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Abstract 
The research identifies the impact of digital marketing strategies on sportswear industry’s business performance by using secondary social media influence and marketing, mobile application digital advertising, and digital commerce. This research is significant in identifying how the strategy relates to sales performance, customer engagement, and brand image for a leading global sportswear company. 
The literature review chapter reviews the literature on digital marketing strategies of sportswear industries and their impact on business performance. It identifies that digital marketing is significant and that sportswear industry's key approaches consist of performance metrics, channel effectiveness, and strategic input. The uses and gratification theory and customer relationship management theory explain customer engagement and relationships and their justification for sportswear industry's business performance.
The methodology chapter explained the research methodology used to examine digital marketing strategies in the sportswear industry. It outlined that an interpretivist philosophy, an inductive approach, an exploratory design, and a qualitative strategy, with secondary data collection, were used. The chapter also described thematic analysis and source selection with inclusion and exclusion criteria and ethical considerations, which were maintained.
The data analysis applied thematic analysis to secondary evidence from academic literature, company reports and industry publications. Five themes showed that digital marketing contributes differently across customer engagement, brand equity, online consumer adoption, social media effectiveness, and brand visibility. The study found that digital activities are not necessarily correlated with stronger business performance. Rather, the key to commercialisation is turning visibility and interactions into action and relationships. 
UGT explains consumers’ selective engagement with valuable digital experiences, while CRM explains relationship development and retention. The effectiveness of digital marketing depends on a range of channel-specific and organisational and market factors which are not related to digital marketing.
The final chapters conclude the study by summarizing the key findings on digital marketing and business performance in the industry. It identifies and addresses the research question, highlights the theoretical and practical contribution, and acknowledges the study limitations. The concluding chapter gives practical recommendations with future research directions to increase the strength of understanding of dynamic digital marketing practice.
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[bookmark: _Toc239524255]Chapter 1: Introduction 
[bookmark: _sg4h9mb8laop][bookmark: _Toc239524256]1.1 Background of the research 
Digital marketing is a central component of business strategy as consumers are increasingly identifying, evaluating, and purchase product by the digital platforms (Wali et al. 2026). It involves the use of channels like social media, search engines, websites, mobile applications, online advertising, email, and influencer communication. All of these help in developing awareness, engagement, and conversation. The strategic significance is to increase strength through the scale of the digital audience. 
[image: ] 
Figure 1.1: Internet use growth 
(Source: Kemp, 2025)
As seen in the above graph, the Digital Data Report 2025 identified that 5.24 billion active social media user identities globally represent 63.9% of the world population (Kemp, 2025). This growth gives organisations opportunities to communicate directly with consumers and personalise marketing messages according to their needs. The development of a stronger relationship with the target audience is also achieved through these. Marketing is particularly strong in the sportswear industry, in which brand image, athlete association, lifestyle positioning, and consumer communities impact the purchasing decision (Fonseca, 2026). Unlike traditional marketing, digital channels help sports companies to communicate with consumers continuously and identify major responses by indicators like engagement, website traffic, app activity, conversion rates, and online sales. Social media campaigns, influencer partnerships, digital storytelling, and mobile applications can help support both the short-term goal and the long-term outcome, like customer loyalty and brand equity. 
The global sportwear industry valued 399.4 billion in the year 2025. It is showing projected growth rate of 7% to 10% into 2026 (Mordor Intelligence, 2025). The overall result highlights that a strong digital presence alone does not guarantee improved growth and raises questions about the effectiveness, timing, and strategic connection with digital marketing activities. Hence, identifying the digital marketing strategy of sportswear industry is justified for understanding how digital communication and consumer engagement can impact business performance. The study focuses on the past 5 years and identifies evidence from academic literature, corporate reports, and industry publications.
In sportswear industry for example Nike Inc. provides a justified case for identifying the relationship because it has developed a good and integrated digital ecosystem around the brand. Nike's digital activities include social media communication, digital advertising, E-Commerce mobile applications, and personalised customer experience (Zhang, 2026). The channels help sportswear companies to connect brand building with customer relationships and digital commerce. But the relationship between digital marketing and business performance should not be assumed to be automatically positive. It is identified from recent company evidence reflects the need for critical assessment. 
[bookmark: _q7ysx2jy24f][bookmark: _Toc239524257]1.2 Rationale 
The rationale for this research developed from the increased strategic importance of digital marketing in the global sportswear industry and the requirement of understanding whether digital activity translates to measurable business outcomes or not. Digital marketing helps companies communicate with the customer by social media, mobile applications, digital advertising, eCommerce platforms, and personalized content (Pierce, 2026). High digital visibility does not result in strong financial performance. Hence, identifying the relationship between digital marketing and strategic and business performance is extremely significant for both academic understanding and management. The sportswear sector provides a good contest of this investigation, as consumer behaviour is increasingly connected to digital platforms and online communities (Galić et al. 2026). A report published in 2025 identified that 84% of sporting goods executives were concerned about the impact of the geopolitical environment on their businesses (McKinsey, 2025). This percentage reflects the uncertain conditions in which they need to pursue growth. 
[image: ]
Figure 1.2: Global sportswear market 
(Source: McKinsey, 2025)
The same report indicates that the sporting goods industry will grow approximately 6% annually between 2024 and 2029 (McKinsey, 2025). This is creating pressure for development to find a collective and effective way to attract and retain consumers. This condition makes the evaluation of effectiveness particularly important for growing the sportswear companies as well. This is because the digital strategy can potentially increase the strength of consumer relationships, supporting competitive differentiation.
Nike is an extremely appropriate case in this research as the business model of the company connects physical retail with a substantial digital ecosystem (Wang, 2026). A recent industry report reflects that the leading companies in the global sportswear industry operate across multiple international markets through digital commerce platforms. The international market contributed a significant share to the overall industry revenue as well. The global reach of digital marketing is strategically justified, as digital performance helps sportswear companies to communicate consistently with consumers in geopolitically diverse markets while adapting content to local preferences and cultural expectations. Social media, e-commerce websites, mobile applications, and digital advertising help brands engage consumers uniquely and strengthen brand visibility. Digital marketing supports personalized communication, targeted audiences, and real-time consumer engagement, which help sportswear companies to respond quickly to genuine consumer requirements and maintain competitiveness in the international market. The global consumer goods has invested in the digital consumer experience, but dynamic market conditions, consumer preferences, and increased competition mean that the effectiveness of the investment cannot be assumed. 
[bookmark: _85p4pe9m6cz6][bookmark: _Toc239524258]1.3 Problem statement 
The rapid increase in digital marketing has put pressure on global brands to transform digital engagement into measurable business performance (Munizu et al. 2026). Although global sportswear industry has developed extensive digital marketing activities through social media, mobile applications, digital tracking, and online retail. The effectiveness of the strategy is not always clear. High consumer engagement does not necessarily translate into increased sales. Intense competition in the sportswear market is creating additional challenges. Hence, there is a need to critically identify how digital marketing strategy relates to business performance using reliable evidence from academic, corporate, and industry sources.  
[bookmark: _2ek981vzq4tp][bookmark: _Toc239524259]1.4 Aim 
The research aims to critically assess the effects of the digital marketing strategies employed by global sportswear industry on business performances using secondary data in academic literature, company reports, and industry publications.
[bookmark: _1t8wqaplbh3][bookmark: _Toc239524260]1.5 Objective 
· To critically analyse the most important digital marketing approaches adopted by global sportswear industry in the last five years.
· To examine the correlation between sportswear industry's digital marketing activities and business performance metrics such as sales, customer interaction and brand equity.
· To evaluate the effectiveness of different digital marketing channels employed by sportswear companies, such as social media, influencer marketing, mobile applications, and digital advertising.
· To give recommendations on how digital marketing strategies can be enhanced to increase business performance as a result of the findings in the secondary data analysis.
[bookmark: _l833755xxqun][bookmark: _Toc239524261]1.6 Research question 
Main Research Question
· What have been the implications of sportswear industry’s digital marketing strategies on its business performance over the past five years using the evidence provided by academic articles, corporate publications, and other publications in the industry?
Subordinate Research Questions
· What are the most important digital marketing strategies that have been pursued by sportswear industry in the last five years?
· What implications do the digital marketing communication channels at sportswear industry have on sales growth, customer engagement, and brand equity?
· What can be suggested to improve the digital marketing strategies that sportswear industry uses and make the business work more effectively?
[bookmark: _p0jymcbcdnnv][bookmark: _Toc239524262]1.6 Significance of research 
The research identifies the impact of digital marketing strategies on the business performance of sportswear companies. It focuses on the social media marketing influence are marketing mobile application digital advertisement and digital commerce. By using different evidence, the study identifies academic literature on corporates report and credible industry publications. It identifies how the marketing strategy relates to sales performance, customer engagement, and brand image for a leading global sportswear company. The research is significant as digital marketing is a major source of competition in the sportswear industry. Consumer are trying to communicate with brand by digital platform before making purchasing decisions (Yadav and Shelke, 2026). It helps to identify whether the strategies by global sportswear industry can be replicated or adopted by other companies operating in a similar competitive market. It also considers how sportswear companies can incorporate digital channels into a unified marketing ecosystem to increase the strength of the customer relationship and maintain a competitive advantage in a rapidly dynamic digital environment.  
However, strong online visibility does not mean higher sales or stronger customer loyalty (Isen et al. 2026). For these reasons, identifying digital marketing gives sportswear industry a chance to understand whether the digital marketing activities are connected with measurable improvement or not. The findings can also support marketing managers in making better decisions about digital investment and customer engagement with brand development. The research is insightful because it connects the digital marketing activities at sportswear industry with specific business outcomes, instead of identifying marketing campaign independence of digital marketing in the global sportswear sector. It also helps sports companies who improving their digital marketing efforts. It also highlights areas for further primary research to develop stronger evidence of the relationship between regional marketing and business performance. Additionally, it boosts a more critical understanding of how digital transformation is resetting consumer behaviour and brand strategy in the modern retail landscape.  
[bookmark: _v03aimd5l2d6][bookmark: _Toc239524263]1.7 Theoretical framework 
The research topic is evaluated more efficiently by using Uses and Gratifications Theory (UGT) and Customer Relationship Management (CRM) theory to identify how sportswear industry's digital marketing strategy can impact business performance. Uses and Gratifications Theory reflects that consumer activities select media to satisfy specific requirements, like information, entertainment, social interaction, and personal identity (Trisilowaty et al. 2026). In the context of sportswear industry, the theory is justified to explain why consumers interact with social media content and mobile application digital campaigns and how the interaction can impact the purchase related behaviour.
On the other hand, customer relationships develop and maintain long-term relationships with its customer by digital platforms. CRM focuses on how organisations use data and personalise communication for a continuous engagement strategy (Gaurav et al. 2026). It identifies how sportswear companies can attract, retain, and develop customer loyalty. The use of a mobile app membership program, personalised segmentation, and targeted social media advertising of sportwear company reflect the principle of Customer Relationship Management Theory. Overall, the theories give a Framework for identifying the Research question. UGT helps in identifying why consumers engage with digital channels, while CRM explains how sportswear industry and their managers manage and sustain the relationship with customers to impact loyalty, brand equity, and repeat purchasing behaviour. The frameworks hence connect with sportswear industry’s digital marketing strategies with consumer engagement and long-term relationship building. Ultimately, the theoretical frameworks contribute to Sportswear industry 's business performance.  
[bookmark: _zcuw6orilzyg][bookmark: _Toc239524264]1.8 Structure of dissertation 
The following chapter represents a critical review of the existing literature on digital marketing strategy and its relationship with business performance. The literature will have a particular focus on sportswear industry. The subsequent chapter outlines the research methodology adopted for the study, including the research approach, design, and data collection method. The following 3rd chapter represents the analysis of the data and identifies key findings of the digital marketing activities of sportswear industries and their business performance. The fourth chapter discusses the findings in relation to the literature and research objective. Finally, the concluding chapter provides recommendations for improving sportswear industry's digital marketing strategy.  


