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In today’s environmentally conscious market, sustainability has become an essential aspect or factor that influences consumer preferences and brand success (Kosyak and Popov, 2020). In this case, Adidas, a leading global sportswear brand, has strategically implemented sustainability into its marketing via different initiatives, including “End Plastic Waste” and “Made to Be Remade (Adidas, 2019).” The above campaigns implemented by the company highlighted the organisation’s commitment towards reducing environmental impact while promoting consumer trust and loyalty. 
This research proposal mainly aims to evaluate the effectiveness of Adidas’s sustainability marketing efforts in developing brand equity and improving consumer relationships. In this regard, using primary data sources such as sustainability reports, marketing analysis and consumer perception studies, this study will analyse how green marketing strategies can contribute toward developing brand image, customer loyalty and making the brand differentiated in the Global Sportswear sector. 
Research aims and objectives 
This research aims to evaluate the effectiveness of sustainability marketing in developing brand equity for Adidas, mainly concentrating on how the sustainability driving campaign influences consumer trust, brand perception and loyalty. 
Objectives 
· To examine how organisations in the sportswear sector are integrating sustainability values and messaging into sustainable marketing campaigns
· To evaluate the impact of sustainability marketing on consumer perception and brand loyalty
· To identify the complications and limitations in implementing sustainability marketing strategies within the sportswear industry
· To recommend effective Strategies for the organisation in improving the effectiveness of its sustainability marketing in strengthening brand equity and customer engagement
Research question 
1. How are organisations in the sportswear sector integrating sustainability values and messaging into their sustainable marketing campaigns?
2. What is the impact of sustainability marketing on consumer perception and brand loyalty?
3. Which complications and limitations are faced by organizations in implementing sustainability marketing strategies within the sportswear industry?
4. What are the effective Strategies for an organization to improve the effectiveness of its sustainability marketing in strengthening brand equity and customer engagement?

Research background 
Adidas focused primarily on competing within the 'fast fashion' paradigm. Currently, Adidas responds to customer feedback that strongly emphasizes the importance of eco-friendly products. Adidas recognizes the importance of integrating sustainable practices as a core value of its business. Nowadays, there is a notable increase in the proportion of recycled polyester, currently standing at 96%, along with the 'end plastic waste' initiative (Adidas, 2023). 
Adoption of the 'fully recycled shoes' concept within the 'Made to be Remade' initiative is another demonstration of the designed core principles of circular production. Environmental collaborations, like the one with Parley for the Oceans, increase the value of green branding, adaptation to eco-conscious consumers, and eco-friendly activism (Adidas, 2023). Sustainability-driven movements like the one in Figure 1 (Adidas, 2024) are steps to achieving the climate neutrality goal set for 2050. These components help redefine brand perceptions and brand equity and strengthen customer loyalty.
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Figure 1: Climate neutrality goals by Adidas 
(Source: Adidas, 2025)
Research rationale 
Sustainability has become an essential aspect in consumer purchasing decisions as it promotes Global brands like Adidas to integrate eco-friendly practices in their marketing strategies. The key issues faced by sportswear organisations are that while consumers demanded eco-friendly products, many still doubt the authenticity of corporate sustainability claims, resulting in increasing greenwashing concerns (Vizcaino and Kettunen, 2023). This is an issue as it can damage brand trust and loyalty if marketing messages are perceived as misleading by organisations like Adidas (Adidas, 2205). 
The study will significantly highlight that perceived insincerity in terms of sustainability commitment and communication can weaken consumer trust and reduce brand credibility. Therefore, this research will examine how effectively Adidas’s sustainability marketing can develop genuine consumer trust and improve brand equity. 
[bookmark: _dltax02mj9bv]2. Literature review
Organisations in the sportswear sector are integrating sustainability values and messaging into sustainable marketing campaigns
Integrating sustainability into marketing can significantly help organisations to align the brand’s core value with Marketing messaging and practices. According to Fung (2021), in the current year, organisations in the sportswear sector have increasingly integrated sustainability value into their marketing strategies in order to address environmental complications and meet consumer expectations. Sustainability marketing can help organisations in communicating ethical practices such as the utilisation of recycled materials and reducing carbon emissions (Onukwulu et al. 2021). For instance, organisations like Adidas have launched campaigns promoting circular fashion, such as “End Plastic Waste” (Adidas, 2019). 
