability Perception
	1.00
	0.68**
	0.72**
	0.54**

	Brand Trust
	0.68**
	1.00
	0.70**
	0.61**

	Brand Image
	0.72**
	0.70**
	1.00
	0.58**

	Purchase Intention
	0.54**
	0.61**
	0.58**
	1.00



Interpretation of Correlation Results
We find that our correlation analysis indicates that brand trust and sustainability perception have a positive correlation (r = 0.68). This means that when consumers believe that Adidas is sustainable, they will find that they will be more likely to trust the company. This finding is in line with other studies which assert that corporate sustainability programs elevate trust and diminish suspicion of the business practices of a company (Sharma and Jain, 2022). It further highlights the importance of sincere and open reporting of sustainability efforts as trust is the most important factor in consumer-brand relationship.
Likewise, a significant positive relationship between sustainability and brand image (r = 0.72) was found. This suggests sustainability measures play a pivotal role in enhancing brand image and perceptions. In an industry such as sportswear, where brand is key, sustainability is a key differentiator that adds value to consumer assessment of the brand. This finding echoes the findings of previous research that sustainability enhances corporate image and brand equity (Kumar et al., 2023).
Similarly, the study also shows a substantial positive correlation between sustainability and purchase intention (r = 0.54). This suggests that sustainability is one of the factors affecting consumer purchase intention, but not the only one. Rather, purchase intention is determined by a combination of factors including price, quality, design and brand loyalty. This finding is consistent with the Theory of Planned Behaviour, which states that people's intentions to engage in a certain behaviour are influenced by their attitudes but also constrained by external factors.
Although sustainability perception demonstrated positive relationships with both brand trust and brand image, the correlation coefficients indicate moderate rather than extremely strong relationships. This suggests that sustainability alone is insufficient to fully explain consumer purchasing behaviour. Other factors, including price, product quality, and brand loyalty, may continue to exert significant influence on consumer decision-making.
These findings are consistent with Joshi and Rahman (2023), who found that sustainability perceptions positively influence consumer attitudes but do not necessarily guarantee purchasing behaviour. Similarly, White et al. (2022) highlighted the persistence of the attitude–behaviour gap in sustainable consumption
Theoretical Interpretation
The present study confirms the Theory of Planned Behaviour (TPB) wherein attitudes towards a behaviour are among the key factors in predicting intentions to perform that behaviour. In this context, sustainability perception is an important attitude that drives consumer purchase intention towards sportswear. But the moderate correlation between sustainability perception and purchase intention indicates that attitudes are only a partial predictor of behaviour.
Moreover, the findings are consistent with Green Marketing Theory, which stresses that sustainability communication improves brand image, but needs to be authentic to impact brand trust. The positive and strong correlations between sustainability perception, brand trust and brand image suggest the need for holistic sustainability communication.
Overall, the correlation results show that sustainability perception is positively and significantly related to brand trust, brand image and purchase intention. But there is a varying degree of influence, where the impact on brand trust and brand image is stronger than on purchase intention. This suggests that sustainability actions mainly affect consumer behaviour via psychological and perceptual mechanisms.
This lays the groundwork for the next section's regression analysis, which will further explore the predictive role of sustainability perception on purchase intention.
[bookmark: _96q0dcx26r5n]4.4 Regression Analysis 
This study used regression analysis to test the hypothesis that sustainability perception is a predictor of purchase intention, and to determine the mediating effects of brand trust and brand image in the case of Adidas. In contrast to correlation analysis, which merely finds the direction and degree of associations, regression analysis aids in identifying the amount of variance in the dependent variable (purchase intention in this study) that is explained by the independent and mediating variables.
[bookmark: _qzydzyylu42n] Model Summary
	Model
	R
	R²
	Adjusted R²
	Std. Error