[bookmark: _Toc237861282][bookmark: _Toc239524265]Chapter 2: Literature review
[bookmark: _Toc237861283][bookmark: _Toc239524266]2.1 Introduction
The use of digital marketing has become a part of the marketing strategy of today as it gives organisations the great opportunity to engage with their customers, establish their relationships with them and exert the influences towards purchasing decisions. Sportswear industry has built out a variety of digital media channels that encompass social media, the mobile app, advertising/membership and influencer marketing. This chapter examines the digital strategies being adopted by companies in industry and how they relate to performance. The literature review considered how the strategies impact consumer behaviour, engagement, brand equity, and financial outcomes. The following section also identifies the limitations, contrasting academy perspective, and highlights gaps that need further investigation.  
[bookmark: _Toc239524267]2.2 Significance of digital marketing strategies 
Digital marketing is significantly and strategically important, as digital tools can impact both market-facing activities and overall business performance. According to Grijalba et al. (2025), organisations are using digital tools that can be better positioned to maintain business activity and develop sales opportunities. This reflects that digitalisation can directly contribute to the organisation's resilience as well as marketing performance. However, the relationship is not a business outcome, but it depends on the organisation's ability to integrate digital capabilities with wider business performance. Social media is particularly significant as it can increase the strength of customer equity, loyalty, and purchase intention. Here, ElSayad and Saad (2024) examine 971 customers and found that several social media marketing activities, which include interactivity, informativeness personalization, and trendiness. This influences customer equity and indirectly impacts departure intention through brand priority. The overall result suggesting the digital marketing can develop business value through immediate customer outcomes instead of producing immediate sales alone. For particularly sportswear industry, the distinction is significant, as engagement with digital content can contribute to long-term loyalty and brand relationship.
The importance of digital marketing is also for brand equity. Here, France et al. (2025) argued that traditional brand equity can be insufficient in the digital environment and call for greater attention to digital awareness share and digital brand sentiment. This gives a useful perspective for the sportswear industry as a whole in which social media interaction and online visibility should not be treated as a complete measure of marketing success. Social media marketing capabilities can directly increase the organization performance by stronger brand equity. The positive relationship between social media capabilities, brand equity, and organisational performance is proven, but general digital capability or other organisational factors. Hence, digital marketing should be viewed as a strategic capability that can support business performance through customer relationship of the standalone driver of financial results.
[bookmark: _Toc237861284][bookmark: _Toc239524268]2.3 Assess the effects of the digital marketing strategies employed by sportswear companies on its business performance
The digital marketing strategies of sportswear industry have become connected with the wider business model that links consumer communication, engagement, and digital commerce. Digital marketing can improve overall business performance, but the strength of the relationship is totally dependent on the organisation's capability and market conditions. Gao (2025), using survey data from 390 professionals in China and kajakistan that, found a relationship with digital transformation capability. The digital transformation capability had a strong impact on business performance. Digital marketing can influence performance directly through engagement and organisational capability, instead of promotional sales alone. Similarly, Qiao et al. (2025) identified that, by using panel data from the listed companies between 2010 and 2023, digital marketing significantly impacts corporate performance. However, the findings also show that financing challenges mediated the relationship. This is extremely important for sportswear industry, as the effectiveness of digital marketing needs to be considered along with financial resources and larger beaten sense condition. 
In contradiction Abakpa and Dvouletý (2025), by a systematic review of 30 studies founded the digitalisation can easily improve profit level sales growth and market share but identify limitation in existing evidence and called for greater long term research. The finding indicate the digital marketing is giving support to business performance under specific condition but the effect should not be treated as an automatic or uniform corporate the requirement for the critical assessment. 
[image: ]
Figure 2.1: Nike revenue
(Source: Montgomery, 2026)
For examples a leading sportwear company Nike in the industry reported in the financial year 2025, total revenue of 46.3 billion, which represents a 10% decrease, while its direct revenue fell 13%, partly because Nike brand digital revenue decreased by 20% (Montgomery, 2026). The figures reflecting substantial digital activity do not necessarily correspond with immediate digital revenue. In fiscal year 2026, total revenue of 46.4 billion, while brand digital revenue decreased by 12% (Montgomery, 2026). Marketing performance needs to be identified together with product demand, pricing, and channel strategy, along with wider market conditions. 
The digital marketing is an important part of the overall marketing approach within the sportswear industry with companies using various platforms and tactics to reach diverse target audiences. Pereira et al. (2025) stated that digital marketing can enhance the performance by creating awareness of products, driving customers to online shops, retention and increasing online relationships. However the growth of the business is not guaranteed by digital investment alone as industries data reflect fluctuation in the resilient performance. For example despite of significant investment in the digital channel the sportswear sector has experienced periods of reduction in sales that reflect digital strategies need to be integrated with large organization capability to sustain the long term success.
There may be intermediate effects from digital marketing, these include engagement, customer satisfaction, loyalty and brand equity which may help drive sales and retention. It implies that some measure should involve financial and non-financial factors when looking at Sportswear industry 's digital results.
[bookmark: _Toc237861285][bookmark: _Toc239524269]2.4 Critically analyse the most important digital marketing approaches adopted by global sportswear industry in the last five years
Global sportswear companies have adopted a simply integrated digital marketing approach which connects the social media influencer marketing, digital community, mobile application, and personalized experience. Here, Gensler and Rangaswamy (2025) argued that digital marketing is continuously transforming from simple online promotion towards a connected, data-dependent ecosystem in which physical and digital experiences are connected. This perspective positions different sportwear companies like Adidas, Nike as digital activities exchange beyond advertising and connects content, sports participation, and shopping. 
Social media marketing is an important factor for the industry as it supports brand storytelling with direct interaction with customers. However, the effectiveness depends on the type of communication used. Kumar et al. (2025) found that both brand-directed and influencer-directed social media marketing positively impact engagement and purchase behaviour. But here the outcome is different as well. Social media marketing was more effective for engagement, while influencer-directed marketing had a strong effect on purchase behaviour. This overall suggests that sportswear comonies should not analyse social media by a single metric like likes or followers. Different approaches can target different stages of the customer Journey. 
Influencer marketing is another integrated approach, for industry as companies here historically connected its brand to athletes and cultural figures. Aldlimi et al. (2025) review 43 scholarly studies and found that influencer engagement is shaped by the source content and audience characteristics. This reflects that influencer popularity is not sufficient Alone. Credibility, content relevance, and audience characteristics also influence engagement. Weiger et al. (2025) have answered the question by finding that mega influencers can be less effective in driving purchase and that the influence on engagement does not always increase the strength of brand performance.
[image: New month, new energy! It's a special week! On Wednesday join us for some  miles to celebrate Global Running Day. RSVP and see you on the run! Happy  June!]
Figure 2.2: Poster of global running day
(Source: Districtrunningcollective, 2025)
Mobile application and digital communities give sports ride industry with a strategic environment for consumer engagement. In the above poster it is identified that events like global running date supported the fitness collective and digital platform.com mine training plan virtual challenges and community participation (Districtrunningcollective, 2025). These initiatives reflect how digital ecosystem increased strength of the brand equity and promote loyalty across the industry. This reply focuses on real-world participation instead of treating the application simply as a sales channel.
One of the key strategies for industry on social media is its social media strategy. Peggiani and Lamberti (2026) again stated that social media platforms like Instagram, TikTok and YouTube enable sports companies to broadcast its releases and individual accomplishments to the world, as well as its lifestyle and brand narratives. It allows for bi-directional participation and communication. NGO et al. (2025) however viewed that when people are engaged, it does not always translate to immediate sale and social media should also be measured for its impact on brand equity as well.
Another strategy is influencer and marketing with athletes. De Araujo et al. (2026) credibility, visibility, and symbolicness are provided by sportswear companies contacts with star athletes and celebrities. Influencers have the potential to influence the attitude of their consumers, as they might be thought of as reliable and relatable by the followers. Credibility, relevance from the audience, brand fit is key for effectiveness and sportswear industry should focus on maintaining the quality of the relationship more than number of followers.
Apps have also introduced themselves to be essential to digital presence. For example fitness and training/experiences on Nike Run Club and Nike Training Club, and shopping applications to discover products and make purchases. Lemmens et al. (2025) however argues that applications enable seamless communications, as well as personalization and loyalty. Digital advertising provides channels for specific communications, but too much can lead to ad fatigue and privacy issues.
[bookmark: _Toc239524270][bookmark: _Toc237861286]2.5 Correlation between sportswear industry's digital marketing activities and its business performance metrics 
The relationship between digital marketing activities and business performance can be addressed by both financial and non-financial indicators. Customer engagement provides an important immediate measure, as digital marketing can impact how consumers interact with a brand before purchasing. Vo et al. (2025), based on a study of 406 respondent founded that authenticity and trust are impacted by engagement with virtual influencers, while engagement subsequently contributes to brand priority. This is reflecting digital interaction can support long-term customer outcomes instead of producing only immediate transactions. Brand equity provides another important connection between digital activity and performance. Here, Shrestha (2026) identifies Instagram, social media marketing activities and found that content consistency, informative news relevance, and interactive features can impact the dimensions of customer-based brand equity. It impacts awareness, image, perceived quality, and quality. This is justified for global sportswear industry, as social media presence can increase strength brand-related outcomes even when the direct sales impacts are difficult to isolate. However, it is also true that effects cannot be transferred directly to brands in the industry, making company-specific performance data necessary. The financial results of sportswear industry reflect market size below which proof why the distinction matters. 
[image: ]
Figure 2.3: Market size 
(Source: Grandviewresearch, 2025)
The financial performance of the sportswear industry in 2025 give useful evidence for comparison. It is noted from the above figure that in the year 2026 the global sportswear market size was approximately 437.3 billion (Grandviewresearch, 2025). The sector developed substantial revenue growth that driven by the demand creation strategies and included brand marketing digital advertising and sports sponsorship. However Kilmer (2026), contradicted that net income across several leading organizations decreased sharply during the same time that increase critical issues about the effectiveness of the market expenditure. While the companies increase the investment in digital and promotional activities the overall profitability did not improve proportionately. With operating margin failing significantly. This reflect a requirement for more substantial and integrated marketing strategies. The contrasting movement suggests that digital performance and total business performance do not always move together. Furthermore, in 2025, a study by Ghosh and Islam (2025) found that entertainment value drives engagement. This supports the view that the quality of digital communication can matter more than exposure alone. 
