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[bookmark: _Toc239819655]Abstract
The aim of this dissertation is to consider the role that UK consumers' perception of the integrated marketing communications (IMC) has in influencing their attitude, purchase intention and brand loyalty for Adidas. The research problem that will be highlighted in Chapter 1 is that while there may be a lot of communication across multiple channels, it does not necessarily mean that effective communication is being achieved, which then has led to the establishment of three research objectives and two research objectives dealing with consumer perceptions and behavioural reactions. Literature pertaining to IMC, consumer perception, attitude, purchase intentions and consumer loyalty is critically reviewed in Chapter 2. While combining the Shannon–Weaver Communication Model, Schramm's Interactive Model, the Tricomponent Attitude Model and the Loyalty Ladder, it also highlights a gap in research which stems from the fact that most research is one-way and there is a lack of research evidence focused on sportswear in the UK.
The approach used in Chapter 3 is quantitative with the positivistic paradigm, deductive, and mono-method. A cross-sectional, online questionnaire was used to gather primary data from 50 Adidas-aware UK consumers via convenience sampling. To analyse the relationships, descriptive statistics, Spearman's rank correlations, bootstrap confidence intervals and HC3 regression robustness checks were used.
Chapter 4 reveals generally good perceptions for Adidas' IMC, with 82% positive for message consistency and 80% for credibility, relevance and engagement. Those numbers were positive attitude (80%) and increased purchase intention (76%). Perceived IMC was significantly correlated with attitude (rho = .523, p < .001), purchase intention (rho = .501, p < .001) and the attitude–purchase congruence measure (rho = .576, p < .001). The regression was found to be robust, accounting for 26.3% of the variance in the outcome, thereby supporting H1 as an association. Perceived IMC, on the other hand, had a very weak relationship with loyalty (rho = .060, p = .677; R² = .004), although 78% agreed with the overall loyalty question. Thus, H2 was not accepted.
These findings are then considered in the light of the four theoretical models in Chapter 5, and the important distinction of the immediate consumer response versus durable relational loyalty is illustrated. Favourable communication can facilitate cognition, attitude and purchase intention, but does not necessarily take the consumer to advocacy or commitment. Chapter 6 draws conclusions that coherent, credible and engaging IMC still has good strategic potential however, other factors like product experience, price, service, value and post-purchase engagement are also important for loyalty. The study suggests better cross-channel coordination, more believable communication between influencers, more focused neutral consumer analysis, and more emphasis on post-purchase relations. Future research should use larger and more representative samples, multiple-item measures, longitudinal/experimental designs and validated behavioural outcomes.
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Chapter 1: Introduction
[bookmark: _Toc239819658]1.1 Background of the Study
Consumers interact with an organisation on a variety of channels, from web to print. IMC is crucial to brand management. While advertising, social media, sponsorship, influencer content, PR, sales promotion, email and retail presentation create a longer reach, there needs to be a consistent message, or the sum of the parts will be less. Hence, Joo, Koo and Nichols (2021) define IMC as a process that is driven by the audience and coordinates the stakeholders, content, channels and measurable outcomes. This view is significant because communication alone is not enough to achieve integration. A brand can have countless platforms and still be sending mixed messages, tones and values. Sportswear is an example of how difficult this challenge is (Butkouskaya, Llonch-Andreu and Alarcón-del-Amo, 2021). As well as being based on how the sportswear brands design, price, and perform, the competition is also awarding lifestyle meanings, cultural associations, athlete partnerships, the use of sustainability or the development of online communities. It is important to note that, nowhere near as much as exposure, the elements of credibility, relevance, consistency and interactivity, combined with exposure, can impact consumer responses (Lee, 2021). That is the reason it is a good fit for Adidas, since it's a mix of advertising and football sponsorship, product launches and sustainability messages, mannequins and retail environments and artist collaborations. Its communications need to be international but have a local significance. This results in the strategic tension of achieving global consistency to reinforce recognition and achieving cultural relevance to avoid being “too globalised” at the same time, and parts or pieces of the brand communication strategy can be lost along the way (Kim and Oh, 2020).
The study will focus on UK consumers, because the sportswear market is highly competitive and is digitally developed in the UK. Adidas is making its mark in the world amongst other brands such as Nike, Puma, etc, and other national and international brands as well, whose messages are displayed on the same media outlets. They are thus bombarded by duplicate campaigns, endorsements, reviews and promotions (Momen, Sultana and Haque, 2020). Effective communication cannot be taken for granted in such an environment, based merely on the amount of campaign reach or the activity that a company is involved in. However, perception of the communication – and whether this perception is favourable or not – and consequently whether intentions to purchase and consumer loyalty ensue are important.

[bookmark: _Toc239819659]1.2 Problem Statement
The concern is that although Adidas have adopted a variety of communication devices, they do not have enough evidence to show whether UK Consumers see any of these as being consistent, credible, relevant and interactive (Pimentel, Gomes and Didonet, 2023). Many studies have dealt with one specific tool like social media, sponsorship, advertising or celebrity endorsement on its own. This fragmentation hinders the recognition of Adidas’ communication on an integrated level by consumers. Additionally, it does not consider the potential that one channel might amplify, contest or weaken another. Communication noise further complicates the issue (Šerić, Ozretić-Došen and Škare, 2020). However, it may be the case that competitor advertising, negative internet reviews, information overload, cultural differences, controversial endorsers and scepticism towards sustainability claims may limit Adidas from reaching its intended message. The Shannon-Weaver model suggests that distortion may occur between the sender and receiver. However, consumer behaviour studies need to include what happens after interpretation. A message might be successfully received without the creation of a favourable attitude and/or purchase intentions and/or loyalty (Rehman, Gulzar and Aslam, 2022). Thus, exposure is not to be regarded as effectiveness.
There is a dimension of measurement in the problem, as well. Adidas can measure the results of the campaign based on reach, engagement, or sales figures, but such metrics don't necessarily indicate consumers' assessments about integration of the experience across the touch points (Zhou, Aisihaer, Wu and Zhang, 2026). Labelling can give some attention and acceptance and dilute credibility, and it can be that short-term purchase intent doesn't always lead to long-term loyalty. Consumer perceptions are the missing link that the present study will put to the test by measuring the perceptions of the consumers directly and also examining them in relation to attitude, purchase intention and brand loyalty.
[bookmark: _Toc239819660]1.3 Rationale of the Study
The study has a very practical significance as the brand Adidas needs to know about the consumer's reaction to the way it is coordinated when communicating with them – and not only in the individual promotional activities (Mills, Oghazi, Hultman and Theotokis, 2022). Building positive (or negative) perceptions of consistency, credibility, relevance and interactivity could be a clue as to how to improve channel coordination, message design and give the brand more communication (McLean, Osei-Frimpong, Al-Nabhani and Marriott, 2020). It should not be assumed that each dimension of the IMC has the same value. For instance, repeating something repeatedly just seems like a redundant exercise, but repeating it with sound relationships can help reinforce recognition. Interactivity can entice participation but will not foster trust where the message being conveyed is not credible. The study is also academically valuable (Kunkel and Biscaia, 2020). Past research has related communication consistency and interactivity to customer–brand outcomes, but less work has been conducted in the sportswear area specifically (Tata, Prashar and Parsad, 2021). However, many studies focus on single promotion tools or overall organisational performance, and it is still unclear what the relationship is between a consumer’s view of an integrated communication system and both their attitude towards it, purchase intention towards it, as well as loyalty towards the system (Koronios, Ntasis, Dimitropoulos and Ratten, 2022). This will help to understand the relationship between favourable IMC perceptions and consumer responses as well as longer-term relationship outcomes.
The research will add primary quantitative evidence from UK consumers in terms of the methodological approach. The structured survey will enable both measures of the hypothesised relationships, rather than reliance on company reports or campaign descriptions. However, the study will be mindful of causality, as a cross-sectional convenience sample will show associations but not cause and effect of IMC alone (Lin, Xu and Tao, 2020). Responses may be influenced by price, product quality, product availability, previous experience or peer offers, and competitor offers.
[bookmark: _Toc239819661]1.4 Scope and Significance
The study will focus on the population of the United Kingdom aged eighteen and over, also having some knowledge of Adidas and either viewed, considered or bought a product from the firm. It will be looking at the perceived aspects of communication consistency, credibility, relevance and interactivity and not at every campaign or at a direct comparison with Adidas' competitors (Butkouskaya, Llonch-Andreu and Alarcón-del-Amo, 2024). The main outcomes will be attitude towards purchase and intention towards purchasing the brand. This defined scope will allow for alignment of the research aim with objectives, the questionnaire and the analysis, but also recognise the limited scope of the study due to the small, non-probability sample (Pourazad, Stocchi and Pare, 2020). What makes the investigation important is that it untangles consumers' experience with communication from their perception of communication quality. This distinction avoids the reductionist assumption of the study that regularly occurring contact ingenuously is the only logical prerequisite necessary for persuasion. It also lays a foundation for the understanding of purchase intention and loyalty as two related but different outcomes. Purchase intention is a behavioural tendency that may happen in the future. On the other hand, loyalty is a behavioural tendency that is "preference, recommendation, commitment to repurchasing (Trivedi, 2020). With both results, an analysis of IMC effectiveness will be balanced.
[bookmark: _Toc239819662]1.5 Research Aim
This research aims to assess the relationship between consumers’ perceptions of Adidas’s integrated marketing communications and their attitude, purchase intention and brand loyalty among UK consumers.
[bookmark: _Toc239819663]1.6 Research Objectives
1. To assess consumers’ perceptions of the consistency, credibility, relevance and interactivity of Adidas’s integrated marketing communications.
2. To determine the relationship between consumers’ perceptions of Adidas’s integrated marketing communications and their attitude and purchase intention towards the brand.
3. To evaluate the relationship between consumers’ perceptions of Adidas’s integrated marketing communications and their brand loyalty.
[bookmark: _Toc239819664]1.7 Research Questions
1. How do consumers perceive the consistency, credibility, relevance and interactivity of Adidas’s integrated marketing communications?
2. What relationship exists between consumers’ perceptions of Adidas’s integrated marketing communications and their attitude and purchase intention towards the brand?
3. What relationship exists between consumers’ perceptions of Adidas’s integrated marketing communications and their brand loyalty?