The commitment towards sustainable production and innovation. Similarly, Agu et al. (2024) mentioned that sustainability campaigns can contribute toward improving brand image and also stretching the emotional connection with consumers. However, Onukwulu et al. (2021) noted that the success of sustainability marketing mainly depends on authenticity and relevancy, as a misleading claim can result in consumer scepticism and negatively impact brand equity. Therefore, the sustainability marketing in the sportswear sector by using organisations like Adidas can provide a powerful tool to improve brand equity, but its success depends on authenticity and consistent environmental commitment. 
Impact of sustainability marketing on consumer perception and brand loyalty 
Sustainability marketing can be effective in shaping consumer perceptions and fostering brand loyalty, especially within industries with significant environmental impact, such as sportswear. According to Kothari et al. (2025), consumers are increasingly demanding and associating sustainability efforts with ethical, positive brand perception, credibility, and authenticity. Additionally, environmental consumers emotionally connected with Adidas when it highlighted its eco-innovations during, Made to Be Remade campaign. 
Also, Li and Lorenzo (2025) argued that trust proves repeat purchase behaviour, and sustainability promises impact transactional relationships. Advocacy is most likely to occur with brands that closely align with their sustainability values. On the contrary, greenwashing sincerity perceptions influence consumer loyalty; negative perceptions can promote poor brand sentiment and diminished loyalty (Paramitha et al. 2025). As such, effective and sincere brand sustainability marketing positively shapes consumer perception and builds loyalty.
Identify the complications and limitations in implementing sustainability marketing strategies.
Implementation of sustainability marketing in the sportswear sector is significantly presented and associated with several challenges and limitations. One of the main complications faced by organisations in the sportswear sector is greenwashing, and customers can receive sustainability claims as exaggerated and misleading, specifically damaging brand credibility and trust (Rohunen, 2024). 
On the other hand, Acquier et al. (2019) mentioned that the high cost of sustainable materials and production processes is another challenge that can restrict scalability and profitability, specifically in price-sensitive markets. These complications can impact the sustainability marketing strategies used by organisations like Adidas, which result in negative customer perceptions. However, Rohunen (2024) argued that the implementation of transparent communication by organisations can provide variable information on Sustainable practices and measurable outcomes that can help to reduce the chance of misleading information issues. Therefore, developing effective sustainable marketing strategies can contribute toward building brand equity in a sportswear organisation like Adidas. 
Theoretical perspectives
The key theoretical perspectives significantly underpin the evaluation of sustainable marketing in developing brand equity, such as Green Marketing Theory and Brand Equity Theory. Implementation of Green Marketing Theory can highlight the strategic promotion of environmentally responsible products and practices in influencing consumer behaviour and improving corporate reputation (Ahmed et al. 2023). Integration of this theory by Adidas suggests that effectively communicating sustainability initiatives by organisations can promote positive perception, increase consumer trust and encourage eco-friendly purchasing decisions. In the context of Adidas, integration of campaigns such as End Plastic Waste indicated this approach by highlighting recycled material and the circular production process implemented by the company. 
Brand equity theory, specifically “Keller’s Customer-Based Brand Equity (CBBE)” model, mainly concentrates on how consumer perception of a brand contributes to overall values (Stukalina and Pavlyuk, 2021). In this regard, sustainability marketing can improve brand equity by creating a favourable association with ethical and environmentally responsible practices that contribute toward enhancing the quality and differentiating the brand in a competitive market. 
Research gap 
Despite growing interest in sustainability marketing, limited research analyses its direct impact on land equity within the sportswear sector, specifically via empirical evaluation of consumer perception and reality. While several studies have been exploring Green Marketing strategies effectively, however, concentrated only on high-profile campaigns, which creates a gap in this research. Additionally, the existing literature mainly highlighted environmental outcomes rather than the interplay between marketing authenticity and brand value. This research primarily addresses this by analysing primary data to evaluate how Adidas’s sustainability marketing initiative influences brand equity and long-term consumer engagement. 