Sportswear’s companies digital marketing and their business performance can be studied based on the sales, customer interaction and brand equity. According to Biemans and Malshe (2024) digital activities can be used to complement sales efforts with a higher awareness, easier discovery of the product, and an online conversion. But, there is also an influence of prices, goods, economic situation and competition on sales. Customer engagement is a more "now" result. Eslami, Ghasemaghaei and Hassanein (2022) on the other hand, found that consumer response in the form of likes, comments, shares, application activity, membership participation. So it becomes an important intermediate outcome; customer engagement.
Brand equity is a valuable link between digital and business performance. Rochefort and Ndlovu (2024) again explored that great digital marketing can boost brand awareness, brand associations, brand quality and brand loyalty. Having strong brand equity can lead to preference and repeat buying. Thus, the connection can be thought of as digital marketing being determined on engagement that in turn will make a contribution to the brand equity of boosting the business performance.
[bookmark: _Toc237861287][bookmark: _Toc239524271]2.6 Effectiveness of different digital marketing channels employed by sportswear companies
Jeswani (2023) opined that as communicating quickly and involving customers in marketing, social media is an extremely powerful platform for raising awareness, engagement and community building. Eslami, Najafabadi and Gharehgozli (2024) on the other hand discussed that when done right, relevance of influencers to target consumers, influencer marketing can work well for credibility and social proof and product advocacy. If the influencers are not selected properly, it can actually lead to a lesser authenticity.
Mobile applications can be used for retention and for personalisation as they offer ongoing communication opportunities. Sportswear companies are able to utilize applications for training information, suggestions, challenges and membership perks. Sharma and Ashfaq (2023) however viewed that digital advertising works well at targeting and conversion as their interests and behaviours can be categorised. But factors like advertising wear-out and privacy standards and competing for Internet eyeballs can detract from effectiveness. Hence it is better to adopt an integrated multi-channel approach. Each consumer will interact differently to digital, and channel integration is vital to successful and effective digital reaching and effective brand messaging. 
[bookmark: _Toc237861288]It is extremely important to recognize that the effectiveness of the digital marketing channel in the sportswear industry is highly context-dependent. Arıkan, (2026), noted that for example, social media marketing not only promotes engagement but also helps brands develop communities around lifestyle values like fitness, sustainability, and inclusivity. The community-driven approach can differentiate sportswear companies in a crowded marketplace. Similarly, influencer marketing is also dynamic, from celebrity endorsements to micro-influencers who provide authenticity and reliability, particularly in segments like running, yoga, and sportswear.
However Madondo and Akindeji (2026) argued that over reliance of the influencers without strategic alignment also increased risk in the brand credibility. Mobile applications are increasingly central to retention strategies, which provide personalized training plans, gamified challenges, and loyalty rewards. The features extend consumer interaction beyond purchase, which incorporate brand into daily routines. The digital advertisement remain impacting for targeting, but increasing concern over privacy, ad fatigue, and algorithm changes demand adaptive strategies. Ultimately, adapting an integrated multi-channel approach is significant. Each consumer interacts differently with digital touchpoints, and synergy across platform which confirm consistent messaging and maximizes reach.
[bookmark: _Toc239524272]2.7 Recommendations on how digital marketing strategies can be enhanced
The effectiveness of the digital marketing channels needs to be addressed according to the strategic purpose. Social media is useful for brand communication and customer engagement. Krowinska and Dineva (2025) reflected that different forms of branded social media content can easily boost active customer engagement. But the impact can vary by content type and customer responses. These is suggested that companies in sportswear industry needs to focus on relevant and engaging content instead of posting frequency. The content quality is an extremely significant factor here. Khandolkar et al. (2025) identify that customer-based brand equity mediates the relationship between social media content and brand engagement. Instead of engagement automatic development there should not be treated as proof of marketing effectiveness. Influencer marketing provides another channel. Here, Kim et al. (2026) found that influence and marketing develops stronger sales effects and high long term return then the online and television advertising in studies of a global consumer company. Research identifies electronic word of mouth as an indirect route through which influence can impact influencer-affected sales.
Sportswear industry must implement responsible personalisation based on customer data and educate on it by clearly communicating the way it handles privacy. Xu and Chen (2025) stated that personalisation can boost relevance however if too much information is gathered it could affect the trust that users place. Gómez et al. (2024) however stated that  gamification, AI-assisted recommendation, virtual experiences and digital communities can help to enhance differentiation and relationships. Such ventures can be more interactive, and keep customers engaged with the Sportswear industry  brand past each purchase.
[bookmark: _Toc237861289][bookmark: _Toc239524273]2.8 Theoretical framework 
Uses and Gratifications Theory (UGT) 
Uses and Gratifications Theory (UGT) identifies why consumers select and use particular media to satisfy requirements such as information, entertainment, social interaction, and self-expression (Inkesar et al. 2026). 
[image: ]
Figure 2.4: Uses and Gratifications Theory 
(Source: Alharbi et al. 2026)
From the above image, it is clear that the theory basically impacts three factors: self-confidence, pleasure, and empowerment. The theory views customers as active participants instead of passive recipients of marketing messages. This makes the UGT justified for digital marketing, in which consumers choose which brands to view, engage with, share, or ignore (Alharbi et al. 2026). The relationship between consumer motivation, brand experience, and engagement on Instagram is justified by this theory. Information seeking, social interaction, and inspiration at the important factors which impacting the engagement and purchase influences in sportswear company’s digital marketing activities. Consumers can interact with social media content to gain product information, follow athletes and Sporting inspiration, or participate in digital communities. The influence of campaigns by sportswear companies can provide entertainment, social identification, and product-related information. Hence, the uses and gratifications theory helps in explaining how consumers engage with digital channels in the sportswear industry and how different consumer requirements can impact engagement and purchasing behaviour. 
However, uses and gratification theory mainly explains consumer motivation and responses, which means it provides limited explanation of how engagement is converted into long-term business value. UGT is also highly justified in identifying differences in digital engagement. Customers in industry can use the platforms for functional purposes, like compare in product or obtaining information, while other can need emotional or social benefits by supporting the community and influencer content. This distinction is important, as the same Digital campaign can develop different approaches among consumers. 
Customer Relationship Management (CRM) 
Customer relationship management is focused on developing and maintaining a long-term relationship between the organisation and the customer (Akkala et al. 2026). In digital marketing, the customer relationship management theory consists of understanding customer requirement management of the customer information to give them personalised communication, and maintaining continuous interaction in different channels.  Effective customer relationship management can directly contribute to customer loyalty by improving customer understanding and personalized service. 
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Figure 2.5: CRM theory 
(Source: Shah et al. 2026)
From the above, it is clear that the customer relationship model consists of five factors that connect the system with goals, consolidate customer data, segment customers, personalise customer data, and reevaluate the CRM strategy (Shah et al. 2026).  Customer relationship management is important for the industry as the digital ecosystem helps build relationships. Mobile applications, membership programs, social media, and e-commerce platforms provide opportunities for repeated communication and a personalized customer experience. Electronic customer relationship management may be the connection between digital marketing strategies and electronic loyalty. The customer relationship management theory also reflects the significance of customer retention instead of focusing only on acquiring new customer for step digital platform helps companies in sportswear industry maintain continuous contact with customers and use customer information to develop more relevant communication and experience. This supports satisfaction, loyalty, and repeat purchasing over time. However, effective digital CRM requires responsible management of customer data, as excessive personalisation or inappropriate communication can decrease trust. From a customer relationship management theory perspective, it is possible to analyse whether the digital marketing strategies of sportswear companies effectively build strong customer relationships or not. CRM helps to move the relationship to a deep emotional connection and make sportswear brands more acceptable and trusted in the market. By integrating the CRM theory companies in sportswear industry can increase the loyalty and enhance the consumer engagement for the competitive advantage in a highly competitive market.
[bookmark: _Toc237861290][bookmark: _Toc239524274]2.9 Literature gap
There are some gap areas in the existing literature relating to the relationship between digital marketing, its customer engagement outcomes on brand and business results. One of the literature gaps can be to critically identifying the emerging digital marketing trend like AI dependent personalization or sustainability focused campaign and compare the personal and potential impact of this trend on future business performance in global sportswear industry. It is extremely important to know about digital marketing trends for a future-oriented perspective that reflects awareness of the industry evaluation.
Third, a lot of studies only use consumer perceptions and surveys, not a correlation to digital actions related to actual business metrics. Fourth, the state of the artwork in computer science, Artificial Intelligence, personalisation and digital communities is changing rapidly, and previous results might no longer cover the techniques used. Lastly, while sportswear companies are active in various foreign markets, the digital consumer behaviors vary according to culture and region, with cultural and regional differences being underestimated. The gaps provide adequate justification for the secondary analysis of sportswear industry’s digital marketing activities and performance indicators.
[bookmark: _Toc237861291][bookmark: _Toc239524275]2.10 Conceptual framework
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Figure 2.6: Conceptual framework
(Source: Self-created)
According to the proposed conceptual framework, the independent variable is digital marketing strategies, such as social media marketing, influencer marketing and mobile applications and digital advertising. These activities are likely to impact customer engagement (interaction, participation and community involvement). Customer engagement will be expected to reinforce brand equity, via brand awareness, brand associations, brand quality and brand loyalty. The brand equity is then expected to drive the performance of the business in terms of sales, customer retention and other indicators of performance.
[bookmark: _Toc237861292][bookmark: _Toc239524276]2.11 Summary 
This chapter´s primary objective was to explore academic articles about sportswear industry’s digital marketing and business performance. According to the analysis, social media, influencer marketing, mobile apps and digital advertising can all be a factor in awareness, customer engagement, brand equity and profits. But, digital marketing does not magically translate to better financial results as other factors like product, pricing, competition, economics and distribution will be influencing sales. All literature recommends the correlation, such that a good digital marketing process can lead to customer engagement, engagement can positively influence brands and brand equity can help with sales and retaining customers. Uses and gratification theory, customer relationship management theory is focused on brand equity and integrated marketing communications in the global sportswear market. The revealed literature gaps inform secondary research to gain insights into the relationship between sportswear industries digital marketing efforts and tangible business outcomes.