[bookmark: _Toc239819665]1.8 Research Hypotheses
H1: Positive consumer perceptions of Adidas’s integrated marketing communications will be significantly associated with favourable consumer attitude and purchase intention.
H2: Positive consumer perceptions of Adidas’s integrated marketing communications will be significantly associated with stronger brand loyalty.
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The following chapter will critically review literature on IMC and consumer attitude, with respect to the consequences of attitude, purchase intention and brand loyalty, and will lay the theoretical foundation for the empirical investigation.
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This chapter examines evidence critically against the backdrop of the impacts that integrated marketing can have on consumer responses to Adidas. First, an attempt is made to clarify integrated marketing communication, as well as consumer perception, attitude and brand loyalty by competing definitions (Butkouskaya, Oyner and Kazakov, 2023). It then considers the three research objectives, formulates two hypotheses and presents conflicting inferences from what happened in various sectors, countries, methods and measures. Four models are combined with Adidas: Shannon–Weaver Model, Schramm's Interactive Model, Tricomponent Attitude Model and Loyalty Ladder. Exposure to communication and behaviour influence are distinguished using statistical evidence.
[bookmark: _Toc239819669]2.2 Conceptual Foundations
[bookmark: _Toc239819670]2.2.1 Integrated Marketing Communication
According to Choubey and Sharma (2026), integrated marketing communication is an audience-oriented business process that uniquely optimises elements such as stakeholders, content, channels and outcomes. Butkouskaya, Oyner and Kazakov (2023) stress the orchestration of the brand touchpoints to develop a holistic customer experience. While both definitions of integration disallow isolated promotion, they place it in different parts of the definition. According to Choubey and Sharma (2026), managerial planning and measurement, while Kim and Oh (2020) make an evaluation based on the 'cumulated experiences' of the customer. This distinction is important because, knowingly or not, Adidas can create a harmonious strategy across the internal communications spectrum, but a customer considering a purchase can detect tensions between the athletes, sustainability statements and commercial campaigns.
For this dissertation, a more appropriate definition will be offered. It’s a consumer-centred one. IMC will involve what consumers see as the uniformity, believability, relevance and involvement of Adidas communications, such as with ads, when using social media and influencers, during public relations and in its stores. This is backed up by the investments in marketing and point of sale in 2025. Marketing and point of sale investment amounted to €3.079 billion, equivalent to 12.4% of net sales (Adidas, 2026). This is the kind of scale which proves strategic significance but not effectiveness. Therefore, the effectiveness has to be judged based on consumers' interpretation and not only on spend and campaign appearances.
[bookmark: _Toc239819671]2.2.2 Consumer Perception
Consumer perception is the way consumers select, organise and interpret stimuli as described by Butkouskaya, Llonch-Andreu and Alarcón-del-Amo (2021b). According to Arachchi and Samarasinghe (2023), there is a larger picture. Perception is a subjective meaning as affected by factors such as experience, motivation, expectations and culture. The first definition is information processing, whereas the second is a better explanation of the different reactions that may be produced by identical Adidas messages (Rehman, Gulzar and Aslam, 2022). A football sponsorship can make buyers who aren't that into sports see something that seems like too much commercial involvement but is perceived as authenticity by the true football fan.
Hence, the author has chosen to view perception as an evaluation and not an exposure in this dissertation. The average viewing time of UK consumers is approximately four and a half hours per day on the internet, and 94% of adults access YouTube (Ofcom, 2025). However, with regular interaction, it is not possible to develop positive interpretation. It is important because the difference lies in the fact that digital metrics include measuring views, clicks and comments, while perception involves the appearance of consistency, credibility, relevance and interaction in communication. There is also an implication of some connection between experience and decoding, which means that previous use of the product and knowledge of the brand can play a role in decoding (Šerić, Ozretić-Došen and Škare, 2020). Thus, the perception of the consumers will be directly captured on survey questions rather than being implied from Adidas's media exposure, campaign sizes or media reports.
[bookmark: _Toc239819672]2.2.3 Consumer Attitude
Attitude is a learned tendency to react favourably or unfavourably to an object, as described by Butkouskaya, Llonch-Andreu and Alarcón-del-Amo (2021a). On the other hand, Fernandes et al. (2025) deem brand attitude as an overall appraisal that has a relatively enduring consideration. While both definitions lend themselves to measurement, the first carries the connotation of being ready to behave, whereas the second does not include the assumption that evaluation will yield action. This is important as Adidas advertising can be appreciated by consumers without a transaction.
There is evidence confirming this attitude–behaviour gap. From the customer perspective, Šerić, Ozretić-Došen and Škare (2020) conducted a study on 298 Korean consumers and found that the value of influencers' content had a strong direct effect on purchase intention, but team identification did not have a significant direct effect. But being in a collectivist sporting culture in Korea and a 7-point scale make it not easily transferable to the UK consumer culture. Koronios et al. (2022) also revealed that attitude toward sustainability of sportswear positively affected the purchase intention, while negativity of scepticism negatively affected the purchase intention. Thus, attitude will refer to the overall positive or negative appraisal made by the respondent towards Adidas. Price, availability and prior experience may come into play in actual choice, and it will be considered as a separate outcome that may be facilitating, but not assuring the purchase intention.
[bookmark: _Toc239819673]2.2.4 Brand Loyalty
According to Rehman, Gulzar and Aslam (2022), brand loyalty is an attitude of deep commitment to rebuy a favourite product in spite of the circumstances and competitive action. Lee (2021), on the other hand, defines loyalty as the relationship between relative attitude and repeat patronage. While Koronios et al. (2022) speak of commitment in the future, Kim and Oh (2020) tell the difference between loyalty and mere purchases. This difference helps to ensure that purchases of Adidas are not categorised as Commitment simply because they are less expensive and more convenient.
In this research, therefore, loyalty will not be represented only by the purchase frequency but by the sense of preference, recommendation and repurchase intention. In these areas, the perception of communication consistency directly positively affected trust and loyalty, but not affective commitment, as found by Šerić, Ozretić-Došen and Škare (2020) after surveying 452 consumers of fast-food dishes. The inconsistent pattern indicates that all the dimensions are not equal nor fully transferable from a low-involvement product like food to a high-involvement product like sportswear, where identity and price play a larger role. Though the net sales of Adidas in 2025 were at €24.811 billion (Adidas, 2026), the numbers cannot determine if consumers are loyal or just following a trend. In a very competitive multibrand UK market, consumer-level relational measures accordingly are required.
[bookmark: _Toc239819674]2.3 Review Based on the Research Objectives
[bookmark: _Toc239819675]2.3.1 Objective One: Consumers’ Perceptions of Adidas’s IMC
According to literature, positive assessment of IMC is achieved if messages are coherent, believable, meaningful and responsive; according to Šerić, Ozretić-Došen and Škare (2020), they strengthen the sense of trust and loyalty, while according to Rehman, Gulzar and Aslam (2022), they integrate through dialogue, not repetition. 89% of all internet users over 16 (rising to 97% in the 16-34 age group in Britain) used social media (Ofcom, 2025). Adidas can then get the content to the consumer, but positive perception is contingent on how effective sponsorship, as well as influencer, retail, and sustainability messaging work together.
Contrasting evidence demonstrates that the alternative effects of each IMC dimension can occur. Localisation can increase relevance, but lead to loss of global coherence; consistency can increase recognition, but may lead to repetition. While influential persuasion can boost change depending on credibility favouring, Lee (2021) found that influential status largely enhanced valuable information, implying that celebrity status cannot save weak information. The conditions of communication of sustainability. Kim and Oh (2020) conducted their study with 316 Korean consumers, and the results showed that perceived sustainability had a positive and significant effect on purchase intention with a β value of 0.302, while scepticism had a negative and significant effect with a β value of -0.333. The CMA reviewed 40% of green claims made online, which created a basis for doubt (CMA, 2021).
The literature addresses Objective One as follows: Conditionally. If the channel content is stable, claims are backed up, messages resonate with consumers' lives, and their interactions lead to feedback, Adidas communications are likely to be favourably viewed by consumers. Corporate activity, however, cannot create these perceptions and visibility. As Adidas is investing €3.079 billion on its marketing (Adidas, 2026), the survey will examine communication intensity from the sender's point of view, while the latter will examine communication quality from the receiver's point of view. The four dimensions need to be addressed individually, as a campaign may be interactive but not credible or consistent but not cultural. Objective One will measure perceived integration directly, rather than take it as a proxy for channel breadth.
[bookmark: _Toc239819676]2.3.2 Objective Two: IMC, Attitude and Purchase Intention
There is a positive relationship between perceived IMC, consumer attitude and purchase intention. The benefits of being consistent are that there's less uncertainty, and credible claims lessen perceptions of risk, content can be relevant to consumer identity, and interactivity can enhance involvement. In a Korean survey of 298 consumers, Lee (2021) revealed that the value of the ad content positively and significantly affected purchase intention and that the influencer's credibility reinforced this effect. As well, Kim and Oh (2020) found a significant positive link between perceived sustainability and purchase intention. These findings suggest that consumer response is not simply influenced by exposure (Yoon, Lee and Sun, 2024). Instead, communication value and credibility connection are factors that influence their response.
This isn't guaranteed, though, in these relationships. Moreover, Lee's study was on sports influencer marketing and not integrated communication, while Kim and Oh's work was based on hypothetical scenarios and their respondents were all in their 20s and 30s, meaning that it was UK Adidas consumers only. Based on 2,752 questionnaires, Koronios et al. (2022) correlated sponsorship attitude and purchase and found that sponsorship in the sport may be more likely to stimulate emotions than other forms of retail communications (Srivastava et al., 2025). Purchasing decisions may also depend on price, ability and experience. Thus, Objective Two is a conditional association. This dissertation will assess attitude and purchase willingness individually and differentiate between correlation and causation (Solomon and Russell, 2024).
[bookmark: _Toc239819677]2.3.3 Objective Three: IMC and Brand Loyalty
Repeated positive evaluations leading to the creation of brand trust, which increases the level of brand loyalty, was the direct relationship found by Seric, Ozretic-Desen and Skare (2020) for 452 fast-food consumers. Drawing on the same vein, Butkouskaya, Oyner and Kazakov (2023), found that customer-centred IMC has a positive effect on post-purchase evaluation, WOM and repurchase intention for both developed and developing economies. These outcomes, however, were influenced by culture, and the developed economy had greater satisfaction influences while the developing economy had greater influence for post-purchase.
Loyalty cannot be known apart from communication. Koronios et al. (2022) demonstrate that awareness and perceived sincerity/involvement with sport are also relevant factors when purchasing sponsorships. Loyalty should also not be confused with “repeating” the purchase of a product. The participants may purchase Adidas due to promotions and will be reluctant to purchase Puma products without committing to it, thus resulting in a short-term purchase. (Ismaeel, Khanfar and Al-Shaikh, 2025). Therefore, evidence related to fast food or sponsorship may be limited in its general applicability to sportswear.
Objective Three thus takes a look at a relationship and not a deterministic effect. Authentic and engaging Adidas storytelling can help build trust, identity and a sense of belonging. Loyalty will thus be assessed using preference, recommendation and repurchase intention as it will be acknowledged that other factors related to the product also play a part in loyalty (Fernandes et al., 2025).
[bookmark: _Toc239819678]2.4 Hypothesis Development
[bookmark: _Toc239819679]2.4.1 Hypothesis One
H1 proposes that positive consumer perception of Adidas ' integrated marketing communication will significantly relate to favourable consumer attitude and purchase intention. The hypothesis is based on the following evidence: message consistency diminishes the level of uncertainty, content value increases intention, and credibility restricts the level of scepticism. However, it doesn't state that IMC drives buying. Lee (2021) reveals the interaction between content value and the credibility of influencers, and Kim and Oh (2020) prove that the brand reputation modulates the influence of sustainability perceptions on intention. H1 thus posits a positive and measurable relationship, and that price, experience and availability account for more of the relationship.
[bookmark: _Toc239819680]2.4.2 Hypothesis Two
H2 expects positive consumer perception of Adidas' integrated marketing communication will be found to relate significantly to increased brand loyalty. This is backed up with evidence on the link between communication consistency and trust; word-of-mouth and repurchase intention. However, the opposite effect was obtained for affective commitment, where there was no significant effect (Šerić, Ozretić-Došen and Škare, 2020). Another way of describing the differences mentioned is that the authors of Butkouskaya, Llonch-Andreu and Alarcón-del-Amo (2021a) also detected variation across countries. Hence, the association and not the universal cause is expected from H2, and it will be evaluated from preference and recommendation and intended repurchase in addition to the repeat purchase in the selected consumer group of the UK.
[bookmark: _Toc239819681]2.5 Research Gap
A reading of the literature shows that there are voids. In practice, researchers tend to analyse only single communication channels, like sponsors or influencers, not the analysis of consumers' IMC evaluation of Adidas. In terms of contextuality, there is much evidence of Korean sportswear, fast food or sponsorship, restricting transferability onto UK Adidas consumers. Many studies measure purchase intention and not behaviour, or include the elements of loyalty with satisfaction or repeat buying (Koronios et al., 2022). Theoretically, communication models are descriptive of the flow of the message, but nothing about attitude and loyalty, while consumer models neglect the idea of 'noise' and consumer feedback. To resolve these gaps, the marriage between Shannon–Weaver, Schramm, the Tricomponent Attitude Model and the Loyalty Ladder is explored in this dissertation. Will examine two relationships based on survey results of 50 UK consumers (Kim and Oh, 2020). The relationship between perceived IMC and attitude and between perceived IMC and purchase intention. And the relationship between perceived IMC and brand loyalty. The convenience sample cannot answer questions about causality but will provide brand-specific evidence
[bookmark: _Toc239819682]2.6 Communication and Consumer Perception Models
[bookmark: _Toc239819683]2.6.1 Shannon–Weaver Communication Model
Shannon and Weaver’s (1949) model includes an explanation based on an information source, transmitter, signal, channel, noise, receiver and destination. In this dissertation, the source is Adidas, product claims, along with claims about lifestyle, performance and sustainability, are coded in the marketing activities of Adidas. Advertising, sponsorship, influencers, social media and stores are the channels that carry information. UK consumers are those who decode the message, and attitudes, intentions, purchases, reviews and recommendations provide the feedback, albeit in an adapted form (Arachchi and Samarasinghe, 2023). Competitor campaigns are noise, as are false or inconsistent claims, platform noise and negative reviews.
This model is good because it is a separation between the production of a message and the interpretation of the message. A separation aims to keep Adidas' spending/campaign gains from being counted as proof of communication. It further takes a step to place a premium on noise, which may be significant considering the fact that UK adults make use of a lot of platforms and see rivals’ content material. As demonstrated by the CMA, 40% of online green claims may be misleading to consumers, indicating that lack of clarity is another potential reason for a distortion of the message (CMA, 2021).
The model is still linear, and we created it for technical transmission, not relationships. It lacks representation of emotion, identity, culture and algorithmic interaction. The receiver is too passive for social media. Feedback may be included, but this does not address how meaning is developed through previous experiences (Choubey and Sharma, 2026). Shannon–Weaver will consequently identify the location of a potential breakdown of communication at Adidas, not attitude/loyalty on its own.
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Figure 1: Shannon–Weaver Model Applied to Adidas
Source: Developed by the researcher based on Shannon and Weaver (1949)
[bookmark: _Toc239819684]2.6.2 Schramm’s Interactive Model
According to Schramm's Interactive Model (1954), communication is a circular process in which each communicator continually encodes, decodes, and interprets messages. A distinguishing feature is the field of experience: communication will be more effective if there is common ground, a common area of knowledge, language and cultural elements in the sender and receiver. In the case of Adidas, communications are made via campaigns and partnerships; the response on the part of consumers is via commenting, liking, user-generated content, reviewing and purchasing (Choubey and Sharma, 2026). Adidas can then tweak subsequent messages, which means that providing feedback is a component of communication, and not something which is given as the outcome of communication.
This model fits well into the dissertation as consumer perception is an interpretive one. A storyline about football might be a hit with supporters who have had the same experiences as Adidas' sports narrative and a weak hit with non-fans. According to Ofcom (2026), 97% of the UK internet users aged 16-34 use social media, so interactive feedback is a key consideration for a sportswear brand that aims to target a younger audience.
However, circular equality is not "equalised". Consumers give inconsequential feedback, which algorithms may be cherry-picking, while Adidas has the purse and power to advertise and message as they wish. Comments do not necessarily reflect unengaging audiences, and there can be negative or ironic engagement (Butkouskaya, Llonch-Andreu and Alarcón-del-Amo, 2021b). Therefore, Schramm accounts for interaction better than Shannon–Weaver, but the former does not predict if the interaction will lead to a favourable attitude, purchase intention and/or loyalty (Schramm, 1954). For those, more models and evidence of consumer behaviour are needed.
[image: ]
Figure 2: Schramm’s Interactive Model Applied to Adidas
Source: Developed by the researcher based on Schramm (1954)
[bookmark: _Toc239819685]2.6.3 Similarities and Differences Between the Models
Shannon–Weaver and Schramm differentiate between message generation and interpretation. They acknowledge encoding and decoding, and they demonstrate that communication can be unsuccessful even if a message is sent (Porcu et al., 2020). The difference lies in their attitude towards consumer agency. Shannon–Weaver focuses on channel efficiency and noise, which may be applied to consider whether the Adidas message is being misinterpreted by rivals, incoherence or clutter (Kim and Oh, 2020). Feedback and shared experience are better explained by Schramm, which facilitates the discussion of different interpretations of the same campaign by the various target groups, and the impact that reactions have on the communication that follows.
Each model alone is insufficient to account for all of the causal dynamics of the dissertation. The danger for Shannon–Weaver is that she is acting as if the consumer is a destination, while the danger with Schramm is that he was glossing over Adidas' uses and abuses of being seen (Koronios et al., 2022). Together with each other, they present complementary explanations. One is interruption of communication flow and of reciprocal interpretation. The other consumer attitude, purchase intention and loyalty thus need to be linked with the tricomponent attitude. Loyalty ladder models that investigate psychological and relational outcomes are not sufficiently explored by communication models.
[bookmark: _Toc239819686]2.7 Tricomponent Attitude Model
The Tricomponent Attitude Model divides attitude into cognition, affect and conation (Lee, 2021). Adidas defines cognition as the beliefs communication consistent, credible, relevant or innovative; affect as feelings, such as the feeling of admiration, excitement or scepticism; and conation as purchase behaviour, recommendation behaviour, or repurchase intention. The model thus serves to explain how IMC can lead to attitudinal changes prior to behavioural changes. A sustainability message can change beliefs on responsibility, but Kim and Oh (2020) indicate that scepticism can block the desire to purchase when it is time to take action.
It is beneficial in analytical separation. The use of questionnaire items can differentiate between what consumers think, feel and do and allow attitude not to act as a catch-all response. The model is also acceptable for H1, as IMC perception could impact the cognitive and affective evaluations, which in turn can aid in shaping the purchase intention. But its sequential logic could be simplistic in terms of behaviours (Yoon, Lee and Sun, 2024). Sometimes attitudes may develop after the purchase, out of habit or as a result of promotion. Furthermore, there can be positive cognitive judgement despite negative affect, and intention does not necessarily result in behaviour. The model will be structured, not ordered. Therefore, it is linguistically interpreted. The unrealistic expectations of price, product and social identity will continue to be explanations for the attitude–behaviour gap.
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Figure 3: Tricomponent Attitude Model Applied to Adidas
Source: Developed by the researcher based on Schiffman and Wisenblit (2019)