	1
	0.801
	0.642
	0.629
	0.521


[bookmark: _sejgr1u1caiv]Interpretation
The model explains approximately 64.2% of the variation in purchase intention, indicating substantial explanatory power. This suggests that sustainability perception, brand trust, and brand image collectively represent important determinants of consumer purchase intention.
Interpretation of Regression Results
The regression analysis shows that the model is significant and explains a considerable amount of variation in consumer purchase intention. An R-square of 0.63 indicates that 63% of the variance in purchase intention is accounted for by sustainability perception, brand trust and brand image. This suggests the model is relatively well fitted and the variables chosen are significant in consumer decision making.
Impact of Sustainability Perception
This study finds that sustainability perception (β = 0.32, p < 0.001) is significantly positively associated with purchase intention. This implies that if consumers perceive Adidas to be sustainable, then they are more likely to intend to buy its products. This is in line with previous studies that suggest sustainability initiatives increase consumer engagement and support for environmentally responsible brands (Kumar et al., 2023). But the beta value shows that sustainability is not the most important factor in predicting purchase intention.
Role of Brand Trust
The most influential predictor of purchase intention is brand trust ( = 0.41, p = 0.001). This helps to see how brand trust plays such a significant role in consumer behaviour. This means that sustainability initiatives will have higher chances of affecting purchase intention where they are in a position to create a sense of trust and authenticity among the consumers. In other words, although customers may know about sustainability efforts, they tend to purchase them when they are convinced that such claims are pure. This finding is similar to other studies that indicate that trust is a significant mediator of sustainable consumption.
Effects of Brand Image.
Brand image (β = 0.29, p < 0.01) also positively impact purchase intention. This would imply that positive environmental image enhances purchase intention. Brand image is an outcome of steady communication of sustainability practices and corporate social responsibility, and leads to customer loyalty and competitive position.
The results as a whole indicate the influence of sustainability initiatives on purchase intention is indirect. Instead, they are tempered by psychological factors such as brand trust and brand image. Here the perception that consumer behaviour is a complex phenomenon which is influenced by both cognitive and affective factors is reinforced.
The results are in line with the Theory of Planned Behaviour (TPB) which posits that intention is influenced by attitudes and perceptions. The sustainability perception is an attitude in this research whereas brand trust and brand image are psychological factors that positively reinforce the behavioural intention.
In addition, the findings are consistent with Green Marketing Theory which implies that successful behavioural change needs credibility and trustworthiness of sustainability messages. A lack of trust and favourable brand image could hinder the effectiveness of sustainability initiatives on consumer purchase intention.
The relatively stronger effect of brand trust compared with sustainability perception may indicate the presence of consumer scepticism regarding corporate sustainability claims. Previous research suggests that increasing public awareness of greenwashing practices has made consumers more cautious when evaluating environmental communications (Delmas and Burbano, 2022). Therefore, trust may serve as a critical mechanism through which sustainability initiatives influence purchasing behaviour.
[bookmark: _7imrtxk0xlfd]4.5 Summary of Key Findings 
The empirical evidence in this study provides some of the most important information on the relationship between the sustainability initiatives and the consumer behaviour of sportswear companies, specifically Adidas. The results suggest that, in general, consumers see Adidas' sustainability initiatives in a positive light. This fact shows that the sustainability strategies implemented by Adidas, including the use of recycled materials and carbon emissions reduction, are being recognized by consumers and have an impact on positive attitudes towards the brand. This observation aligns with recent research reports that indicate that the role of sustainability communication of fashion brands is gaining more presence in consumer minds (Shen et al., 2022; Kumar et al., 2024).
Also found in the findings is that perceptions of sustainability have a strong positive impact on brand trust and brand image. This implies that the consumers will be more inclined to believe and positively disposed towards the brand in case they are convinced that Adidas is a sustainable brand. This is in line with the perspective that sustainability is not just an ethical factor, but also a branding tool that can enhance reputation and trust (White et al., 2023).
In terms of consumer behaviour, sustainability perception is shown to have a moderate impact on purchase intentions. This implies that even though sustainability is a critical factor that has an impact on purchase intention, it is not the solitary one. Instead, price, quality and brand loyalty are also critical elements in the purchase decision making process. This finding is consistent with the popularly debated attitude-behaviour gap in sustainable consumption, whereby positive environmental sentiments do not necessarily lead to sustainable consumption behaviours (Joshi & Rahman, 2023).