[bookmark: _Toc240372111]Chapter 3: Methodology 
[bookmark: _Toc240372112]3.1 Introduction 
The research methodology chapter gives an overall plan to achieve the research outcome. The following section evaluates the researcher's philosophy, approach, design, and strategy, with justification. It also discusses the data collection and analysis process. In addition the ethical consideration and methodological limitation of the research is also identified in the following section.
[bookmark: _Toc240372113]3.2 Research philosophy 
The researcher has chosen the interpretivist research philosophy as it needs to understand how digital marketing strategies impact the business performance of the sportswear industry through customer engagement, their perception, and customer relationships. The interpretivist research philosophy involves subjective consumer experiences that cannot be identified by numerical measurement alone (Manafe, 2026). Interpretivism is appropriate as digital marketing is impacted by the meanings and experiences developed between brands and consumers. Sportswear industry consumers can respond differently to social media content, influencer recommendations, online communities, personalised advertising, and brand storytelling (Meng et al. 2026). Responses are shaped by individual preferences, cultural background, expectations, and previous experience with the brand. Hence, understanding digital marketing effectiveness needs attention to how consumers interpret the activities instead of only examining the numerical performance indicators. Interpretivism approach helps the researcher to compare different academic perspectives and industry findings to identify common themes. On the other hand, positivism is focus only on objective facts and measurable relationships. The interpretivist philosophy uses research to critically identify meanings and different interpretations with existing academic and industry evidence. 
Realism assume the reality exists independently of individual perception and can be investigated by observable evidence and underlying structure (Gkevrou and Stamovlasis, 2025). The realism philosophy would therefore focus more on identifying the real factors that impact digital marketing performance, like sales growth, customer acquisition, brand awareness, and so on. However, the present study is more connected to understanding how consumers perceive and interpret the digital marketing activities within the sportswear industry. As the study focus to the secondary data collection so the interpretivism philosophy guides the researcher to provide a deep understanding of the real-life phenomenon. Therefore, the adaptation of the interpretivism research philosophy was justified to present a different view about the sportswear industry's digital marketing effectiveness. This supports a deep and contextual understanding of the research problem. 
[bookmark: _Toc240372114]3.3 Research approach 
The researcher here has adopted an inductive research approach, as it develops understanding from patterns and findings that are identified within the existing secondary evidence. The inductive research approach was justified for identifying the digital marketing strategies of the global sportswear industry, as the relationship between digital activity and business performance can differ across different channel consumers market condition and even different companies. The other research approach, like the deductive approach, starts with developing theory and testing predefined hypotheses from the literature review and company evidence (Khurshid et al. 2026). In comparison, the deductive approach moves from developed theory to specific propositions or hypotheses that are tested using collected evidence. The deductive approach is significant when the research aims to confirm whether the existing theoretical relationship applies to a particular context or not (Robinson et al. 2026). However, it may give less flexibility when identifying the changing nature of digital marketing in the sportswear industry. 
The abductive approach was not selected, as the research does not primarily need to identify the relationship between existing theory and unexpected empirical observations. The abductive approach connects elements of deduction and induction by transitioning between existing theories and unexpected findings to develop the most suitable explanation (Van Hulst and Visser, 2025). Although this can be useful for identifying surprising results, it is less appropriate for the present study, as the research needs to identify patterns from the existing secondary evidence instead of developing a new explanation from the unexpected findings. In contrast, the inductive approach helps themes and relationships emerge from the reviewed evidence (Yip and Zeng, 2025). Therefore, it supports the flexible examination of social media marketing, influencer marketing, customer engagement, brand relationships, and business performance. This makes induction the most justified approach for achieving the research objective. The inductive approach was justified as support for the flexible and deep analysis of the digital marketing activities by sportswear companies related to customer engagement and relationships, and business performance by developing larger interpretation from the identified patterns. 
[bookmark: _Toc240372115]3.4 Research design 
The research adopts an exploratory research design as it develops an analysis of the different digital channels for consumer engagement and brand relationships without limiting the investigation to a predetermined outcome. Other research designs, like descriptive research design, represent characteristics or existing conditions. While an exploratory research design helps researchers investigate relationships and identify emerging patterns within the secondary evidence (Ma and Lee, 2026). The descriptive research design focuses mainly on representing the characteristic trend or current condition of a particular subject (Grzenkowicz and Wildfeuer, 2025). It can reflect how sportswear companies use digital marketing channels, but it may not provide sufficient flexibility to identify why these strategies impact customer engagement and business performance. 
An explanatory research design, on the other hand identifying cause and effect relationship between the variables and needs clearly defined variables and hypotheses (Skinner and Dancis, 2026). Although these could help identify relationships between digital marketing activities and business outcome but, it can be restrictive when the available secondary evidence presents different findings across companies and digital platforms. For this reason, the exploratory research design is justified, as it helps the researcher to investigate the subject from different perspectives and identify themes that emerge from existing study reports and industry evidence. It also supports critical identification of changing consumer behaviour, social media trends, and influencer activities. The exploratory research design gives the flexibility needed to achieve the research objective.The exploratory design was selected as the research aims to established causal relationship between digital marketing activity and business performance. Hence, it is justified to use the exploratory design to provide flexibility in the complicated and changing nature of digital marketing activities in the sportswear industry. 
[bookmark: _Toc240372116]3.5 Research strategy 
The researcher has used a qualitative research strategy as it as an objective to develop an understanding of digital marketing strategies and their impact on business performance. A qualitative strategy identifies meaning in consumer engagement, brand relationships, and strategic practices instead of depending on numerical measurement (Prayuda et al. 2026). On the other hand, the quantitative strategy focuses on numerical data and statistical relationship research (Khatun, 2026). The quantitative research strategy mainly identifies measurable variables by numerical data, statistical analysis, and hypothesis testing (Lim, 025). It provides precise measurement of digital marketing performance, such as engagement rate, conversion rate, sales growth, and return on investment. The numerical results cannot fully identify why consumers respond to digital marketing activities or how they develop a relationship with a sportswear brand. The mixed-method strategy also connects the qualitative and quantitative approaches, which can give a broader understanding, but it needs more time and resources and is not necessary for the present study, which depends on secondary qualitative evidence. 
Hence, the qualitative strategy is suitable as it helps the researcher to critically compare the findings from academic literature, company reports, industry publications, and other secondary sources (Almusaed et al. 2025). The approach helps in identifying recurring themes, differences, and contextual factors which are related to digital marketing, customer engagement, brand relationship, and business performance. Qualitative research helps the researcher to interpret different perspectives reflected in existing literature and company evidence. A mixed-methods strategy was not selected as the study does not involve collecting and combining primary quantitative and qualitative data. The research uses secondary Sources that include themes and patterns. Hence, the qualitative strategy was appropriate to choose, which supports detailed and contextual interpretation of the data. 
[bookmark: _Toc240372117]3.6 Data collection and analysis
The researcher has collected secondary qualitative data from public academic and professional resources. The main sources have included beer review journals, books, conference papers, company reports, official publications, and authoritative industry analysis that cover the past 5 years. To digital marketing strategies in the sportswear industry, customer engagement, and social media marketing influence on digital advertising, and so on. The collected evidence was then analysed using thematic analysis. The thematic analysis was appropriate, as identification and interpretation of the pattern at secondary sources can be easily done with it (Littlewood and Gardner, 2026). Initially, relevant materials were carefully reviewed, and key information was coded with the research objective. Similar quotes were then grouped into latitude themes, including customer engagement, brand equity, sales performance, digital innovation, and competitive advantage. 
By following the process, the identified themes were compared across different academic and industry sources to identify areas of agreement and disagreement. The researcher has assessed how digital marketing activity impacts customer engagement, brand perception, sales performance, and competitive advantage in the sportswear industry. Particular attention was given to developing findings and differences between companies' platforms and consumer groups. The thematic analysis also considered the context in which the evidence was developed to prevent interpreting individual findings in isolation (Ahmed et al. 2025). Themes were connected to research objectives and questions first. The systematic process of thematic analysis helped the researcher to develop a clear, balanced interpretation of the available secondary evidence and identify significant implications for the sportswear companies. 