[bookmark: _Toc239819687]2.8 Loyalty Ladder Model
The Loyalty Ladder sees the development of the relationship moving from prospect to customer, client, supporter and advocate (Rehman, Gulzar and Aslam, 2022). If we apply the concept of awareness-oriented IMC to Adidas, it can attract prospects; credible and relevant offers can make first-time customers; consistent post-purchase communication may lead to repeat purchases; interactive communities can be made into supporters. And strong identification can create advocates who suggest the brand to others (Gao and Huang, 2021). The model thus links to progressive relational depth communication, rather than assuming that a campaign determines loyalty.
The goodness of it is that it's very transparent (Rehman, Gulzar and Aslam, 2022). Adidas are able to build communication goals according to the different phases of relationships and can differentiate acquisition from retention. It also dovetails into H2 research in that there is a loyalty sequence of recommendation/repurchase > awareness > engagement. The ladder, however, suggests that movement is vertical - but the vertical does not necessarily align with the activity of sportswear customers. A buyer may represent Adidas football in and out of the acquisition of another brand's running shoes, and advertising and marketing may convert consumers without dedication. The model is also blind to switching, category differences, and negative advocacy. As such, it will be a diagnostic continuum and not a journey. Loyalty will be evaluated based on preference, recommendation and repurchase intention, but also considering consumers might be in various positions within Adidas categories.
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Figure 4: Loyalty Ladder Applied to Adidas
Source: Developed by the researcher based on Christopher, Payne and Ballantyne (1991)
[bookmark: _Toc239819688]2.9 Chapter Summary
The chapter concludes that Adidas's IMC can enhance perceptions, attitudes, purchase intentions and loyalty, but is dependent on credibility, relevance, interaction, context, and competing influences. Four models are provided: transmission, interpretation, attitude formation and relationship progression (Ismaeel, Khanfar and Al-Shaikh, 2025). The following chapter will explain the justification of the positivist, deductive, mono-method quantitative research design, the online survey, the convenience sampling, the use of the EXCEL analysis and safeguards to test the hypotheses.