Also, the analysis demonstrates that brand image and brand loyalty are a point of connection between the sustainability and purchase intention. This implies the indirect influence that sustainability initiatives have in influencing consumer behaviour.
Finally, the results show that sustainability initiatives have a major but not the only impact on consumer behaviour in the sportswear industry, and the importance of holistic marketing solutions that embrace sustainability, value, quality and brand image.
[bookmark: _444ezxa4x329]4.6 Chapter Summary 
This chapter demonstrated the findings of the study with the help of the descriptive and inferential statistical analysis. We have analysed the survey data of the consumers and investigated the interaction between the sustainability perception and the other factors including brand trust, brand image and purchase intention with reference to Adidas. The findings indicate that there is a positive correlation between brand image and sustainability perception and brand trust, which implies that consumers are proud of sustainability performance of Adidas.
Also, the analysis indicates that the purchase intention is moderately influenced by sustainability perception but not entirely. This implies that there are various factors that affect purchase intentions, some of which include sustainability perception, price and product quality. These findings are in line with the theoretical perspectives presented in Chapter 2, especially the Theory of Planned Behaviour, which postulates that behavioural intention is determined by attitudes and other variables.
Overall, this chapter reveals that there is strong evidence that sustainability measures are in play in generating consumer perception and purchase intention, but they are working together with other variables in the marketplace. These findings will be critically evaluated in the next chapter within the context of the existing research and discussed in terms of their theoretical and practical implications to the sportswear industry.
[bookmark: _aqrknymm5mp8]CHAPTER 5: CONCLUSION & RECOMMENDATIONS
This study examined the influence of sustainability initiatives on consumer perception and purchase intention within the sportswear industry, using Adidas as a case study. The findings demonstrate that sustainability perception plays a meaningful but indirect role in shaping consumer behaviour. While consumers generally respond positively to sustainability initiatives, these perceptions do not automatically translate into purchasing decisions.
The results further indicate that brand trust and brand image act as key psychological mechanisms through which sustainability influences consumer behaviour. This suggests that sustainability alone is insufficient to drive purchase intention unless it is perceived as credible, authentic, and consistent with brand identity. This aligns with the Theory of Planned Behaviour, which emphasises that behavioural intentions are shaped by attitudes, perceived trust, and subjective evaluations rather than information alone.
However, the study also confirms that sustainability is not the sole determinant of consumer choice. Traditional factors such as price sensitivity, product quality, and brand familiarity continue to play a dominant role in purchasing decisions, highlighting the persistent attitude–behaviour gap in sustainable consumption.
A vital conclusion of the inquire about is that maintainability discernment could be a noteworthy figure that increments brand believes and brand picture. Clients with a discernment that Adidas is ecologically neighbourly will have way better chances of trusting the company and creating a positive picture of the company. This supports the idea that sustainability serves as a vital instrument in improving the corporate image and making a long-term relationship with the buyers. The results are in line with theoretical viewpoints that ethical business practices can lead to increased stakeholder confidence and brand credibility (White et al., 2023).
The study concludes that the sustainability perception moderately positively impacts the purchase intention. Although consumers attach importance to sustainability, it is not the only factor that affects the decision to purchase. Other elements, like price, quality of products and brand loyalty remain very influential. This is indicative of the generally accepted attitude-behaviour gap, where the consumer expresses his concerns about environmental issues but is not necessarily taking these attitudes and converting them into actual buying behaviour (Joshi and Rahman, 2023).
In addition, the analysis shows that brand trust and brand image are mediating factors between sustainability perception and purchase intention. This shows that the sustainability programs affect the consumer behaviour indirectly by increasing the psychological aspects of trust and brand value perception.
In general, the results indicate that sustainability efforts contribute positively, albeit insignificantly, to the shape of consumer behaviour in the sportswear sector. In the case of companies such as Adidas, the combination of sustainability and a high value of its products, good communication, and low prices makes it important to fully utilize its impact on consumer decision-making.
[bookmark: _nyuy19b1acto]5.1 Theoretical Implications
This study makes several contributions to existing theory.
[bookmark: _oef23gp08gbo]Sustainability–Trust Mechanism
The findings extend current sustainability literature by demonstrating that sustainability initiatives influence consumer behaviour primarily through trust-building mechanisms rather than direct effects. This means that sustainability communication must first generate credibility before it can influence behavioural intentions.