[bookmark: _Toc240372118]3.7 Validity and reliability 
Both validity and reliability are important pillars of the overall efficiency of the research (Awasthi, 2026). Validity in this research has been supported by selecting sources that are directly connected to digital marketing strategies for sportswear companies and the industry. The inclusion of the pear review journal articles, official reports, scholarly books, and reputable industry publication as improve the credibility and relevance of the evidence. Limiting the publication to 2020 to 2025 and English-language sources confirms that analyses reflect recent developments. The unpublished reports blocks opinion-based article and sources lacking academic integrity have been excluded. 
	Inclusion criteria
	Exclusion criteria

	Peer-reviewed journal articles have been included 
	Non-peer-reviewed journal articles have been excluded 

	Studies published between 2020-2025 has been included 
	Studies not published between 2020-2025 have been excluded 


	Studies in English language has been included 
	Studies in non-English language have been excluded 


	Studies that are freely accessible and in PDF format have been included 
	Studies that are not freely accessible and not in PDF format have been excluded 


[bookmark: _Toc240367926][bookmark: _Toc240367973]Table 1: Inclusion and exclusion criteria 
(Source: Self-created)
[bookmark: _Toc240372119]3.8 Ethical considerations 
Ethical considerations are important as it makes the research more integrated and reliable (Taherdoost, 2026). In this case, although it does not involve any human participants or primary data collection, ethical considerations need to be maintained. The study has used only publicly available and readily accessible secondary sources, including academic publications, company reports, official publications, and industry report also, and has prevented plagiarism. The research has maintained the academic information honestly, and selective reporting of the findings has been interpreted according to the evidence provided by the sources instead of being altered to support free determined conclusion. Proper citation of the external data was also maintained for copyright requirements when using the published material. The sources have been selected according to credibility, while different perspectives have been considered to decrease research bias. 
[bookmark: _Toc240372120]3.9 Methodological limitation 
The study has some methodological limitations. First, the interpretivist philosophy can introduce research subjectivity in interpreting the secondary evidence (Acharya, 2025). The inductive approach also develops themes impacted by the researchers' judgement. An exploratory design offers flexibility but may not develop a direct causal relationship between digital marketing and business performance. The use of a qualitative strategy and secondary data limits access to consumers' direct experience and may decrease the generalizability of findings. To mitigate this limitation, the researcher can use credible and recent academic and industry sources, apply clear selection criteria, and compare findings across multiple sources. The major improved consistency of the overall research.
[bookmark: _Toc240372121]3.10 Summary 
From the above, it is summarized that the chapter provides the methodological foundation of the research. The interpretivist philosophy, inductive approach, exploratory, and qualitative strategy have been used along with secondary data collection. After collecting the secondary data, thematic analysis has been incorporated for the data analysis. Proper ethical considerations have been maintained to make the research more reliable and valid. 