[bookmark: _Toc239819689]3. Research Methodology
Research methodology deals with the overall plan of approach for systematically answering research questions. It links the research questions with how evidence was gathered, measured and analysed. Saunders, Lewis and Thornhill (2023) provide the definition of methodology as the assumptions, choices and procedures that guide the research. The methodology in this research aims to investigate consumer perception towards Adidas IMC with consumer attitude, purchase intention and brand loyalty, for consumers in the UK. All three of these have already been addressed in the proposal and can be seen as important characteristics of IMC, being consistent, credible, relevant and interactive.
This chapter uses the Research Onion created by Saunders, Lewis and Thornhill (2023). The model is a representation of decisions made in research, considered as linked layers. A researcher takes his/her philosophical stance to concrete decisions about data collection and analysis. These are broadly the different layers of research: Research philosophy, Research approach, Research strategy, Methodological choice, Time horizon and Techniques and procedures (Aguinis, Bergh and Molina-Azorin, 2022). The use of the model keeps the study organised since every methodological consideration is guided by the previous one. The selected approach for this study is positivism, deduction, online survey, mono-method quantitative research, cross-sectional time horizon, convenience sampling and numerical analysis through the use of Microsoft Excel.
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Figure 3.1: Research Onion Model adapted for this study
Source: Adapted from Saunders, Lewis and Thornhill (2023)
[bookmark: _Toc239819690]3.1 Research Philosophy: Positivism
BELIEFS that guide the development and understanding of knowledge are referred to as research philosophy. The approach of this research is positivism approach. Positivism relates to information that can be observed and measured. Appropriate when a researcher is interested in obtaining information of a numerical nature and systematically exploring patterns or relationships (Saunders, Lewis and Thornhill, 2023). The researcher will try not to bring personal judgement into the picture by using the same questionnaire for all participants and the same response scale. The concepts of this study can be measured by closed-ended statements; therefore, Positivism has been chosen for this study. The respondents will be asked to rate their perception of Adidas' Integrated Marketing Communication, their attitude, purchase intention and their brand loyalty (Aguinis, Bergh and Molina-Azorin, 2022). The responses can then be coded as numbers. This enables the researcher to make comparisons both between the responses of the survey respondents and to discover certain overall trends in the sample. The two hypotheses also align with the philosophy, as relationship statements are those that can be researched through numeric information.
[bookmark: _Toc239819691]3.2 Research Approach: Deductive
A research approach is the linking of theory with evidence. The approach that is used in this study is a deductive approach. Deduction typically starts with one or more theories or previous research and asks research questions about the relationships expected given the new data. An analysis is made based on some existing literature on IMC and consumer behaviour. It also produces positive hypotheses which relate to consumers' attitudes toward Adidas' communication. The deductive approach would be appropriate in this instance because the researcher is not starting with no expectations (Lock and Seele, 2015). There is support in the literature indicating that (perceived) consistency, credibility, relevance and interactivity would impact consumers' brand evaluations. Primary data will be gathered from the questionnaire to elicit similar relationships between the potential UK consumers. The results will either support, partially support, or be inconsistent with the proposed expectations. The study will not, however, state that it is proven through the survey that there is causation.
[bookmark: _Toc239819692]3.3 Research Strategy: Survey
A research approach is a plan that guides implementation to collect data for research. Explanations will be sought from an online survey strategy. Surveys can be used to gather standardised responses from multiple individuals over a relatively short timeframe. All participants will have the same questions to answer and choices of answers. This will make it easier to compare and analyse answers (Saunders, Lewis and Thornhill 2023). Based on the objective of this research – consumer perceptions – the survey is suitable for this project. The respondents can directly tell what their perceived attitude is towards Adidas' communications and what their attitude is towards the brand. The online format also allows for quick dissemination to the target populations in accordance with study criteria. Feasible for a student project of limited time and resources.
[bookmark: _Toc239819693]3.4 Type of Investigation: Primary and Secondary Research
Primary Research: Obtaining new information for particular research. Primary data will be collected from the respondents by using an online questionnaire. The answers will give first-hand numerical data on the perceptions of IMC, consumer attitude, purchase intention and brand loyalty. Primary research is great as the questions can be tailored to the objectives of the research (Ragab and Arisha, 2017). Also, the researcher can optimise the questionnaire by making some changes according to the research needs. Primary research, however, takes time to recruit subjects and may have a low rate of return, or participation may be biased. Secondary research is a process which relies on existing information. Most of the secondary data used in this dissertation have been gathered from a literature review. The concepts are defined, and the theoretical background is developed and supported by the research design by using academic journal articles, books and published resources that are relevant to the topic (Saunders, Lewis and Thornhill 2023). It's cheaper and faster to collect all data than primary research. It can also be compared to previous studies. A disadvantage is that different countries or industries, measures or populations may be used in previous studies. Therefore, their results may not necessarily be fully representative of Adidas' customers in the UK.
[bookmark: _Toc239819694]3.5 Methodological Choice: Mono-Method Quantitative
Quantitative research gathers data that is measurable or able to be explained in numerical data. It can be used as a tool for creating measurements, for comparing responses and looking for patterns or relationships. Qualitative research, on the other hand, is used to find out meanings, experiences and opinions, primarily based on non-numerical information such as interviews, observations or open responses (Saunders, Lewis and Thornhill, 2023). The mono-method we will use in this dissertation is quantitative, with a choice of answers. “Mono-method” indicates that the primary method will be employed. It will be done by one structured questionnaire and numerical responses, and not by quantitative and qualitative methods. This option is appropriate since the aims are to measure the perceptions and the relationships between the variables identified (Snyder, 2019). Measures of agreement from the participants will be converted into a five-point Likert scale. The method is also oriented towards positivist philosophy and towards deductive design.
[bookmark: _Toc239819695]3.6 Time Horizon: Cross-Sectional
The time horizon indicates when and over what time interval data is obtained. The design of this study is a cross-sectional study. A cross-sectional study is a study that draws information from the respondents at a specific period of research, not consecutively, over a long period of time. It offers an instant-in-time picture of consumer attitudes when the data is being gathered. This design has been proved to be appropriate for this dissertation, due to the time constraints of the academic activity (Snyder, 2019). This benefits the researcher as they can observe the present perceptions of Adidas's IMC, attitude, purchase intention and loyalty, which would otherwise happen after several months or years. One drawback is that the design does not present a phenomenon showing opinion development through the years. It also cannot make strong causal claims because of its lack of establishment of temporal order.
[bookmark: _Toc239819696]3.7 Data Collection and Analysis
[bookmark: _Toc239819697]3.7.1 Definition of Sampling
Selection of a small, manageable number of respondents or elements from a large population is defined as sampling (Saunders, Lewis and Thornhill, 2023). Sampling in this study is employed to gain the responses of the consumers of the UK who meet the criteria of the study and can give information pertaining to the IMC (Integrated Marketing Communication) of Adidas, consumer attitude, purchase intention and brand loyalty.
[bookmark: _Toc239819698]3.7.2 Sample Size
The sample size will be 50. This sample size is suitable for research carried out by students, eliminating the need for extensive sample sizes and requiring only a small number of answers for descriptive analysis and simple testing of relationships (Snyder, 2019). This means all respondents will need to be 18 years old or older and based in the UK.
[bookmark: _Toc239819699]3.7.3 Sample Type
UK consumers who are aware of Adidas and who have seen, considered or bought Adidas products will form the sample. To describe the characteristics of the sample and to help interpret the findings, basic demographic data like age and gender will be collected.
[bookmark: _Toc239819700]3.7.4 Sampling Method
A convenience method of non-probability sampling will be employed. This will result in the selection of participants in accordance with the inclusion criteria, accessibility and willingness to participate (Aguinis, Bergh and Molina-Azorin, 2022). So how the probability of each member of the UK Adidas consumer population is selected is unknown.
[bookmark: _Toc239819701]3.7.5 Data Collection Method
There will be an online questionnaire with Google Forms used to collect the primary data. There will be 10 closed-ended questions on the questionnaire. Questions 1 and 2 will be demographic data, and the rest of the questions (3-10) will assess Perceived IMC, attitude, purchase intentions and brand loyalty. The main variables will be measured on a 5 - point Likert scale, from Strongly Disagree to Strongly Agree.
3.7.6 Pros and Cons of Sampling Method
Advantages: Convenience sampling is quick, simple and inexpensive. It can achieve the desired respondents who are available in the online world and is applicable to a study with restricted time, resources and access to the population (Saunders, Lewis and Thornhill, 2023).
Disadvantages: Convenience sampling can lead to selection bias as whoever can be reached may not be representative of the population. Thus, the results may not apply to all consumers of Adidas products in Great Britain. The sample may over- or underrepresent some demographic groups (Saunders, Lewis and Thornhill, 2023).
[bookmark: _Toc239819702]3.8 Research Ethics
Research ethics are principles safeguarding the people who are involved in the process of research and promoting good practice. Ethical research honours the dignity of its participants, their privacy, their choice and personal info (Saunders, Lewis and Thornhill, 2023). Participants will be given short information about the purpose of this questionnaire prior to answering it. Participation will be on a voluntary basis, and respondents will not be made to participate. Wherever possible, the questionnaire will not ask for names or direct personal identifiers which are not necessary (Snyder, 2019). The main data will be handled as private and confidential and will only be used for academic purposes. Only there will be limited access to the information collected to the process of research. Participants will be told that they are not required to answer all the questions and that if they do not wish to do so, they may leave without making any entries. Data will be handled in line with institutional procedures and the Data Protection Act 2018 and UK GDPR (Data minimisation, secure storage, purpose limitation).
[bookmark: _Toc239819703]3.9 Reliability and Validity of Data
Reliability and validity are crucial to ensure that data are consistent and that they are a true measurement of the variables being measured. Reliability – the consistency of the questionnaire, in such a way that the same responses must be obtained under the same circumstances. Standardised closed-ended questions and a 5-point Likert scale will facilitate consistency in this study (Saunders, Lewis and Thornhill, 2023). Validity is the extent to which the questionnaire measures what Adidas is interested in measuring, that is, consumers' perception of Adidas's IMC, attitude, purchase intention and brand loyalty. The items in the questionnaire will follow the literature and research objectives. Use unambiguous and uniform wording for the questions and response options to minimise misunderstandings and improve the quality of the data collected.