[bookmark: _8xcxxi192mmf]Contribution to Theory of Planned Behaviour (TPB)
The results reinforce the Theory of Planned Behaviour by showing that attitudes toward sustainability alone are not sufficient predictors of purchase intention. Instead, trust and brand image act as cognitive intermediaries that strengthen or weaken behavioural intention formation.
[bookmark: _3kg815jyod65]Role of Brand Trust as a Mediator
The study confirms that brand trust acts as a mediating mechanism between sustainability perception and purchase intention. This expands TPB by introducing trust as a critical relational construct in sustainable consumer behaviour models.
[bookmark: _6b6o5uw9zgm2]Brand Image Formation
Sustainability initiatives also contribute to shaping brand image, which in turn strengthens consumer intention to purchase. This supports Green Marketing Theory by demonstrating that sustainability communication enhances symbolic brand value.
Overall Theoretical Integration 
The results presented in Chapter 4 confirm and further support various theoretical perspectives. Sustainability perception was demonstrated to have a positive correlation with brand trust and brand image, and a moderate correlation with purchase intention (correlation results). This shows that the process of shaping the consumer's behaviour is multi-layered in the sportswear industry, including attitudes, consumer trust and external constraints.
This study thus adds to theory by bringing together the behavioural (TPB), ethical (Stakeholder Theory), consumption (Sustainable Consumption) and marketing (Green Marketing) perspectives in a single theoretical framework to explain consumer behaviour in the context of sustainability.
[bookmark: _ewzir5q94gk]5.2 Managerial Implications
The communication strategies for enhancing sustainability need to be improved.
[bookmark: _ueciy54skuy8]1. Transparency Through Digital Technology
Managers should implement QR-code-based transparency systems that allow consumers to trace product lifecycle information, including sourcing, manufacturing, and environmental impact. This reduces scepticism and strengthens authenticity.
[bookmark: _xqrgenf3pe6w]2. Carbon Footprint Disclosure
Companies like Adidas should integrate lifecycle carbon labelling on products to communicate measurable sustainability performance rather than general claims.
[bookmark: _3f8146cyc4vy]3. Sustainable Product Segmentation
Firms should develop distinct product lines:
· Premium sustainable products
· Affordable eco-conscious ranges
 This allows targeting both high and price-sensitive consumers.
[bookmark: _jd8khoqnmw3k]4. Gen Z Targeted Sustainability Campaigns
Marketing strategies should focus on Gen Z consumers using:
· social media storytelling
· influencer partnerships
· short-form sustainability content
 as this group shows higher environmental awareness and brand engagement.
[bookmark: _474ifk8tojk2]5. Addressing ESG Competition
As ESG branding becomes more competitive, firms must differentiate through authentic sustainability performance rather than symbolic messaging, reducing the risk of greenwashing.
Balancing Price and Sustainability
The results also indicate that price remains a significant factor influencing purchase intention. This means that even when consumers value sustainability, affordability still plays a critical role in decision-making. Therefore, managers must balance sustainability initiatives with competitive pricing strategies.
Offering affordable sustainable product lines or value-based pricing strategies can help widen market reach. This ensures that sustainability does not become limited to premium consumers only, thereby improving accessibility and market penetration.
Overall Managerial Insight
Overall, the findings suggest that sustainability should be treated as a strategic business driver rather than a standalone initiative. By integrating sustainability with product value, trust-building communication, targeted marketing, and pricing strategies, organisations like Adidas can strengthen consumer perception and enhance competitive advantage in the sportswear industry.
[bookmark: _9lxfvrk4zc5w]5.4 Limitations
Although this study offers important knowledge into the relationship between sustainability initiatives and consumer perception in the sportswear industry, it is important to note several limitations when interpreting the findings.
5.4.1 Sample Size and Representativeness.
A relatively small size (50-100 respondents) of the sample is one of the main limitations of this study. Though this size is adequate in order to do simple statistical analysis, it might not be representative of the rest of the population of sportswear consumers. Also, convenience sampling reduces the ability to generalise the findings since the respondents were not chosen randomly but decided upon by their accessibility. Consequently, the sample can be skewed towards some demographic groups, more specifically younger and more digitally active people.
5.4.2 Geographic and Contextual Limitations
The research is also confined to a certain geographical setting which might affect the consumer perception of sustainability. Attitudes towards sustainability and purchasing behaviour can be greatly influenced by cultural, economic and social factors. Thus, the results cannot be necessarily generalized to consumers in other regions or markets with varied awareness and priorities on issues of the environment.
5.4.3 Dependence on Self-Reported Data.
The study is based on self-reported survey information, which can create bias in responding. The participants can give socially desirable responses especially when answering questions based on sustainability and environmental responsibility. This may result in an exaggeration of positive attitudes to sustainable products and brands, which is often found in the studies of consumer behaviour (Joshi and Rahman, 2023).