[bookmark: _Toc240372122]Chapter 4: Findings and Analysis
[bookmark: _Toc240372123]4.1 Chapter Introduction
This chapter presents the findings generated from the secondary qualitative data. Thematic analysis was used to identify common themes associated with digital marketing and business performance from the evidence. Five themes are explored: customer engagement, brand equity, sales performance, digital innovation, and competitive advantage, given the context of the sportswear industry on a global level. 
[bookmark: _Toc240372124]4.2 Theme 1: Digital Marketing Channels and Customer Engagement 
Customer engagement was found to be one of the factors by which digital marketing can contribute to business performance in the sportswear sector. From sporadic promotions to ongoing brand interaction, social media, mobile apps, online communities, and e-commerce have brought about fundamental transformations in engagement. These channels also have dissimilar roles in the relationship with consumers. Social media can start engagement; mobile apps and online communities can enable ongoing interactions. These interactions are then linked to the buying process via e-commerce. Engagement is then commercially more effective when each individual digital touchpoint acts as part of a joined-up customer journey and not a standalone marketing touchpoint or campaign.
This pattern has become significant in the commercial world due to the rising connection between engagement and the digital world, where purchases and retention take place. This is evident in the industry. For instance, e-commerce sales made up 18% of Adidas' net sales in 2024, and the company's direct-to-consumer sales channels made up 40% of its net sales in 2024 (Adidas, 2025). These figures do not show an adidas-specific impact, but rather an indication of the business relevance of digital consumer relationships in a large sportswear company. 
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[bookmark: _Toc240367915]Figure 4.1: Adidas Net Sales Share by Channel
(Source: Adidas, 2025)
Platania et al. (2026) also showed that digital engagement utilizing athlete celebrities can create value based on consumer trust and brand equity. This fits with the idea that the value of engagement is not just about the volume but the quality as well. Tan et al. (2024) explain that digital content marketing can develop consumer engagement, trust, and value through meaningful interactions. Their study preceded the period of research, but their mechanism aids in understanding the current results. Repeated interactions can keep consumers engaged in sportswear businesses and foster relationship continuity. But engagement itself is not directly correlated with sales. The contribution depends on whether interactions lead to trust, retention, advocacy, or purchasing behaviour. Based on this, the theme suggests that the effect of sportswear business performance through engagement is more clearly realized when interaction becomes a more intentional process towards deeper relationships, retention, and commerce. 
[bookmark: _Toc240372125]4.3 Theme 2: Digital Marketing and Brand Equity
Another pathway in which digital marketing can affect sportswear business performance is through brand equity. The brand KPI data, as provided by Statista (2024a), reveal significant variations between specific sports and outdoor online brands. Nike boasts the highest recognition rate, 93%, followed by Adidas (92%), Reebok (87%), Under Armor (85%), Columbia (75%), and Lululemon (58%) (Statista 2024a). Such disparities signify that operating in one digital marketplace does not generate the same degree of brand exposure. When the communication builds unique and identifiable brand associations, digital presence seems more valuable. But awareness is just a part of brand equity. Consumers do not always believe that higher digital recognition leads to greater value or to higher-levels of loyalty. The commercial impact will depend on whether sportswear brands tend to have distinct meanings through repeated digital interactions, as this will differentiate them from competitors.
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[bookmark: _Toc240367916]Figure 4.2: Leading Sports and Outdoor Online Shops Ranked by Brand Awareness
(Source: Statista, 2024a)
Loureiro et al. (2024) advance this trend in fashion sportswear. They discovered that, besides owning the brand, online brand prestige and lifestyle congruency positively affect online brand identification, and that brand love has a positive influence on bringing in brand advocacy. This connection also depends on the quality of customers' online experiences. Zia et al. (2022) found that social media marketing activities contribute to consumer-based brand equity through brand experience. This suggests that digital channels have the opportunity to provide added value beyond exposure due to the ability of interactions to influence the way consumers perceive and experience a brand. Sportswear brands can, therefore, strengthen a known brand identity and brand perception by ensuring that there is consistency throughout social media, mobile applications, and their online platforms.
This is a trend that illustrates a move from digital “visibility” to “identification” and deeper brand relationships. Therefore, in the context of business performance, digital marketing can enable certain capabilities, such as the promotion of brand equity, but it cannot ensure consumer attachment or advocacy. The results, in turn, suggest that brand equity is an intermediate business benefit that is not guaranteed by digital activity. When awareness evolves to positive perceptions, identification, preference, and lasting loyalty, its performance value improves even more.
[bookmark: _Toc240372126]4.4 Theme 3: Digital Marketing and Online Consumer Adoption
The rate of consumer adoption online became significant as an advertisement of how digital marketing can turn one's brand visibility into actual behaviour. Statista (2024b) shows clear differences in the usage of leading sports and outdoor online shops. This indicates a disparity in online adoption between sportswear companies based on their digital visibility. But with visibility alone, it is not enough to understand the sense of progression towards the actual use of the platform. The adoption also relies on the extent of eliminating the barriers between the first usage of a digital communication channel and the purchasing activity. This transition can be made easier through convenient navigation, relevant communication, and connected digital touchpoints. So, the variations in adoption may be attributable to sportswear companies' ability to translate consumer interest into functional online engagement. This is especially important when viewed in relation to brand awareness, as consumers can know about a brand without using the brand's digital purchasing avenues. 
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[bookmark: _Toc240367917]Figure 4.3: Leading Sports and Outdoor Online Shops Ranked by Usage
(Source: Statista, 2024b)
Eslami et al. (2022) also concluded that social media marketing activities may affect behavioural responding via brand-related mechanisms. The relationship implies that adoption is incremental, rather than immediate, following marketing exposure. The study by Rosário and Raimundo (2021) revealed that digital marketing has a potential impact on creating engagement and influencing online purchases. For sportswear companies, this shift is significant, from engagement to traffic. Consumers who engage with digital content can subsequently visit online stores, access branded apps, or buy directly online. These behaviours help to articulate marketing closer to commercial outcomes.
Thus, the effectiveness of digital marketing should not be limited to raising awareness or brand exposure online. Once consumers are able to recognise and engage with sportswear brands and move into using them digitally, the effect on business performance increases. The online adoption is therefore a process between communication and commercial behaviour. However, adoption is a more reliable measure of the effectiveness of digital marketing than visibility since it reflects consumer movement towards commercially relevant behaviour.
[bookmark: _Toc240372127]4.5 Theme 4: Social Media Marketing Activity and Effectiveness
Frequent social media posts do not constitute marketing effectiveness but are still considered marketing activity. The difference was reflected in the Instagram data. Statista (2024c) also saw 19.8 weekly posts per sports team, which is significantly higher than the numbers for both fashion (5.2) and retail brands (5.6). The high frequency shows how reliant sport-related organisations are on ongoing social content to stay relevant to their viewers. However, posting intensity only adds value to a business when everyone thinks it is relevant enough to act on it. It is a key difference between doing social media and doing social media well. Sustained presence can help keep the brand visible, while poor consumer reactions can help cut across to broader marketing results.
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[bookmark: _Toc240367918]Figure 4.4: Average Number of Weekly Brand Posts on Instagram in 2024
(Source: Statista, 2024c)
However, adding to the content can be counterproductive for sportswear brands because people end up seeing the same type of sales messages repeatedly. So instead, the effectiveness will be determined by the extent to which posts are being used to solicit interaction, identification, and responses from consumers. Cheung et al. (2021) determined that social media marketing (SMM) can enhance and augment consumer engagement, thereby affecting the outcomes associated with the brand. It goes against the trend of measuring communication frequency in favor of measuring the impact of that communication. Content that sparks engagement, discussion, and consumer brand interaction can therefore be more valuable for sportswear brands than repetitive promotional content.
Wong and Hung (2023) provide relevant sportswear evidence that online brand identification can escalate to brand love and brand advocacy. Based on the findings, it can be concluded that posting frequency should be integrated with the relevance of the content and relationship building. Regular activity ensures providers have opportunities to have contact with the consumer, while meaningful interactions help to build the potential for increased consumer contact. This distinction is a key reason there is no direct proof that social media activity helps businesses to be more successful. Thus, the key finding is not that more Instagram posts produce better performance. Instead, social media adds value when regular communication helps to build positive consumer relationships. 
[bookmark: _Toc240372128]4.6 Theme 5: Digital Advertising and Brand Visibility
Comparing visibility between sportswear brands gets more complicated when it comes to comparing performance with digital advertising. On Statista's (2023) buzz rankings, Nike came in at 49%, followed by Adidas (39%), Dick's Sporting Goods (35%), and Under Armour (26%). Those ranging differences are more significant when contrasted with the foregoing themes. These differences suggest that digital communication can draw attention to different extents, even for well-known sportswear brands. But higher buzz is not a conclusive sign of commercial success. A brand can gain considerable exposure, but consumers might not interact or buy its products.
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[bookmark: _Toc240367919]Figure 4.5: Sports and Outdoor Online Shops Buzz by Brand
(Source: Statista, 2023)
The ranking for brand awareness might not match that of online usage, even though awareness comes from high promotional exposure. So digital advertising is another strand of a larger performance mechanism that creates and shapes the results. This distinction is significant as it can influence advertising effectiveness based on what occurs once brand messages are delivered to consumers. According to Hübner et al. (2026), the surrounding digital experience or advertising relevance affects online consumer behavior in the context of digital advertising. Sports brands, therefore, can create an opportunity to engage in increased visibility, but the quality and relevance of the ad determine whether it advances to the next phase.
Consumers need to perceive marketing communication first, and then their response relies on how relevant the brand is, whether they have their own experience, and the strength of the digital relationship with consumers. This is important to consider in the context that it is not always a correlation between advertising visibility and sales or engagement. Therefore, it is important to see visibility as a first step to marketing and not a final result measure. Its commercial component relies on subsequent consumer reactions like engagement, brand consideration, and digital adoption. The theme thus highlights an important constraint in measuring the performance of digital marketing: the visibility itself may generate a potential for business value but the value will only be realised if contained in a subsequent process of interaction. 
[bookmark: _Toc240372129]4.7 Chapter Summary
The chapter found 5 themes that connect digital marketing and business performance in the Sportswear industry. The results spoke up about Customer engagement, Brand equity, Online consumer adoption, ‘effective’ implementation of social media, and brand visibility. Digital strategies helped to achieve a different result on each channel and brand across the board. Their effectiveness depended on converting digital exposure and interaction into meaningful consumer responses. 