[bookmark: _Toc239819705]Chapter 4: Analysis and Findings
[bookmark: _Toc239819706]4.1 Introduction
This chapter provides an analysis of the 50 completed questionnaires from the eligible consumers in the United Kingdom based on three objectives and the study aim. All graphs and the interpretation structure are followed, as each survey question is visualised and interpreted in relation to the objectives, hypotheses and models (Fernandes et al., 2025). Demographic and nominal data were summarised using frequencies and percentages, while means, standard deviations and positive-response rates were used to summarise six items of data collected on the 5-point Likert items. The Spearman's rank correlation coefficient was used as the main relationship test, and also the heteroscedasticity-consistent ordinary least squares (HC-OLS) as the robust test. Significance is p < .05, and no causal claims are made.
[bookmark: _Toc239819707]4.2 Data Quality, Coding and Analytical Framework
All 50 records were complete, timestamps were unique, and no duplicated response rows were identified. This means that there was no need to impute or to delete cases. All responses were placed on a common scale from 1 (strongly disagree) to 5 (strongly agree), with the two questions already in the numerical data being coded in the same way. The mean of Question 3 (consistency) and Question 4 (credibility, relevance and engagement) was used as the operationalisation for Perceived IMC (Khadija and Omar, 2023). The H1 result was computed as the average of attitude (Question 5) and purchase intention (Question 6). Question 9 was kept as a generic, respondent-perceived relational statement and not considered to be a distinct behavioural outcome. Question 10 was the only loyalty measure for H2 (available) (McLean et al., 2020). This reflects the actual questionnaire that was used and the fact that Question 4 covers three attributes. Engagement is being used as an alternate measure of interactivity.
Table 4.1: Data Screening, Coding and Analytical Decisions
	Check / Variable
	Evidence
	Analytical Decision

	Usable responses
	50
	All retained

	Missing values
	0
	No imputation required

	Duplicate rows / timestamps
	0 / 0
	No exclusions required

	Likert coding
	1–5
	Strongly disagree to strongly agree

	Perceived IMC
	Mean of Q3 and Q4
	Predictor for H1 and H2

	Attitude–purchase
	Mean of Q5 and Q6
	Primary outcome for H1

	Loyalty
	Q10
	Available outcome for H2

	Primary relationship test
	Spearman’s rho
	Appropriate for ordinal responses


Source: Author’s analysis of survey data (n = 50).
The response period for this was from 16 to 30 August 2026. This provided a focused cross-sectional snapshot. Frequency analysis addresses the question of what respondents believed in the sample and cannot tell why they thought so. Instead, the inferential tests ask whether those who saw Adidas' IMC as more positive were more positive in terms of attitude, purchase intention or loyalty (Pourazad et al., 2020). This distinction is important: a high overall agreement percentage is possible, along with a low correlation, if the extent of agreement across individuals is not systematic. The interpretation is then split between the favour of the sample sentiment and evidence for each of the hypothesised relationships. Favourable sample sentiment from evidence supporting each hypothesised relationship.
[bookmark: _Toc239819708]4.3 Question 1: Age Group
Survey question: 1. What is your age group?
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Figure 4.1: Age Group Distribution (Grouped-Age Histogram)
The grouped-age histogram highlights that 78% of the respondents (39 of them) are in the age group 25-34. Six respondents, 12%, were aged 35–44 and five, 10%, were aged 18–24; nobody was aged 45 or above. The sample is therefore a limited one that is much more representative of consumers at the early end of the life course than of all Adidas consumers in the UK. The importance of this concentration is based on analytical depth (Schiffman and Wisenblit, 2019). Younger adults more significantly experience social and influencer media channels, which were emphasised during the literature review. They might have more experience of interactive communications and communications that are coordinated digitally that will make them more visible, and therefore the effectiveness of those communications more apparent (Šerić et al., 2020). Age does not provide a direct answer to the question, and the number of cells makes it difficult to test defensible subgroups. To the contrary, it conditions the external validity of the outcomes: any judgments made on the basis of the results of the preferred promotion, attitude, and intention research must be interpreted as results from a mainly 25- 34-year-old population, rather than as estimates of the populations at large.
[bookmark: _Toc239819709]4.4 Question 2: Gender
Survey question: 2. What is your gender?
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Figure 4.2: Gender Distribution (3D-Style Pie Chart)
There were 34 male (68%) and 16 female (32%) respondents. No respondent chose any other category. This imbalance does not affect the relationships observed within samples, but does reduce confidence that observed communication preferences represent the whole of the consumer market in the UK. Within a product category, the extent of celebrity/influencer marketing might vary from one consumer group to the next, and the male population could be more prevalent within a product category at a later stage in the analysis (Rehman et al., 2022). Thus, the two genders are viewed as a sample descriptor and possible boundary condition and NOT as explanatory variables. There are only 16 women, and no one else for other categories so inferential comparisons would be underpowered and might be open to overinterpretation. The correct conclusion is that evidence is useful for answering questions about this recruited sample, but replication with appropriate gender balance is still needed.
[bookmark: _Toc239819710]4.5 Question 3: Message Consistency Across Channels
Survey question: 3. Adidas communicates a consistent message across its different marketing channels.
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Figure 4.3: Perceived Message Consistency (Vertical Bar Chart)
41 (82%) respondents agreed or strongly agreed that Adidas is consistent in its communications, and all of them used a single channel; six (12%) were neither agreeing nor disagreeing, and three (6%) disagreed with the statement. The mean was 3.94, the median 4, and the SD was 0.89; this suggested reasonably good perceptions of consistency, but not everyone agreed (Srivastava et al., 2025). To Shannon–Weaver, minority dissent can be due to ‘noise' from platform clutter, competing campaigns or differing interpretations. While there is a possibility of recognition for all of Adidas's cross-channel output, repetition is not a proof point for integration – it can boost recognition but not credibility or behaviour (Šerić and Vernuccio, 2020). The data for Question 3 should therefore not be used as evidence of a causal relationship and should be viewed instead as a cognitive IMC evaluation together with any relationship tests (Question 4).
[bookmark: _Toc239819711]4.6 Question 4: Credibility, Relevance and Engagement
Survey question: 4. I find Adidas's marketing communications credible, relevant and engaging.
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Figure 4.4: Credibility, Relevance and Engagement (3D-Style Pie Chart)
40 respondents said they agreed or strongly agreed (80%), nine (18%) were neutral, and one (2%) disagreed. Means and SD were provided for Objective Two and the affective component of the Tricomponent Attitude Model, with a mean of 4.10 and an SD of 0.76. The majority of respondents associated communication with good evaluations of Adidas. But the language refers to perceived influence and is not an isolated effect in an experiment (Kunkel and Biscaia, 2020). Attitudes may also be influenced by product quality, previous ownership, price and sporting identity. There are 18% who are neither attracted nor repelled, demonstrating that communication failed to produce positive feelings among all. Thus, correlation analysis should be used to examine whether there is a systematic relationship between stronger IMC perceptions and positive attitudes.
[bookmark: _Toc239819712]4.7 Question 5: Positive Brand Attitude
Survey question: 5. Adidas's marketing communications create a positive attitude toward the brand.
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Figure 4.5: Positive Brand Attitude (Vertical Bar Chart)
The results showed that there were forty respondents (80%) who agreed or strongly agreed, nine respondents (18%) who were neutral and one respondent (2%) who disagreed. Descriptive data for objective 2 (attitude to the behaviour) and the affective component of the Tricomponent Attitude Model were supported by the mean (4.10), median (4) and SD (0.76). The majority of the respondents associated communication with positive Adidas assessments. But the language is indicative of perceived influence, not an isolated effect in experimentation, and quality, prior usage, cost and sporting allegiance may influence attitudes (Kim and Oh, 2020). Not everyone was moved towards a favourable attitude by the communication, as 18% is a neutral group. Thus, correlation analysis is necessary to check whether IMC perceptions are systematically related to positive attitudes.
[bookmark: _Toc239819713]4.8 Question 6: Purchase Intention
Survey question: 6. Adidas's marketing communications increase my intention to purchase Adidas products.
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Figure 4.6: Purchase Intention Response Profile (Line Graph)
38 respondents (76%) agreed or strongly agreed with the statement, eleven (22%) were neutral, and one (2%) disagreed. Purchase intention had a slightly higher mean of 4.14 compared to attitude (4.10), which is only 0.04 points higher, but it had a lower positive response rate (76%/80%). This appears to be a comparison between the distribution of responses to both Question 6: There is a neutral to strong positive trend to the statements in the latter, while the former had a more fairly distributed pattern of responses. The mean is higher due to the more concentrated nature of the positive responses in the strongly agree category related to social studies in education (Choubey and Sharma, 2026). The 22% neutral group is representative of an attitude-behaviour boundary for Objective Two. In the Tricomponent Model, a high conative intention does not necessarily stem from positive cognition or positive affect, but factors like price, fit, availability and competing brands may limit intention. Overall, purchase intention was positive. However the distribution allows an examination of the relationship between perceived IMC and purchase intention from a statistical perspective. 
[bookmark: _Toc239819714]4.9 Question 7: Most Effective Promotional Method
Survey question: 7. Which of the following Adidas promotional methods do you consider the most effective?
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Figure 4.7: Most Effective Promotional Method (Vertical Bar Chart)
20 participants (40%) chose celebrity or influencer endorsements, and 16 (32%) chose social media marketing. Eight (16%) chose advertising, and six (12%) chose direct marketing. All digitally mediated social and endorsement options combined accounted for 72% of preferences. This distribution validates the literature review in which communication value, source credibility and interaction are key in sportswear, but it does not prove that these communication channels are the ones that provide the greatest sales. There was no commonality between perceived method; combined campaigns and channel synergy were not reflected in the respondents' choice (Butkouskaya et al., 2023). The outcome may also represent the age concentration in the sample as well as represent a higher degree of preference for digital than among the market population. For Objective One, it pinpoints where consistency, credibility and engagement will be most likely observed (Butkouskaya et al., 2023). It recommends that when it comes to Objective Two (enhancing sales via favourable attitude), Adidas should focus on the quality of content as well as congruence with the endorser brand, not just on any appearances by the celebrity.
[bookmark: _Toc239819715]4.10 Question 8: Repurchase Incentive
Survey question: 8. Which of the following promotional incentives would most encourage you to repurchase Adidas products?
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Figure 4.8: Preferred Repurchase Incentive (3D-Style Pie Chart)
Limited-time special offers were at the top of the responses with 23 responses (46%), and discounts came second with 16 (32%). Sixth, 12% of respondents selected free delivery, while five, 10%, selected loyalty points/rewards. The 78% preference for time or dollar sign incentives reflects a transactional attitude towards repurchasing, as the majority of this sample prefers to view incentives as either monetary or timed. It makes it possible to qualify Objective Three and the Loyalty Ladder Model (Byon and Phua, 2021). Consumers might buy again due to a sacrifice being reduced or urgency being generated, but not to be a supporter or advocate. This low interest in formal loyalty awards doesn't mean that the power of relationship marketing isn't there, but basic points seem less intriguing than an immediate return now. The question used to measure whether customers are likely to be loyal and to repurchase cannot test H2 by itself, as it asks to confront what would be factors to make them repurchase; hence, they already have assumed they will go back (Lin et al., 2020). It does provide evidence of an alternate explanation, however: promotion economics can explain repeat purchase even if there is little or no relationship between the communication quality and the sustained relationship.
[bookmark: _Toc239819716]4.11 Question 9: Overall Attitude and Purchase Relationship
Survey question: 9. Overall, positive perceptions of Adidas's integrated marketing communications increase my favourable attitude and willingness to purchase Adidas products.
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Figure 4.9: Overall Attitude and Purchase Relationship (Vertical Bar Chart)
82% (41 respondents) agreed to the global statement, while five and four respondents, respectively, were undecided and did not agree at all. The mean was 3.86, the median 4 and the standard deviation was 1.01, which was more variable than Questions 5 & 6. The result at the descriptive level implies that there is support for the opinion of respondents in the direction suggested by H1 (Momen et al., 2020). However, from an analytical point of view, Question 9 is a merged question of the two variables, attitude and purchase willingness, both of which are put into a positive statement. It is thus a measure of perceived agreement with the proposed relationship, and prone to acquiescence (Lin et al., 2020). It yields no independent predictor – outcome test. In addition, its strong-disagreement minority suggests that positive overall sentiment is offsetting negative emotions. Question 9 is therefore chosen as corroborative evidence, while H1 is tested by separately measured Question 3–4 IMC composite and Question 5–6 attitude–purchase composite. This separation leads to a reduced tautology and to a more credible assessment of a hypothesis.
[bookmark: _Toc239819717]4.12 Question 10: Brand Loyalty
Survey question: 10. Overall, positive perceptions of Adidas's integrated marketing communications strengthen my loyalty toward Adidas.
[image: ]
Figure 4.10: Brand Loyalty Response Profile (Line Graph)
39 respondents 78% agreed or strongly agreed, 6 respondents 12% were neutral, and 5 respondents 10% disagreed or strongly disagreed. The lowest mean and most widely spread mean of the positive-outcome items is 3.84 and 1.02. This reflects a positive sample sentiment, but when it comes to loyalty, there is less uniformity than is typically seen in consideration of attitudes or purchase intentions. Communication can help a segment of consumers to climb the Loyalty Ladder to become supporters or advocates, and other segments stay promotion-sensitive buyers (Solomon and Russell, 2024). However, it is important to note that the item simultaneously evaluates preference, recommendation, commitment and repurchase in one fandom item and that internal reliability cannot be estimated because there is a lack of behavioural loyalty. Most significantly, 78% agreement is not in itself evidence for H2. Loyalty responses also need to increase in an incremental manner alongside increased IMC individual perception scores to support (Yoon et al., 2024). The correlation test below does not replace evidence of a relationship with evidence of a majority opinion, but it shows evidence of the absence of that relationship.
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Table 4.2: Descriptive Summary of Likert Questions
	Item
	Construct
	Mean
	SD
	Agree / Strongly Agree