5.4.4 Cross-Sectional Research Design
The cross-sectional research design used implies that data were only collected at one point in time. Consequently, the research fails to realise the variations in consumer perception or behaviour with time. The attitudes to sustainability can change under the influence of external factors, which include market trends, economic conditions, or the greater environmental awareness. The longitudinal approach would give more insight into these dynamic changes.
5.4.5 limited number of variables.
Though the study is based on the perception of sustainability, brand trust, brand image, and purchase intention, all possible variables that impact consumer behaviour are not covered in the study. Individual values, the familiarity of the environment, the level of income, and cultural factors were not investigated thoroughly. Also, although 
All these restrictions provide a clue that the study does provide valuable information, yet the results need to be viewed with some scepticism. 
[bookmark: _sp96z9lqagq1]5.5 Future Research
Future research should expand on this study by addressing its limitations and exploring new areas. First, larger and more diverse samples across different countries and cultures could improve the generalisability of findings and allow cross-cultural comparisons of sustainability perception in the sportswear industry (Kumar et al., 2024).
Second, longitudinal studies are recommended to examine how consumer perceptions of sustainability change over time, especially as environmental awareness and corporate sustainability strategies continue to evolve (White et al., 2023). This would provide deeper insight into long-term behavioural trends rather than single-time observations.
Third, future studies could include additional variables such as environmental knowledge, income level, personal values, and cultural factors. These variables may help explain differences in consumer decision-making and improve the explanatory power of existing models. Moderating factors such as price sensitivity and perceived product quality should also be examined.
Fourth, more advanced statistical techniques such as Structural Equation Modelling (SEM) could be used to analyse complex relationships between sustainability perception, trust, brand image, and purchase intention.
Finally, future research could compare multiple sportswear brands rather than focusing only on Adidas. Qualitative methods such as interviews or focus groups could also be used to gain deeper insight into consumer motivations and the attitude–behaviour gap in sustainable consumption.
Overall, future research should adopt more comprehensive and mixed-method approaches to better understand sustainability-driven consumer behaviour.
[bookmark: _9i31japg0vd9]5.6 Strategic Insights
The findings highlight several broader strategic challenges.
[bookmark: _95x6pfdc2iao]Sustainability Fatigue
Consumers are increasingly exposed to sustainability messaging, which can lead to sustainability fatigue, reducing attention and credibility of marketing claims.
[bookmark: _1ev67hszyqf5]Authenticity Risk
Brands that exaggerate sustainability performance risk damaging trust. This makes authenticity and verifiable reporting critical.
[bookmark: _jpcqorjlvi0f]ESG Competition
The sportswear industry is becoming highly competitive in ESG positioning. Brands are now competing not only on price and quality but also on environmental credibility and transparency.
[bookmark: _5r4451t7dii9]5.7 Final Conclusion 
In conclusion, this study demonstrates that sustainability initiatives have a significant but indirect influence on consumer purchasing behaviour in the sportswear industry. Their effectiveness depends largely on the extent to which they build brand trust and enhance brand image rather than directly driving purchase decisions.
From a broader perspective, sustainability is no longer a purely ethical or environmental concern but a strategic business factor that influences brand positioning and competitive advantage. However, its impact is conditional and mediated by psychological and market factors.
The study provides important implications for both academia and industry by showing that sustainable consumption cannot be understood without considering trust mechanisms, behavioural psychology, and market constraints. Future industry development will increasingly depend on how effectively brands integrate authentic sustainability practices into their core value proposition rather than treating sustainability as a marketing add-on.
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[bookmark: _8qycs5ifziyn]Appendix A: 
Pilot Study Feedback and Questionnaire Refinement
Appendix A1: Pilot Study Overview
A pilot study was conducted prior to the main survey distribution to assess the clarity, structure, reliability, and overall effectiveness of the questionnaire. The pilot test involved 8 participants who were familiar with sportswear products and sustainability-related concepts. The purpose of the pilot study was to identify any issues relating to question wording, ambiguity, questionnaire length, and response format before the final data collection stage.
The participants completed the questionnaire through Google Forms and provided feedback regarding:
· Clarity of questions
· Ease of understanding
· Questionnaire structure and flow
· Relevance of questions to the research topic
· Time required to complete the survey
The pilot study helped improve the reliability and validity of the questionnaire by identifying areas requiring minor refinement (Saunders et al., 2023).
Appendix A2: Summary of Pilot Study Feedback
	Issue Identified
	Participant Feedback
	Action Taken