[bookmark: _Toc240372130]Chapter 5: Discussion
[bookmark: _Toc240372131]5.1 Chapter Introduction
This chapter critically addresses the relationship between digital marketing strategies and business performance in the sportswear industry. It goes beyond reporting individual results to interpreting their implications in relation to the research questions, previous research, and the theory under study. Specific focus is placed on the implications of digital marketing activities for both consumers and businesses. The discussion further appraises aspects of agreement and disagreement before reflecting on the study's value in addressing the identified literature gap. 
[bookmark: _Toc240372132]5.2 Interpretation of Digital Marketing Performance
Digital marketing performance in the sportswear sector seems to materialize as a transition from digital behavior to relevant consumer and commercial responses. That calls into question any direct link between the increase in digital presence and the increase in business performance. This directly returns to the research problem of whether extensive digital marketing activity translates into measurable business performance. It also addresses the study aim by interpreting digital marketing in relation to customer engagement, brand equity, sales-related behaviour, and wider performance. Across the five themes, the central finding is that digital channels create different forms of value, but their contribution depends on progression beyond exposure. Digital marketing is also seen as a strategic option in Chapter 2, rather than an autonomous source of results for the investor (France et al. 2025). This current analysis further elaborates on this idea and suggests that the digital value is dependent on what happens following the initial consumer exposure. Engagement can then be seen as a means to convey communication with increased relational and commercial relevance.
This is also an interpretation that examines the potential of judging digital performance with individual indicators. For marketing, visibility, communication intensity, and consumer interaction are various levels of marketing performance, not synonymous with success. This approach aligns with Gao's (2025) assertion that the effectiveness of digital marketing outcomes is contingent on the broader organizational competencies. The study goes further than this, though, and finds that the transformation of consumer interest is a significant element, too. Striking communication results can therefore be achieved without commensurate business value when there is a low drive for deeper consumer relationships. This answers the research questions by showing that the implications of digital channels cannot be reduced to sales growth alone. Instead, engagement and brand equity operate as important performance outcomes connecting marketing communication with subsequent commercial behaviour. 
The analyses of the combined evidence further illuminate the complementary, explanatory functions of UGT and CRM. UGT adds more value in explaining the initial consumer impact, but lacks as much explanatory power in how it enables business value. CRM has more compelling explanatory power in repeated interaction - the building of relationships, retention, and purchasing behaviour. This is in line with Wong and Hung (2023), who found that online brand identification is related to better relational outcomes. They are mutually supportive rather than mutually exclusive, and thus have different values in various phases of the digital relationship. Digital marketing performance is therefore not necessarily transactional, and it is important to revise one's understanding of the performance and embrace a conditional and relational perspective. Its contribution is based on the ability to transform consumer attention into a relationship and commercially desirable behaviour. But the secondary evidence only points to associations, rather than to direct causes of business behavior, given that broader organizational and market contexts may also influence business conditions. This also contributes to the identified literature gap by connecting fragmented digital indicators with a broader performance pathway. Rather than assuming uniform effects, the study clarifies why digital activity may generate engagement and brand value without producing equivalent financial outcomes. 
[bookmark: _Toc240372133]5.3 The Engagement–Performance Relationship
Customer engagement occupies an uncertain position between digital communication and business performance. A consumer can react to the content, join a brand community without being a loyal or buying customer. So, engagement is not a measure of success in itself. It is worth depends upon what emerges from the interaction. This distinction directly addresses the research question concerning how digital communication channels relate to customer engagement and wider business performance. Chapter 4 showed that social media can initiate engagement, while applications, communities, and e-commerce can support continuing interaction and purchasing processes. The principal issue emerging from these findings is therefore not whether engagement occurs, but whether consumers progress beyond their initial response. Similarly, Tan et al. (2024) relate meaningful digital interaction to positive trust and value for consumers. From a CRM point of view, this demands more weight than its occurrence because commercial worth lies in the extent to which the contact becomes a relationship.
When the intensity of communication is combined with the quality of the engagement, the difference will be more obvious. Frequent digital exposure provides opportunities to be engaged, but successive exposure can be low if the consumer has little motivation to remain engaged. Cheung et. al. (2021) relates social media marketing to engagement and brand outcomes. Even with the posting frequency complaints found in the findings, UGT believes that communication activity does not automatically equate with engagement because consumers engage selectively based on the value that can be derived from digital content. This is the reason it is not a reasonable measure of effectiveness to count the number of communications. It may be better to have a few relevant interactions rather than many superficial ones. This interpretation explains the apparent tension between high digital activity and uncertain performance. Consumer motivation, content relevance, and relationship quality can interrupt the assumed progression from exposure towards commercial behaviour. 
Engagement becomes really important when it influences the consumer's relationship with the brand. However, initial interaction can be enough to create a reason to interact without fostering attachment. CRM comes into play here with the ability to build relationships beyond the initial contact. Wong and Hung (2023) have argued this point as they have tied the online identification of brands with brand love and advocacy. They conclude that the performance value of engagement is not a function of interaction totals but of a process of building relationships. This supports the study's conceptual pathway while also qualifying it: engagement should be treated as an intermediate mechanism rather than an automatic bridge to business performance. Therefore, the engagement–performance relationship is conditional on the subsequent course of events. The value of engagement occurs when participation grows into trust, identification, involvement, or behavioural responses. Effectively, without this line of progression, apparent interaction can suggest that the communication has reached the target audience but overestimate the extent to which it has impacted business performance. The secondary evidence cannot establish that engagement directly causes these outcomes, since product, competition, and wider market conditions may also affect performance. Nevertheless, this interpretation contributes to the literature gap by clarifying the mechanism between digital activity and business outcomes. Rather than treating engagement as an endpoint, the study positions its quality and development as central to understanding how digital marketing can acquire commercial value. 
[bookmark: _Toc240372134]5.4 Uneven Performance Across the Digital Consumer Journey
The findings found that there are some inconsistencies that run through the entire customer journey, even within the digital environment, contradicting the belief in a linear customer journey. Most importantly, there is an indication that success at one stage of digitalization does not automatically translate to success at the next. Brand strength can provide awareness, but the further journey will rely on the ability to deliver enough relevance and value to consumers to further grow the relationship. Digital performance, therefore, is influenced by changes from one stage to the next, rather than the process being purely additive, i.e., the more the exposure, the better the digital performance. This is an interpretation based on Loureiro et al. (2024), who focused on the congruency of brands with lifestyle and the prestige of the brand as mechanisms for understanding the uneven progression. Recognition can get the consumer aware of a sportswear brand, but identification makes it meaningful to the actual individual. UGT adds to the argument by highlighting that the movement of users is still selective; people still interact where there are digital experiences that meet their motivations. Therefore, differences in unevenness can arise because of consumer–brand mismatches, not just differences in digital activity.
Another implication is related to the understanding of commercial effectiveness. Rosário and Raimundo (2021) traced digital marketing back to engagement and online buying, but the results did not suggest that both are sequential. Actions can weaken, halt, or alter between touchpoints. This renders the traditional funnel approach to sportswear consumption too determining. Digital consumers' journeys should then be considered 'non-linear' and 'conditional'. The critical aspect of solving any performance problem is not how well a brand is doing at one point, but whether value is maintained when consumers move through the points. This is the reason for the difference in digital-to-behavioural conversion levels. This interpretation directly addresses the research question concerning the implications of digital channels for engagement, brand equity, and sales by showing that these outcomes need not develop together. It also refines the study’s conceptual framework because the connections between engagement, brand equity and business performance should represent pathways rather than guaranteed progression. However, secondary evidence cannot determine exactly where or why individual consumers leave this journey, limiting causal interpretation. The study nevertheless contributes to the identified literature gap by explaining why strong digital indicators can coexist with weaker commercial outcomes and by presenting consumer progression as variable across digital touchpoints and contexts. 
[bookmark: _Toc240372135]5.5 Reconsidering Digital Marketing Effectiveness
Whether a brand creates visibility, engagement, or instant sales is not the only measure to determine the effectiveness of digital marketing in any sportswear brand. The research problem questioned whether extensive digital activity translates into measurable business performance, and the combined findings indicate that this translation is neither uniform nor automatic. Rather, effectiveness will rely on the execution of efforts that help to reach broader consumer and commercial results. It responds to the research questions to reveal distinct impacts of digital channels and variations in value depending on the sequence in which individual outcomes relate. The literal translation of interpretation introduces a vigorous debate on the application of common measures between channels. While Jeswani (2023) declares that social media is uniquely important for awareness, engagement, and community building, Sharma and Ashfaq (2023) take note of the targeting and conversion capabilities of digital advertising. It would now, therefore, wrong to base the assessment of both channels solely on immediate sales, because they serve different strategies. The results support this distinction, as high activity or visibility was not always reflected in greater consumer reactions. Efficacy, therefore, must be concerned with the match between the purpose of the channel and the measure of the efficacy, and not with the expectation that all digital activities should yield the same kind of efficacy.
Another issue relates to the quality of digital execution. There is a conflicting opinion about the effect of branded social media content on active engagement, with Krowinska and Dineva (2025) suggesting that branded social media content can strengthen engagement. This helps explain why communication intensity alone provides weak evidence of effectiveness. In the UGT perspective, the content's informational, social, or experiential value determines whether the user continues engagement. CRM's added value is the long-term element—that repeated contact can help to deepen understanding, relevance, and retention, not just the volume of communication. This is also revealing some restrictions in business performance interpretation. Product, pricing, competition, and economic conditions all have an impact on sales, and digital marketing cannot explain the entire picture. The secondary qualitative design also helps to identify patterns and associations and does not establish causal effects. This, however, increases the importance of the need for a multidimensional assessment.
The study thus fills the gap in the literature identified by the link between intermediate digital outcomes and overall business performance without immediately assuming such a relationship. It takes a different approach to measuring effectiveness and concentrates on strategic contribution; visibility can bring opportunity, engagement can bring consumer involvement, and developing relationships can bring behavioural outcomes. This lens helps to make sense of the larger digital presence for uneven commercial outcomes and offers a more context-sensitive way of critiquing sportswear digital marketing through different channels and market environments. 
[bookmark: _Toc240372136]5.6 Chapter Summary
This chapter critically interprets how digital marketing contributes to sportswear business performance. The discussion established that visibility, engagement, and brand equity do not automatically generate commercial outcomes. UGT and CRM explained various stages of consumer relationships, while the findings demonstrated conditional performance pathways and addressed the identified literature gap through integrated interpretation.