	Q3
	Message consistency
	3.94
	0.89
	82%

	Q4
	Credibility, relevance and engagement
	4.02
	0.77
	80%

	Q5
	Positive attitude
	4.10
	0.76
	80%

	Q6
	Purchase intention
	4.14
	0.83
	76%

	Q9
	Global H1 statement
	3.86
	1.01
	82%

	Q10
	Loyalty statement
	3.84
	1.02
	78%


Source: Author’s analysis of survey data (n = 50). Scale: 1 = strongly disagree; 5 = strongly agree.
Table 4.3: Reliability and Within-Construct Association
	Scale
	Items
	Cronbach’s α
	Item ρ
	Judgement

	Perceived IMC
	Q3, Q4
	0.643
	0.465
	Moderate; interpret cautiously

	Attitude–purchase
	Q5, Q6
	0.713
	0.544
	Acceptable for two items

	Brand loyalty
	Q10
	Not estimable
	Not applicable
	Single-item limitation


Source: Author’s analysis of survey data (n = 50).
The two items measure perceived-IMC and achieved a Cronbach's alpha of .643. This suggests moderate coherence, but not up to the conventional level of .70, and consistency and the quality item of the bundle should not be confused as two ways of measuring the same perfectly unidimensional construct. Their Spearman association was moderate and significant, rho = .465, p < .001, with a bootstrap 95% confidence interval from .198 to .683.  Attitude–purchase composite met the criterion of defensibility more adequately, with an alpha of .713, and the items were correlated at rho = .544, p < .001. These results support its use for H1, but give separate attitude and intention results. No alpha is reported for loyalty as Question 10 is a single item (Suay-Pérez et al., 2022). The six Likert questions were not combined with one another and placed in a single scale since they are predictor and outcomes themselves; otherwise, this would lead to an apparent oversaturated dome of reliability despite loss of the conceptual distinctions defined in Chapter 2.
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Table 4.4: Spearman Correlations with Perceived IMC
	Outcome
	ρ
	p
	Bootstrap 95% CI
	Result

	Attitude (Q5)
	0.523
	< .001
	[0.281, 0.709]
	Significant

	Purchase intention (Q6)
	0.501
	< .001
	[0.266, 0.692]
	Significant

	Attitude–purchase composite
	0.576
	< .001
	[0.314, 0.771]
	Significant

	Global H1 statement (Q9)
	0.172
	.232
	[-0.168, 0.481]
	Not significant

	Loyalty (Q10)
	0.060
	.677
	[-0.262, 0.389]
	Not significant


Source: Author’s analysis of survey data (n = 50; 5,000 bootstrap resamples).
Based on this conceptualisation, H1 posited a positive link between perceived IMC, attitude and purchase intention. The perceived-IMC composite correlated with attitude (rho = .523, p < .001, 95% CI [.281, .709]) and purchase intention (rho = .501, p < .001, CI [.266, .692]). Its association with the combined attitude–purchase score was rho = .576, p < .001, CI [.314, .771]. Robustness regression using standardised variables and HC3 errors produced beta = .512, p = .016, 95% CI [.100, .925], explaining 26.3% of variance. Though the data are spread far as regards the sample size, evidence pointed in the same direction. H1 is accepted as an association and not causation.
Question 9 was not used as the primary test for H1. Although there was 82% agreement with its global statement, correlation with the separate IMC composite is nonsignificant and weakly correlated (rho = .172, p = .232). This may be due to compound wording or 'acquiescence' ceiling effects. The component-based test is more robust as the predictor and outcome are separated.
H2 stated that there is a positive association between perceived IMC and brand loyalty. The association was found negligible (rho = .060, p = .677, 95% CI [-.262, .389]). Regression similarly produced beta = -.061, p = .716 and R² = .004. H2 is unsupported. That does not mean that the 78% positive loyalty response was not valid; that is, respondent-level rankings did not covary. The confidence interval allows for small positive or negative population impacts, and transactional incentives, product experience, identity, or price or measurement constraints may be more determinant.
Table 4.5: Standardised Regression Robustness Checks
	Outcome model
	β
	HC3 SE
	p
	95% CI
	R²

	H1: attitude–purchase
	0.512
	0.205
	.016
	[0.100, 0.925]
	0.263

	Global H1 statement (Q9)
	-0.004
	0.155
	.980
	[-0.316, 0.309]
	0.000

	H2: loyalty
	-0.061
	0.166
	.716
	[-0.394, 0.273]
	0.004


Source: Author’s analysis of survey data (n = 50). Regression is a robustness check; Spearman’s rho is primary.
Table 4.6: Hypothesis Decisions
	Hypothesis
	Proposition
	Primary Evidence
	Decision

	H1
	Positive IMC perception is associated with attitude and purchase intention.
	ρ = .576, p < .001; CI [.314, .771]
	Supported

	H2
	Positive IMC perception is associated with brand loyalty.
	ρ = .060, p = .677; CI [-.262, .389]
	Not supported


Source: Author’s analysis of survey data (n = 50).