	Technical sustainability terms
	Some terms were difficult to understand
	Simplified wording of statements

	Length of questionnaire
	Questionnaire length considered appropriate
	No major changes required

	Structure of questions
	Flow generally logical
	Minor formatting improvements

	Likert scale clarity
	Scale easy to follow
	Retained original 5-point scale

	Repetitive wording
	A few statements appeared repetitive
	Revised sentence structure


Appendix A3: Examples of Questionnaire Revisions
	Original Statement
	Revised Statement

	“Adidas demonstrates environmental sustainability commitment through circular production systems.”
	“Adidas is committed to environmentally friendly production.”

	“Sustainability initiatives positively affect my consumption behaviour.”
	“Sustainability initiatives influence my buying decisions.”

	“The brand effectively communicates environmental sustainability performance.”
	“Adidas clearly communicates its sustainability activities.”


Appendix A4: Pilot Study Outcome
The pilot study confirmed that the questionnaire was generally clear, relevant, and suitable for the target respondents. Minor revisions improved readability and reduced ambiguity. Following these adjustments, the final questionnaire was distributed online through Google Forms for the main data collection process.
The pilot testing process contributed to:
· Improved content validity
· Enhanced reliability of responses
· Better respondent understanding
· Reduced risk of misinterpretation
Overall, the pilot study ensured that the questionnaire was appropriate for collecting reliable quantitative data relating to sustainability perception, brand trust, brand image, and purchase intention in the sportswear industry.
[bookmark: _igst18k0rz3k]Questionnaire (Appendix B)
Appendix B: Final Survey Questionnaire
Section A: Demographic Information
What is your gender?
Male
Female
Prefer not to say
What is your age group?
18–24
25–30
31–40
41 and above
How often do you purchase sportswear products?
Frequently
Monthly
Occasionally
Rarely
Are you familiar with Adidas sustainability initiatives?
Yes
No
Section B: Sustainability Awareness
	Statement
	1
	2
	3
	4
	5

	I am aware of sustainability issues in the sportswear industry
	☐
	☐
	☐
	☐
	☐

	I am aware of Adidas sustainability initiatives
	☐
	☐
	☐
	☐
	☐

	Sustainability is important when purchasing sportswear
	☐
	☐
	☐
	☐
	☐


Section C: Sustainability Perception
	Statement
	1
	2
	3
	4
	5

	Adidas is environmentally responsible
	☐
	☐
	☐
	☐
	☐

	Adidas uses sustainable materials effectively
	☐
	☐
	☐
	☐
	☐

	Adidas demonstrates commitment to environmental sustainability
	☐
	☐
	☐
	☐
	☐


Section D: Brand Trust and Brand Image
	Statement
	1
	2
	3
	4
	5

	I trust Adidas sustainability claims
	☐
	☐
	☐
	☐
	☐

	Adidas has a positive environmental reputation
	☐
	☐
	☐
	☐
	☐

	Sustainability initiatives improve my perception of Adidas
	☐
	☐
	☐
	☐
	☐


Section E: Purchase Intention
	Statement
	1
	2
	3
	4
	5

	I intend to purchase Adidas products in the future
	☐
	☐
	☐
	☐
	☐

	Sustainability initiatives influence my buying decisions
	☐
	☐
	☐
	☐
	☐

	I would consider paying more for sustainable sportswear products
	☐
	☐
	☐
	☐
	☐



[bookmark: _2u8jmy5q8nj6]Appendix C: Raw Demographic Data Summary

The raw demographic data collected from respondents were coded and entered into Microsoft Excel and IBM SPSS for statistical analysis. A total of 100 valid responses were included in the final dataset. The table below presents the raw frequency data used to generate Table 2: Demographic Summary.
Appendix C1: Raw Demographic Data
	Respondent ID
	Gender
	Age Group
	Purchasing Frequency
	Awareness of Adidas Sustainability Initiatives

	R1
	Male
	18–25
	Monthly
	Yes

	R2
	Female
	26–35
	Occasionally
	Yes

	R3
	Male
	18–25
	Weekly
	Yes

	R4
	Female
	36–45
	Monthly
	No

	R5
	Male
	26–35
	Occasionally
	Yes

	R6
	Female
	18–25
	Monthly
	Yes

	R7
	Male
	45+
	Rarely
	No

	R8
	Female
	26–35
	Monthly
	Yes

	R9
	Male
	18–25
	Weekly
	Yes

	R10
	Female
	36–45
	Occasionally
	Yes

	R11
	Male
	18–25
	Monthly
	Yes

	R12
	Female
	Below 18
	Rarely
	No

	R13
	Male
	26–35
	Monthly
	Yes

	R14
	Female
	18–25
	Occasionally
	Yes

	R15
	Male
	36–45
	Monthly
	Yes

	...
	...
	...
	...
	...