[bookmark: _g5nefp9yw1pl]3. Methodology
Research Philosophy and Approach
This research will adopt a positivism philosophy, which seeks to appreciate how customers understand Adidas’s sustainability marketing and how these understandings shape brand equity. Emphasising subjective meaning and context is what positivism philosophy will contribute to research. It encourages the use of quantitative approaches, which offer depth, richness, and detail (Alharahsheh and Pius, 2020). Consequently, a positivist philosophy and a deductive approach will offer a complete understanding of the marketing of Adidas’s sustainability initiatives and their impact on consumers.

Research Method
This study will use quantitative research methods, as this approach is most appropriate given the focus on understanding consumer perceptions, attitudes, and trust regarding sustainability marketing employed by Adidas. Quantitative research is effective, as it aids in the comprehensive understanding of phenomena, in theory generation, in informing practice, and in the description of complex phenomena (Ghanad, 2023). Moreover, by analysing primary data collected from Adidas customers, quantitative research can provide a comprehensive understanding of how eco-friendly initiatives influence brand equity and emotional connection, offering rich insights that cannot be captured solely via numerical information.

Data Collection and Analysis
The research will use primary data collection methods, obtaining first-hand insights from over 100 participants who are Adidas customers. Data will be collected through close ended online questionnaires, which allow participants to freely express their perceptions of Adidas’s sustainability campaigns, including “End Plastic Waste” and “Made to Be Remade.” This approach will significantly provide comprehensive knowledge about the company’s eco-friendly initiatives and brand equity outcomes based on real consumer experiences (Ha et al. 2022).
The collected information will be analysed using a thematic analysis method that helps to identify patterns, trends, and insights regarding sustainability marketing effectiveness. A total of four themes will be developed based on research questions, and data from 100+ customer responses will be implied and interpreted to ensure a valid representation of consumer perceptions.

Ethical Consideration
The research will significantly follow the Copyright Act 1988, which can help to avoid copyright claim issues.
· The research will ensure informed consent, confidentiality, and voluntary participation of all respondents.
· The research will perfectly cite information by using the name of the author and the published year of the articles, which helps to avoid plagiarism.
[bookmark: _rsn527vck5t]4. Expected findings
Research is expected to find that Adidas’s sustainability marketing strategies and initiatives significantly improve brand equity by positively influencing consumer perception, trust, and loyalty. In this regard, campaigns including “End Plastic Waste” and “Made to Be Remade” are likely to improve emotional connection with environmentally conscious consumers, helping to create a favourable brand association. It is mainly anticipated that transparency, authenticity, and measurable environmental impact are key aspects in promoting consumer trust and engagement. Overall, the findings are expected to highlight that well-executed sustainability marketing can differentiate Adidas from competitors and provide long-term competitive advantages and a positive brand image.
[bookmark: _3wkxymkoikej]5. Limitations
One of the key limitations of this research is its reliance on primary quantitative data, which may involve subjective interpretation and bias from participants. Additionally, the use of a close-ended questionnaire may limit depth compared to extended interviews, potentially affecting the richness of insights. Moreover, the focus of the research on Adidas can limit generalisability across the broader sportswear sector. To address these limitations, the research will ensure the use of a large and diverse participants (100+) and apply a transparent analytical process with critical evaluation of all findings to improve validity and reliability.
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[bookmark: _i1i7o1qz3ezw]7. Conclusion
It can be concluded that this research significantly highlights the essential role of sustainability marketing in improving Adidas’s brand equity by improving customer trust, loyalty and perception. It has been found that the implementation of different sustainability initiatives and campaigns, such as “End Plastic Waste” and “Made to Be Remade,” significantly highlighted Adidas’s commitment towards environmental sustainability, which helped to develop an emotional linking with eco-conscious customers. The study suggested that authenticity, transparency and measurable impact are critical for maintaining credibility and avoiding greenwashing complications. Therefore, an effective sustainability marketing strategy can support and develop equity.
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