The combined results paint a picture of an outcome gradient. However, the perceived integration is meaningfully connected with immediate evaluative and intentional consequences, but not with the more long-term relationship outcome. This finding is in line with the distinction put forth by the Tricomponent Model and the Loyalty Ladder. Communication quality can support cognition, affect and conation without guaranteeing movement to advocacy (Zhou et al., 2020). Also, it helps make the separation of description and support of inference clear. Respondents are in high agreement on the majority of the questions, thus building up a positive overall picture of the questions, while the covariance testing, on the other hand, is able to identify which of the relationships proposed the data support.
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Findings are enhanced through choices. Spearman correlation is appropriate for the data that were Likert data and for interval data that are not normally distributed. Bootstrapping is performed on the 50-person sample to account for the imprecision in the sample, and a robustness check is conducted using HC3 regression (Zhou et al., 2026). For H1, there were no intervals below zero, and the attitude and purchase-intention coefficients were comparable, while for H2 the correlation and regression values were negligible, indicating that there was no specific result rejecting the hypothesis. Constraints remain. Correlation can be negatively affected by restricted variation, but most of the selected agree or strongly agreed. Common-method risk due to predictors and outcomes being assessed in the same questionnaire, and acquiescence might be caused by the wording of some items, such as Questions 9 and 10. These concerns were reduced, but not eliminated, by separate component scores (Trivedi, 2020). The sample is not representative, as most are men, aged 25-34, and no one is 45 or older; and one survey wave does not differentiate between new and long-standing customers. Questions 3-4 are cognition, 5-6 affect and conation, and 10 suggests a break before durable loyalty, challenging the Loyalty Ladder. Shannon- Weaver and Schramm provide for communication and interpretation, not necessarily advocacy. Adidas must ensure that there is coherent, credible and engaging managerial communication without taking for granted that the customers are loyal (Trivedi, 2020). The population effect was small, with H1 accounting for 26.3% of variance and 73.7% unexplained, and a wide CI for H2 allowing for a small population effect. Replication with increased measures of behaviours and validation needed.
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The analysis did show that there was positive attitude change towards Adidas' message consistency, credibility, relevance and engagement, and purchase intention. Digital and endorsement channels were the two top-performing channels for perceived effectiveness, and immediate offers and discounts were the top-performing for repurchasing incentive (Rai et al., 2021). There were weak but significant relationships between perceived IMC and attitude and between perceived IMC and purchase intention, in support of H1. Due to perceived IMC and loyalty being in majority agreement but not being meaningfully associated, it was not supported (Rai et al., 2021). Limitations include demographic density, composite items, not-too-high predictor reliability, use of only one loyalty measure, and convenience cross-sectional sampling. Chapter 5 now gets to the interpretation of these results in light of the research objectives, hypotheses, literature and four theoretical models.
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[bookmark: _Toc239819723]5.1 Introduction
The chapter addresses the meaning of the survey results in relation to the research objectives, research hypotheses and literature review. It isn't just about percentages, but about describing sentiment and its relationship. Shannon Weaver is used to frame the discussion about consistency vs noise in the message. Schramm for relevance vs engagement (Mills et al., 2022). The Tricomponent Attitude Model for levels of cognition, affect and conation, and the Loyalty Ladder for the possibility that the nature of communication evaluations transfers into relationships. The 10th question is fully integrated.
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Objective One examined an exploration into people's beliefs regarding the consistency, credibility, relevance and interactivity of Adidas' IMC. Question 3’s positive responses were 82% (M = 3.94), and Question 4 had 80% (M = 4.02), demonstrating that the communications are generally considered by people to be coherent but not fragmented because of Adidas. This validates the concepts of consistency and customer–brand outcomes presented by Šerić, Ozretić-Došen and Škare (2020) and coordinated IMC dialogue as suggested by Rehman, Gulzar and Aslam (2022). Some individuals, however, had mixed feelings about it, as evidenced by the neutral responses (12-16%) and the negative responses (4-6%). Shannon–Weaver explains this variation. A proposition can be the same in all ads, sponsorship, influencers, retail and social media, but competitor claims, platform clutter, negative reviews and scepticism can cause some noise (Mills et al., 2022). Successful transmission does not always result in the same decoding, underscoring the importance of evaluating IMC by measuring consumer response, and not campaign delivery.
This view of “reciprocity” is echoed in Question 4. Regarding credibility, relevance and engagement, this indicates congruency with the consumers' realm of experience, as echoed by Choubey and Sharma (2026) and Lee (2021). But putting all those qualities into a single object makes it unequivocal as to which is the most powerful aspect, and engagement is an imperfect measure of being interactive. Question 7 revealed that celebrity/influencer endorsements were used at 40% and social media was used at 32% – 72% preferred socially mediated approaches. However, this is not a causal performance ranking, as the exposure, synergy, conversion and cost were not determined. The over 25s (78%) and males (68%) could further accentuate digital and sporty tastes. Overall, Objective One is supported but there is a lack of precision and transferability across broader UK consumers due to measurement aggregation and sample composition.
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Objective Two explored the link between perceived IMC, consumer attitude and purchase intention. 80% (M = 4.10) were positive to Question 5, 76% (M = 4.14) were positive with Question 6, while 82% agreed with Question 9. Data indicate that respondents had a favourable evaluation and willingness to buy in most cases due to Adidas's communication of Adidas (Ofcom, 2025). The 22% neutral on purchase intention, however, indicates that not all consumers are affected as a result of positive communication, and this is in alignment with literature which considers the distinction between campaign appreciation and choice, under price and availability constraints and the competition. A Tricomponent Attitude Model is the most straightforward explanation. Questions 3 and 4 are cognitive judgments of coherence and communication quality. Question 5 is an affective judgment, and Question 6 is a conational judgment. Correlation with attitude was found as .523, correlation with purchase intention was .501 and correlation from perceived IMC to attitude then to purchase intention was .576, which is significant. The regression accounted for 26.3% of the variance in the outcome, which suggested that it had a meaningful but not determinate explanatory value, and this substantiated the attitude–behaviour gap.
These results support Lee (2021) regarding content value and credibility and Kim and Oh (2020) regarding perceptions and scepticism in the context of sustainability. To conclude this research paper, the authors looked at perceived integration across Adidas touchpoints, taking the channel-specific insights from above a step further. It also reinforces the findings of Koronios et al. (2022) that intention and actual behaviour are two different things (Pisicchio and Toaldo, 2021). A cross-sectional self-report study cannot define causality or the order in which things happened. Question 9 requires caution. 82% agreed, but there was no significant correlation with the Independent IMC composite. The compound wording could also be an indication of beliefs, an acquiescent or ceiling effect; a better account is provided by Questions 3-6. Question 7 also indicates that credibility, useful content and interaction might be factors influencers and social media have on attitude. 
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The relationship between perceived IMC and brand loyalty has been explored in Objective Three. Question 10 indicated the lowest mean (3.84) and highest standard deviation (1.02) of the main outcome items, with 78% agreeing that good perceptions of IMC increased loyalty. What was significant is that perceived IMC was essentially unrelated to verbally expressed loyalty (rho = .060, p = .677) and explains just 0.4% of variance in a regression analysis. That is, there was no greater likelihood of stronger relational behaviour when the communication was more positive (Pimentel et al., 2023). This creates a bit of a problem for the simple interpretation of the Loyalty Ladder. The model suggests that moving from prospect to advocate might make a difference, but in this model, there was no differentiating behaviour in terms of favouring the loyalty levels with favourable communication alone (Hsiao, 2022). This validates that sportswear consumers might not be "category specific" but also "promotion sensitive and willing to switch brands," with positive relationships between consistency, trust and loyalty but with contextual variations according to Šerić, Ozretić-Došen and Škare (2020), or according to context in the study by Butkouskaya, Oyner and Kazakov (2023).
Wave 8 indicates an alternative route: 78% wanted limited-time offers or discounts, and only 10% loyalty points. Repurchasing can thus be a reflection of economic considerations, not relational commitment. The wording of Question 10 is also a single item and is not able to distinguish between preference, recommendation, commitment, and behavioural repurchase - this compromises construct validity (Pimentel et al., 2023). Answers to Objective Three are done with care. There was no evidence of the hypothesis about the association between positive IMC and trust, although positive IMC may aid in salience. But variables such as product performance, service, community identification, price fairness and post-purchase engagement could be more significant.
[bookmark: _Toc239819727]5.5 Hypothesis 1
Based on previous studies, positive consumer perception of Adidas' IMC was significantly related to positive consumer attitudes and purchase intention (H1). It is supported (Porcu and Del Barrio-García, 2022). There was a moderate and significant correlation between both component outcomes and the perceived-IMC composite. Both bootstrap intervals were not centred around zero, and both robustness regressions had positive coefficients. This is not based on the leading statement in Question 9, but on separately measured constructs (Pimentel et al., 2023). This finding supports the Tricomponent Model and earlier studies on content value, 'credibility and scepticism', and an R-square of 26.3% renders overclaiming impossible. H1 creates a substantive connection in the sample, but not one that indicates that improved communication can lead to increased purchases.
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Positive consumer perception towards the IMC of Adidas would significantly relate to greater brand loyalty, as stated by H2. This is not supported. Results of the near-zero correlation with a nonsignificant p-value, confidence interval containing zero, and negligible amount of explained variance are convergent evidence against the proposed association in these data (Dobre et al., 2023). Question 10 uses majority agreement as a way to "explain" a feeling, but this does not take the place of covariance (Lee, 2021). The outcome confirmed the Loyalty Ladder and suggested that there are intervening experiences and value that will help move the customer from favourable communication towards Loyalty through the steps. Furthermore, measurement of a single compound loyalty item may also dampen the relationship, and one cannot conclude from this study that there is no relationship between the items of measurement because it is not a definitively definitive relationship.
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In Chapter 2, the following four related gaps were identified. But previous research tends to focus on either sponsorship, influencers, sustainability or social media individually rather than consumers' overall picture and impression across the touchpoints (Akter et al., 2024). Much of the evidence is from Korean, fast-food, telecommunications or organisational contexts, and the contextual transfer can only be applied to the UK sportswear context (Ismaeel et al., 2025). Purchase intention is sometimes regarded as being synonymous with behaviour and combined with repeat buying and satisfaction with loyalty. Lastly, communication-flow models account for transmission and feedback—but not for attitude or customer loyalty—as do consumer models that tend to ignore channel noise and the way customers interpret. Evidence at the consumer level was needed to support the brand-specific evidence. The results reiterate the importance of the gap. Overall, the quality of attitude and perceived IMC was evaluated positively. While quality of purchase intention and loyalty was evaluated negatively (Joo et al., 2021). This boundary might have been masked by a single channel or an aggregate-agreement design. The contrast also demonstrates that there are distinct phases of transmission and attitude formation and progression of relationship, which can be analysed as such. Yet the survey is somewhat limited in its use to fill the void in that the dimensions of the IMC were addressed with only two items and loyalty was addressed with only one (Agarwal, Kumar and Rajesh Katiyar, 2025). The study contributes to narrowing down but does not close the empirical and measurement gaps.
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This research aims to provide a dataset, focused on the United Kingdom, of 50 Adidas-aware consumers and then test integrated perception within the context of two different classes of outcomes (Salvietti, Ieva and Ziliani, 2025). It shows the correlation between Shannon–Weaver and Schramm and consistency, quality and engagement, and thereafter integrates the perception of these with the Tricomponent Model and the Loyalty Ladder (Joo et al., 2021). The important H1 and unsupported H2 provide for a more discriminating conclusion than a general one that IMC has a positive effect on consumer behaviour. Digital endorsement preferences and transactional repurchase incentives are also identified at the question level to provide a context for the manager's actions and to uncover other possible explanations. The contributions are still proportionate to the design quality (Koronios et al., 2022). There are insufficient grounds for national or causal generalisation due to convenience sampling, demographic concentrations, a short period of collection, common-method self-report and limited breadth of constructs. Nevertheless, the study provides clear data to indicate that positive communication perceptions are more related to attitude and intention than to loyalty. It consequently bridges the gap with contextualised testing, theoretical integration, as well as through the explicit identification of a boundary condition and defines the more rigorous longitudinal and multi-item work to follow.
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The results offer a valuable understanding of the consumers' perception of Adidas' integrated marketing communication. However, there are a number of caveats to take into account when considering the findings (Kumar, Melese and Kashyap, 2026). The first constraint is concerning the sample size. 50 participants were reached in the study, fulfilling the number needed for patterns and testing of the suggested relationships. However, the study is not representative of all Adidas consumers in the UK (Saunders, Lewis and Thornhill, 2023). Findings may also have been affected by the selection of the participants, particularly by using convenience sampling due to easy access to participate in the study. Thus, there is a possibility that the respondents have similar attributes, interests or perceptions about Adidas, which can limit the generalisability of the conclusions.
Another constraint pertains to the type of research done in an online questionnaire format. There might have been some potential participants who never responded to the invitation to fill out the survey or who quickly responded, not thinking about each statement (Koronios et al., 2022). Furthermore, it is possible that people responded by answering what they think is "the right way" instead of what their real opinion on Adidas is. These factors may impact the validity of self-reports of perceptions and behaviours.
Several steps have been taken to enhance the quality of the data. However, in spite of these difficulties. This questionnaire was designed so as to be brief, well-worded and focused on the research objectives. More honesty was achieved by telling the participants that their responses would be kept confidential (Joo et al., 2021). The survey was distributed to more than one group in order to limit the number of overly similar responses, and incomplete and unusable data were screened for before analysis. These were intended to address some limitations and enhance the credibility and usefulness of the research results. Future studies need to be more representative, with larger samples that would add to valid results.
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The result of the discussion is that there is a positive perception of Adidas' IMC. This is greatly related to attitude and purchase intention, which supports H1. Although favourable descriptions are provided for Loyalty, it is not related to perceived IMC. Therefore, H2 is not supported. The four are complementary, and not interchangeable (Koronios et al., 2022). The transmission and interaction are related to perception, as is the Tricomponent Model to immediate response, while the Loyalty Ladder identifies the pitfalls of presuming relational progression. These conclusions, limitations, and future research and stakeholder recommendations are summarised in Chapter 6.
[bookmark: _Toc239819732]Chapter 6: Conclusion and Recommendations
[bookmark: _Toc239819733]6.1 Aim of the Study
The study aimed to assess the relationship between UK consumers’ perceptions of Adidas’s integrated marketing communications and their attitude, purchase intention and brand loyalty. With 50 questionnaires completed, it was able to separate favourable sample sentiment and statistically supported relationships. Overall, respondents were favourable when it came to message consistency, credibility, relevance and engagement (Koronios et al., 2022). There was a moderate relationship between perceived IMC and attitude and purchase intention. No relationship between perceived IMC and loyalty. The central conclusion is therefore conditional. Successful integrated communication is therefore strategically relevant for the immediate evaluation and willingness of the consumers, but without the support of a product/service, value and post-purchase, a durable commitment is not to be expected.
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The first goal looked at how people view the consistency, credibility, relevance and interactivity of Adidas's IMC. 82% achieved a positive response for consistency, and 80% for credibility, relevance and engagement. This is consistent with literature which considers integration to be a coherent, believable, and meaningful set of touchpoints, along with Shannon–Weaver's emphasis on decoding and Schramm's emphasis on common ground (Momen et al., 2020). Familiarity with digital media resulted in the 72% preference for influencer endorsements and social media. This was essentially met at the general level, but because of the questionnaire used, it was impossible not only to distinguish between credibility, relevance and engagement but also to gauge interactivity directly.
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The second objective found the relationship between perceived IMC and attitude and purchase intention. 80% reported positive attitude, and 76% reported greater purchase intention. More importantly, there was a significant correlation between perceived IMC and attitude (rho = .523), perceived IMC and purchase intention (rho = .501), and between the combination of perceived IMC and attitude and purchase intention (rho = .576). In support of H1, cognitive evaluations, affect and conation appeared to be linked, in line with a Tricomponent Attitude Model (Pimentel et al., 2023). Price, experience, availability and competitors were all significant factors, as the relationship accounted for 26.3% of variance in the combined outcome of the robustness model. There was no evidence that communication led to actual purchases; the objective was achieved as an association.
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In the third objective, it was examined how perceived IMC was correlated with loyalty. The correlation was negligible and not significant, with 78% agreeing with the global loyalty statement, rho = .060, p = .677. However, this was not the case for H2, as its funding was not being supported. These findings indicate that respondents' loyalty is not necessarily enhanced by favourable communication only and that the Loyalty Ladder has been produced (Koronios et al., 2022). Repurchase preferences substantiate this view as 78% chose limited time offers or discounts, but only 10% chose loyalty offers. It could thus be a "one-time deal" purchase. This goal was accomplished by recognising a separation between immediate consumer reactions and enduring relationship results.
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Survey results and hypothesis testing plus a literature review have led to the conclusion that Adidas needs to use an integrated approach to consumer engagement to tie in the promotional communication with long-term engagement building. The results show that there is a significant relationship between IMC perceptions and attitude, and between IMC perceptions and purchase intention, such that there is no direct relationship between IMC perceptions and loyalty (Suay-Pérez et al., 2022). Thus, Adidas' exposure to communication has to be shifted to strategies that will lead to repeated relationships based on positive attitude. The recommendation is on two points: promotional activity (Question 7) and loyalty activity (Question 8 and Question 10).
Promotional Strategy: Socially Connected Authentic Campaigns
In Question 7, 40% of the respondents mentioned that celebrity/influencer endorsement would be the best promotional method, while 32% mentioned social media marketing. Therefore, the ideal social media tactic that Adidas should aim at is to invest more in social influencer campaigns, but not just with everyone popular (Zhou et al., 2020). This fits well with the literature that found that source credibility, relevance and interaction are relevant parts of an effective IMC.
Implementation Plan:
	Strategy
	Action
	Timeframe
	Estimated Budget

