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[bookmark: _Toc224566567]1. Introduction
[bookmark: _Toc224566568]1.1 Background and Context
Sustainability has emerged as a strategic imperative issue of importance to the organisations in the global fashion and sportswear business. The rising issue of climate change, environmental degradation and resource scarcity has added pressure on companies to engage in environmentally friendly ways of practices. It is commonly known that the fashion industry is one of the most resource-heavy industries, which pollutes the world to a great extent in terms of carbon emission, water pollution, and even waste of textiles. Consequently, it is becoming the expectation of businesses to incorporate sustainability in their operational strategies and in their supply chain management operations (Niinimaki et al., 2022).
Sportswear is one of the largest branches of the world fashion industry that has seen significant growth over the past few years because of growing consumer enthusiasm to fitness, health and lifestyle-oriented fashion styles. Nonetheless, an increase in the production of sportswear has also aroused the issue of the environment. A lot of sportswear is produced based on synthetic fabrics like polyester and nylon which is made of fossil fuels and is a source of environmental problems like carbon emissions and micro plastic pollution. As a result, the firms that operate in the sportswear sector are being pressured more and more to minimize their impact on the environment and embrace sustainable manufacturing practices (Uddin et al., 2021).
To handle these difficulties, most sportswear firms have launched sustainability programs aimed at reducing environmental footprint, and encouraging the responsible use of resources. The activities that are involved in these efforts are recycled material use, sustainable production, and circular economy principles. The approaches of the circular economy are to minimize waste, increase the lifespan of products through recycling, reuse, and designing products that are environmentally friendly (Geissdoerfer et al., 2022). These strategies are gaining relevance as businesses strive to juggle between business expansion and environmental sustainability.
Adidas is one of the major organisations that have encouraged sustainability in the sportswear industry. The company has integrated sustainability in its company strategy in a number of initiatives that are geared towards minimizing the effects on the environment and enhancing the sustainability of the supply chain. To illustrate, Adidas has designed new materials, including Primegreen and Primeblue that were made out of recycled plastics gathered in seas and coastal regions. All these measures are directed to minimizing plastic pollution and encouraging sustainable products development (Adidas, 2023).
Thus, consumer perception is crucial because as a company in the sportswear sector, one needs to know the impact of sustainability efforts. This study aims at studying the effect of sustainability programmes that have been put in place by Adidas on consumer perception and purchasing behaviour, as well as giving substantial information on the extent to which sustainability can be used to determine the value of the brand and competitive power in sportswear industry.
[bookmark: _Toc224566569]1.2 Research Problem
Despite the fact that sustainability has gained a new strategic concern in most organisations of the sportswear industry, little empirical evidence has been made on the issue of sustainability initiative affecting consumer perception and buying behaviour. Firms spend a lot of resources in applying the sustainability programmes which involve use of recycled materials, sustainable supply chain and the carbon reduction programs. These activities are often conveyed by the marketing campaigns, corporate sustainability reports, and branding strategies aimed at promoting corporate reputation.
It is however not clear whether consumers are well aware of these sustainability efforts or whether these efforts have a major effect to purchases. Most consumers are concerned with environmental sustainability, but their buying behaviour need not always be based on concerns on product performance, price competitiveness, and brand loyalty. Consequently, this can lead to the fact that the companies might struggle to transform sustainability efforts into actionable consumer interactions and buying behaviour (White et al., 2022).
Moreover, the problem of so-called greenwashing, when companies overdo or falsify their sustainability statements, is becoming a cause of growing concern. This may produce scepticism among the consumers and diminish the confidence of consumers in corporate sustainability messages. With the rise in the awareness of consumers about the sustainability marketing strategies, organisations need to address the credibility, transparency, and the communication of their sustainability initiatives to be credible, transparent, and well-communicated (Delmas and Burbano, 2023).
Adidas has selected a path as a sustainability leader in the sportswear sector with multiple environmental programs. Nevertheless, the level of awareness and appreciation of these initiatives by the consumers is unclear. Empirical studies are hence required that investigate consumer awareness of sustainability initiatives as well as establish the effectiveness of these sustainability initiatives in consumer perception and consumer buying.
The proposed study aims at filling this gap through the examination of how sustainability activities undertaken by Adidas relate to consumer perception in sport clothing sector.
[bookmark: _Toc224566570]1.3 Research Aim
The main aim of this research is:
To investigate how sustainability initiatives implemented by Adidas influence consumer perception and purchasing behaviour in the sportswear industry.
[bookmark: _Toc224566571]1.4 Research Objectives
To achieve the research aim, the study will pursue the following objectives:
· To examine sustainability initiatives implemented by Adidas in the sportswear industry.
· To analyse consumer awareness of sustainability practices within sportswear brands.
· To investigate the relationship between sustainability initiatives and consumer purchasing behaviour.
· To evaluate how sustainability initiatives influence Adidas’ brand image and consumer trust.
[bookmark: _Toc224566572]1.5 Research Questions
The study will address the following research questions:
· What sustainability initiatives have been implemented by Adidas?
· How aware are consumers of sustainability initiatives in the sportswear industry?
· How do sustainability initiatives influence consumer perception of Adidas?
· To what extent do sustainability initiatives affect consumer purchasing behaviour?
[bookmark: _Toc224566573]2. Literature Review
The literature review will provide a critical analysis of any academic studies that are involved in sustainability initiatives, consumer behaviour, and brand perception in the fashion and sportswear markets. The chapter will provide the theoretical framework of the research and state the gaps in literature.
[bookmark: _Toc224566574]2.1 Sustainability in the Fashion and Sportswear Industry 
The fashion industry has been subject to much criticism over its environmental effects which have seen the industry emitting high rates of greenhouse gases, excessive use of water and also a lot of textile waste. Recent research indicates that the fashion industry in the world contributes a large percentage of carbon emissions and water usage worldwide. The environmental problems have also driven organisations to be more sustainable in production and minimize their impact on the environment (Niinimaki et al., 2022).