	R100
	Female
	26–35
	Occasionally
	Yes



Appendix C2: Coding Structure Used in SPSS
	Variable
	Coding

	Gender
	1 = Male, 2 = Female

	Age Group
	1 = Below 18, 2 = 18–25, 3 = 26–35, 4 = 36–45, 5 = 45+

	Purchasing Frequency
	1 = Weekly, 2 = Monthly, 3 = Occasionally, 4 = Rarely

	Awareness
	1 = Yes, 2 = No



Appendix C3: Explanation of Raw Data Usage

The raw demographic data were entered into SPSS and Excel for cleaning, coding, and statistical analysis. Frequency distributions and percentages were generated from these responses to produce the demographic summary presented in Chapter 4. The use of raw respondent-level data enhances transparency, reliability, and research credibility (Saunders et al., 2023).

[bookmark: _p31uyy2pb6xr]Appendix D: Measurement Items and Calculation of Descriptive Statistics

To improve transparency and research reliability, the descriptive statistics presented in Chapter 4 were calculated based on responses collected from multiple questionnaire items for each construct. Each variable was measured using four Likert-scale statements adapted from previous literature relating to sustainability and consumer behaviour (Joshi and Rahman, 2023; Hair et al., 2022).

The mean (M) and standard deviation (SD) values were calculated by averaging respondent scores across all items belonging to each variable. Responses were measured using a 5-point Likert scale where:

1 = Strongly Disagree
2 = Disagree
3 = Neutral
4 = Agree
5 = Strongly Agree

Appendix D1: Measurement Items Used in the Questionnaire
Variable 1: Sustainability Perception (4 Items)
	Code
	Questionnaire Item

	SP1
	Adidas is environmentally responsible

	SP2
	Adidas effectively uses sustainable materials

	SP3
	Adidas demonstrates commitment to environmental sustainability

	SP4
	Adidas sustainability initiatives positively influence my perception of the brand


Variable 2: Brand Trust (4 Items)
	Code
	Questionnaire Item

	BT1
	I trust Adidas sustainability claims

	BT2
	Adidas behaves responsibly toward the environment

	BT3
	Adidas provides honest sustainability information

	BT4
	Adidas sustainability initiatives increase my trust in the brand


Variable 3: Brand Image (4 Items)
	Code
	Questionnaire Item

	BI1
	Adidas has a positive environmental reputation

	BI2
	Sustainability improves Adidas brand image

	BI3
	Adidas is perceived as a socially responsible company

	BI4
	Adidas sustainability initiatives differentiate the brand positively


Variable 4: Purchase Intention (4 Items)
	Code
	Questionnaire Item

	PI1
	I intend to purchase Adidas products in the future

	PI2
	Sustainability initiatives influence my buying decisions

	PI3
	I would recommend Adidas sustainable products to others

	PI4
	I would consider paying more for sustainable Adidas products



Appendix D2: Example of Mean Calculation
Example: Sustainability Perception

The Sustainability Perception construct included four questionnaire items (SP1–SP4). The mean score was calculated using the following process:

Total Score of All Sustainability Items
                ÷
(Number of Respondents × Number of Items)
                =
Mean Score
Illustration
	Respondent
	SP1
	SP2
	SP3
	SP4
	Average

	R1
	4
	5
	4
	4
	4.25

	R2
	5
	4
	4
	4
	4.25

	R3
	4
	4
	5
	4
	4.25

	R4
	3
	4
	4
	5
	4.00




The use of multiple-item measurement scales improves construct reliability and validity, ensuring that the variables accurately reflect consumer perceptions and behavioural intentions (Saunders et al., 2023).
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Figure 1. Conceptual framework of the impact of sustainability practices on consumer purchase intention
in the sportswear market.
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