[bookmark: _Toc240372137]Chapter 6: Conclusion 
[bookmark: _Toc240372138]6.1 Overall purpose of the study 
The overall purpose of the study was to identify the impact of digital marketing strategies on business performance in the global sportswear industry by using secondary data. First, the research identified how social media marketing, influencer marketing, mobile application digital advertising, and digital commerce impact customer engagement, brand equity, online consumer adoption, and business outcomes. The academic literature, corporate reports, and industry publications were evaluated to identify key patterns and relationships. The study also has an objective to determine whether digital marketing activity can directly contribute to sales growth and customer retention while identifying that effectiveness depends on wider market and organizational factors.
[bookmark: _Toc240372139]6.2 Summary of the key findings 
The finding identifier five main themes that connected digital marketing with business performance in the sportswear industry. Media, mobile applications, online communities, and e-commerce were found to support customer engagement and stronger digital relationships. Digital marketing directly contributes to brand equity by increasing awareness, brand association, and customer identification. The online consumer adaptation reflected that digital visibility can easily develop into actual digital purchasing behaviour. Although frequent social media activity alone did not guarantee effectiveness, meaningful interactions and relevant content were more important. Finally, it was also identified that digital advertising increases brand visibility, but visibility did not always translate directly to sales or engagement. Digital marketing develops value when exposure develops into meaningful consumer responses.
[bookmark: _Toc240372140]6.3 Outcomes identified in the data analysis 
The data analysis identified different outcomes from the use of digital marketing in the sportswear industry. The digital channel supports customer engagement by regular interaction in online communities and e-commerce activities. Findings also showed that digital marketing directly contributes to brand liquidity by increasing the strength of brand awareness association and customer identification. From the data analysis, the research questions are answered by establishing the fact that online consumer adaptation demonstrates a connection between digital visibility and commercial behaviour. However, it is also noted in the data analysis that high social media activity and advertising visibility did not automatically produce higher sales. The overall outcome was that digital marketing developed stronger business value when consumer exposure is transferred to meaningful engagement, brand relationship, and online purchasing behaviour. 
[bookmark: _Toc240372141]6.4 Value of the study on theory and practice 
The study gave value to theory by applying the Uses and Gratifications Theory and Customer Relationship Management theory to digital marketing in the sportswear industry. The Uses and Gratifications Theory helps in explaining why and consumer engage with social media mobile applications and digital content for information, entertainment, and social interaction. On the other hand, the CRM theory explains how digital platforms can support personalized communication, customer retention, and long-term relationships. However, in practice, the findings reflect that sports organizations or companies should not judge digital marketing only by visibility or immediate sales. Good attention should be given to customer engagement, brand equity, and online consumer adaptation and relationship development. The study also highlights the significance of integrating different digital channels instead of developing them separately. This can help marketing to develop more focused campaigns, improve customer experience, and strengthen brand relationships. Hence, the study gave both the theoretical understanding and practical guidance for improving digital marketing effectiveness and business performance. 
[bookmark: _Toc240372142]6.5 Practical insights in research for professionals 
The study gives practical information for managers and other professionals in the sportswear industry. Marketing managers should focus on the quality of digital engagement instead of simply increasing social media activity or advertising frequency. Social media influencer marketing, mobile applications, and digital commerce need to be incorporated to develop a consistent customer experience. Due to this, managers should also measure digital marketing by customer engagement, brand equity, online adoption, and retention instead of depending only on visibility or short-term sales. Policymakers and industry stakeholders can support responsible digital marketing by promoting transparency, consumer protection, and responsible use of customer data. The study also reflects that companies should use customer insight for develop more relevant and personalized communication. Overall, professionals can improve business performance by connecting digital exposure with meaningful customer relationships and purchasing behaviour. Can be done while regularly reviewing whether the digital activities were producing measurable business value or not and supporting long-term customer loyalty and sustainable business growth. 
[bookmark: _Toc240372143]6.6 Limitations of the study 
The study has several limitations that need to be considered when interpreting the findings. The research depends entirely on secondary data, including academic articles, corporate reports, and industry publications. Hence, the study did not collect primary information directly from the sportswear customer managers or employees. Restricting the ability to understand the individual experience and organizational decision-making in a deeper way. The study focused on the global sportswear industry, which provides product information but cannot fully reflect the differences between countries' markets and consumer groups. The qualitative analysis depends on the information available in existing sources. This means that access to detailed company-level performance data was restricted. The study cannot develop a direct causal relationship between the digital marketing activities and business performance. Finally, the rapidly changing nature of digital technologies, including artificial intelligence and personalization, reflects that some findings can become less relevant as digital marketing practice continues to develop. 
[bookmark: _Toc240372144]6.7 Recommendations 
To integrate digital marketing channels
Sportswear companies need to integrate social media influencer marketing, mobile applications, and digital advertising instead of managing each channel separately. A consistent message across the platform can improve customer engagement and give a smoother customer journey. Managers need to use customer feedback and digital interaction data to make campaigns more relevant and responsive. The approach can help in converting the digital visibility into strong customer relationships and purchasing power.
To measure engagement and business outcomes
Managers need to evaluate digital marketing by using a good range of performance indicators; they should include customer engagement, brand equity, online customer adaptation, retention, and sales performance. Posting frequency or advertising visibility should not be treated as evidence of effectiveness by itself. Regular performance reviews help companies to identify whether the campaigns are useful for customer response and allocate resources to more effective activities. Companies can develop a monthly dashboard to compare the campaign result in platform and identify changes in customer responses. Handling conversion rates, repeat purchases, and engagement levels can give unambiguous evidence of value. The evidence can support better budgeting and adjustment of underperforming campaigns. It also gives accountability in marketing teams
To increase strength in personalization and customer relationships
Sportswear companies need to use digital platforms to develop personalized communication and strong long-term customer relationships. Mobile applications, social media communities, and digital commerce can be used to understand digital performance and provide relevant content. Managers should also confirm that responsible use of customer data is being maintained in the company. This supports customer loyalty, brand relationship, and sustainable business performance over time.
[bookmark: _Toc240372145]6.8 Implementation and directions for future research 
Future research needs to use primary data from sportswear customer marketing managers and employees to gain deep insight into the digital marketing practice. Comparative research in countries and consumer groups can explore how cultural and regional differences influence digital marketing activities. For future research, the emerging technology is practicality of the artificial intelligence personalization and digital communities’ areas where evaluated which are developing rapidly longitudinal research can examine whether digital marketing strategy is produced sustained improvements in customer engagement and business performance that can be integrated into future research. In the future can compare different sportswear brands to identify which digital strategies are most effective under different market conditions. 
[bookmark: _Toc240372146]6.9 Reflective statement
The study reflect the digital marketing is a significant part of business performance in the sportswear industry. I have identified the findings that social media influencer marketing, mobile application digital advertising, and digital commerce can develop customer engagement and strengthen brand equity when they are used strategically. Digital visibility alone does not guarantee higher sales or a strong relationship with customers. The value of digital marketing totally depends on the organization that can convert online exposure to engagement, customer adaptation, and long-term responsiveness. The study highlights the requirement for the sportswear company to focus on meaningful interaction and measurable business outcomes instead of activity levels alone. I have found that although the research was limited by its dependence on secondary qualitative evidence, but give a good foundation for understanding digital marketing practice. Research can easily develop from these findings by using primary and quantitative evidence to identify how emerging technology continues to reshape customer behaviour and business performance. 
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[bookmark: _Toc240372148]Appendix: Data Source 
	No.
	Source
	Year
	Source Type
	Evidence/Data Used in Chapter 4
	Chapter 4 Theme
	Analytical Use

	1
	Adidas
	2025
	Company report
	E-commerce represented 18% of net sales and direct-to-consumer channels represented 40% of net sales
	Theme 1: Customer Engagement
	Used to assess the commercial relevance of digital consumer relationships and online commerce

	2
	Platania, Toscano Hernandez & Appio
	2026
	Academic journal
	Athlete-celebrity digital engagement creates value through consumer trust and brand equity
	Theme 1: Customer Engagement
	Used to interpret engagement quality, trust and brand value

	3
	Tan et al.
	2024
	Academic study
	Digital content marketing supports consumer engagement, trust and value
	Theme 1: Customer Engagement
	Used to explain how meaningful digital interactions can strengthen relationships

	4
	Statista
	2024a
	Industry/statistical source
	Brand recognition: Nike 93%, Adidas 92%, Reebok 87%, Under Armour 85%, Columbia 75%, Lululemon 58%
	Theme 2: Brand Equity
	Used to compare digital brand awareness across sports and outdoor brands

	5
	Loureiro et al.
	2024
	Academic journal
	Online brand prestige and lifestyle congruency influence brand identification and brand love supports advocacy
	Theme 2: Brand Equity
	Used to interpret movement from brand awareness towards identification and advocacy

	6
	Zia et al.
	2022
	Academic study
	Social media marketing contributes to consumer-based brand equity through brand experience
	Theme 2: Brand Equity
	Used to connect digital interaction with consumer-based brand equity

	7
	Statista
	2024b
	Industry/statistical source
	Usage differences among leading sports and outdoor online shops
	Theme 3: Online Consumer Adoption
	Used to examine differences between brand awareness and actual online platform usage

	8
	Eslami et al.
	2022
	Academic study
	Social media marketing activities influence behavioural responses through brand-related mechanisms
	Theme 3: Online Consumer Adoption
	Used to explain progression from digital exposure towards consumer behaviour

	9
	Rosário & Raimundo
	2021
	Academic literature
	Digital marketing can support engagement and influence online purchasing
	Theme 3: Online Consumer Adoption
	Used to connect engagement with online purchasing behaviour

	10
	Statista
	2024c
	Industry/statistical source
	Average weekly Instagram posts: sports teams 19.8, fashion brands 5.2 and retail brands 5.6
	Theme 4: Social Media Effectiveness
	Used to assess social media activity and posting intensity

	11
	Cheung et al.
	2021
	Academic study
	Social media marketing enhances consumer engagement and brand-related outcomes
	Theme 4: Social Media Effectiveness
	Used to distinguish communication frequency from communication effectiveness

	12
	Wong & Hung
	2023
	Academic study
	Online brand identification is associated with brand love and brand advocacy
	Theme 4: Social Media Effectiveness
	Used to assess the importance of meaningful interactions and relationship development

	13
	Statista
	2023
	Industry/statistical source
	Online brand buzz: Nike 49%, Adidas 39%, Dick's Sporting Goods 35%, Under Armour 26%
	Theme 5: Digital Advertising & Brand Visibility
	Used to compare brand visibility generated through digital communication

	14
	Hübner et al.
	2026
	Academic journal
	Digital experience and advertising relevance influence online consumer behaviour
	Theme 5: Digital Advertising & Brand Visibility
	Used to evaluate whether advertising visibility can progress towards consumer response
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