Sportswear corporations have started to use sustainability efforts, including recycled fabrics, biodegradable fabrics, and energy-efficient manufacturing. These programs are meant to minimise environmental impact, retain quality of products, and performance. The implementation of the principles of a circular economy has also gained more significance, though companies are interested in minimizing waste and increasing the lifespan of products (Geissdoerfer et al., 2022).
[bookmark: _Toc224566575]2.2 Corporate Social Responsibility and Corporate Sustainability.
Corporate sustainability is synonymous with the notion of Corporate Social Responsibility (CSR) which is a requirement of organisations to be ethically and socially responsible in their operations. CSR programs tend to encompass environment protection, social responsibility in labour management, social betterment and management of resources. It has been suggested that CSR activities can have a positive impact on organisational image and relationships with the stakeholders (Carroll and Brown, 2023).
In the sportswear sector, sustainability programs are frequently included in larger CSR programs that focus on bettering the performance regarding the environment, as well as the corporate image. Sustainability programmes help companies to show their interest in the environment and social responsibility, which may enhance brand credibility and consumer trust like Adidas.
[bookmark: _Toc224566576]2.3 Sustainable Consumption and Consumer Perception.
Consumer perceptions are very essential in defining the success of sustainability efforts. Sustainable consumption is a consumer behaviour in which the effect on the environment and the society are put into consideration in the process of making purchasing decisions. A number of theoretical constructs have been drawn to explain the role of sustainability in consumer behaviour.
The Theory of Planned Behaviour is one of such theories, according to which the consumer behaviour depends on attitudes, subjective norms, and perceived behavioural control (Ajzen, 2021). This theory states that consumers with positive attitudes about sustainability have higher chances of adopting environmentally responsible purchasing behaviour.
Lemons Stakeholder Theory is another crucial framework which focuses on the need to consider the needs and expectations of the stakeholders such as customers, employees and communities (Freeman et al., 2021). Companies that make good stakeholder expectations through the sustainability initiatives could enhance the brand reputation and consumer trust.
[bookmark: _Toc224566577]2.4 Sustainability and Brand Image.
The brand image and customer loyalty may be greatly affected by sustainability programs. The brand image is defined as the view and associations of the consumers concerning a specific brand. Organisations, which can be observed as being highly environmental responsible, can build on brand credibility and create better relationships with environmentally conscious consumers (White et al., 2022).
Nevertheless, the sustainability efforts should be genuine and open to appeal to brand perception. Consumers are becoming more doubtful of sustainability claims which are not transparent and have no credible evidence. Organisations therefore need to make sure that sustainability efforts are well communicated and backed up with quantifiable results on the environment.
[bookmark: _Toc224566578]2.5 Research Gap
Despite the past studies undertaken on the topic of sustainability in the fashion industry, few studies have been conducted specifically on the consumer perception of sustainability actions with respect to the sportswear industry. Besides, no empirical studies on the effect of sustainability initiatives on brand perception of major sportswear firms like Adidas are available.
This paper will fill this gap by considering the correlation between sustainability programs and consumer perception as a case study of Adidas.
[bookmark: _Toc224566579]3. Methodology
[bookmark: _Toc224566580]3.1 Research Philosophy
The research philosophy that will be used in this study will be positivist research philosophy, which focuses on the objective measurement and quantitative analysis of observable phenomena. Positivism is suitable in this study since it aims at getting quantitative data that can be statistically analysed to establish patterns and relationships among variables.
[bookmark: _Toc224566581]3.2 Research Approach
This study will depend on deductive research approach. Deductive method encompasses the testing of the existing theories with the help of the empirical data. Survey data, which are gathered on consumers, will be analysed in terms of sustainability and consumer behaviour theories, in the case.
[bookmark: _Toc224566582]3.3 Research Design
The study will be based on quantitative research design. Quantitative research enables the researcher to examine the relationships between variables using figures and statistical analysis. This method is appropriate when it comes to study consumer perception and buying behaviour.
[bookmark: _Toc224566583]3.4 Data Collection Method
The structured questionnaire survey will be used to collect primary data by administering the questionnaire to the consumers that use sportswear products. The questionnaire will consist of questions that shall determine consumer awareness of sustainability efforts and perception of sustainability sportswear product, and the role of sustainability in consumer purchase decisions.
[bookmark: _Toc224566584]3.5 Sampling Strategy
Convenience sampling will be employed in the study to sample the participants. The respondents of interest will comprise consumers that purchase sportswear products on regular basis and consumers who are conversant with brands like Adidas. The number of respondents anticipated is between 50 and 100 respondents, which is also deemed to be sufficient to perform simple statistical analysis.
[bookmark: _Toc224566585]3.6 Data Analysis Techniques
The statistical methods that will be employed to analyse the collected data will be descriptive statistics such as frequency distribution and percentage analysis, as well as statistical methods. The findings will be presented in a graphical manner including charts and tables. Also, correlation analysis can be adopted to test the relationship among sustainability perception with purchasing behaviour.
[bookmark: _Toc224566586]3.7 Ethical Considerations
The research will be conducted using ethical principles. The study will be voluntary and the respondents will be given clear information on the intended purpose of the research. All the answers will be anonymous and confidential and the data collected will not be in a risky location.
[bookmark: _Toc224566587]4. Expected Findings
According to the available literature, the study anticipates that sustainability programs positively affect consumer attitudes towards sportswear brands. Customers have become more conscious of environmental concerns, and they might want to associate with brands that have high levels of sustainability.
There is however the possibility that the research will also show that sustainability initiatives are not always the determinants of purchasing behaviour. Price, product quality and brand loyalty could still be important factors in consumer decision making. However, good sustainability communication can help to boost brand image and build consumer trust.


[bookmark: _Toc224566588]5. Limitations
In spite of the possible contributions of this research, there are a number of limitations that should be noticed. To start with, the research has a rather limited sample of about 50-100 respondents, which can restrict the possibility of the results being applied to the general population of sportswear buyers. Second, the study employs convenience sampling, and therefore, does not employ random sampling where participants are chosen based on their availability, thereby creating a sampling bias. Third, self-reported survey responses are relied upon in the study, and respondents can give socially desirable responses about sustainability attitudes as opposed to their actual purchasing behaviour (White et al., 2022). Also, the study offers a specific range of the sustainability efforts of Adidas, which can narrow the generalization of the results to other sportswear companies in the market. Lastly, time can be limiting because of the completion of a dissertation in an MBA, which will limit the data collection and analysis. These constraints shall be put into consideration to interpret the results and make conclusions of the study.
[bookmark: _Toc224566589]6. Timeframe
The study will be done in a number of phases in order to achieve systematic dissertation. All the stages involve certain processes, which include proposal development, literature review, data collection, data analysis, and final dissertation writing. The timeline proposed will allow the research phases to be given enough time and will not affect the final deadline of submission.
	Phase
	Activity
	Timeline

	Phase 1
	Proposal development and approval
	May 2025

	Phase 2
	Conducting literature review and identifying research gap
	June 2025

	Phase 3
	Questionnaire design and pilot testing
	July 2025

	Phase 4
	Data collection from respondents
	August 2025

	Phase 5
	Data analysis using Excel/SPSS
	September 2025

	Phase 6
	Writing findings and discussion chapters
	October 2025

	Phase 7
	Final dissertation writing, editing, and submission
	November 2025


This is a planned time that will help the researcher to coordinate every phase and be certain that the research goals will be met in the available time.
[bookmark: _Toc224566590]7. Conclusion
The current research proposal will focus on studying the connection between sustainability efforts and consumer perception in the sportswear category taking Adidas as a case. With sustainability emerging as a very crucial part of the corporate strategy, it is important to know how the consumer reacts to sustainability programs with a view to ensuring that organisations build on the brand image and competitive edge. This study should help not only the academic research but also the practical business strategy of the sportswear industry since it should shed some light on the effectiveness of sustainability initiatives in thinking about consumer attitudes and buying behaviour.
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