	Influencer integration
	Partner with credible athletes and lifestyle creators to deliver consistent product stories across TikTok, Instagram and Adidas platforms
	6 months
	€5 million

	Interactive social campaign
	Create user-generated content challenges and community engagement activities
	3 months
	€2 million


Brand Loyalty Development Strategy: Adidas Community and Retention Programme
Limited-time special offers (46%) were seen as the greatest incentive to repurchase, followed by discounts (32%), showed Question 8. The literature and hypothesis testing, however, reveal that giving promotional incentives can lead to “customer practice” and not real customer loyalty. Result of Question 10 showed that 78% agreed that positive IMC gives rise to loyalty. However, there was a low correlation between IMC and loyalty (Trivedi, 2020). Thus, Adidas ought to incorporate promotional offers as well as relationship-building-related activities.
Implementation Plan:
	Strategy
	Action
	Timeframe
	Estimated Budget

	Adidas Loyalty Hub
	Develop a membership programme offering personalised rewards, early product access and community benefits
	12 months
	€8 million

	Post-purchase engagement
	Introduce feedback systems, product care support and exclusive customer experiences
	6 months
	€3 million


Behavioural metrics of the recommended strategy should be assessed: repeat purchase, membership activity, customer retention and advocacy. This is supported by the Loyalty Ladder approach attributes, whereby after the act of awareness and purchase, consumers must take each step towards different higher levels of engagement, and reinstating a sense of value through continuous value creation (Yoon et al., 2024). Adidas should also track the process to see if the activities of the influencers boost credibility and engagement because higher visibility doesn't necessarily equate to better and more engaging communication.
This should include marketing, retail, e-commerce and customer service teams so that it is consistent across all touchpoints. A coordinated approach will enhance the bond between IMC and consumer behaviour because the brand message that is pushed through advertising will be reinforced when a consumer experiences it in person (Yoon et al., 2024). In summary, Adidas would be better served by communicating with the customer in order to attract them to its products, and value, community and personalised experiences would better serve to keep them. This balance considers that purchase intentions can be obtained with promotion, while sustainable loyalty can be achieved with the creation, development and maintenance of consumer relationships through integrated marketing communication.
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It can be seen that the respondents in the primary research were only 50 and were selected by convenience sampling, which would mean that the sample did not represent all of Adidas' consumers in the United Kingdom. The accessibility and willingness might have tended to focus individuals on the same interests, and less active internet users were not included in an online survey (Ismaeel et al., 2025). There was also oversampling of young adults (25-34) and males. No one was over the age of 45. These were minimised by making the questionnaire short, employing clear standardised language, ensuring confidentiality and spreading the questionnaire beyond one immediate social group. All records were checked for missing values or duplicate rows and for a max scale of 4 responses; completion was supported through reminders and a specified deadline (Mills et al., 2022). Additional restrictions include measurability and measurability analysis. Question 4 was a combination of credibility and relevance/engagement, and Question 9 included both predictors and outcomes, while loyalty was based on one global item. All substantive items were positively worded, which likely also led to the presence of acquiescence and common-method bias. A short cross-sectional collection window did not allow for temporal or causal inferences, and self-reported intention was not confirmed with purchases (Solomon and Russell, 2024). Predictor and outcome items were separated analytically. Question 9 was only used as corroboration. Spearman was used to get the correlation between the ordinal data, and bootstrap confidence intervals were reported, and robust regression checks were performed. Transparent hypothesis decisions and restrained generalisation lessen but will not remove limitations.
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Future studies could benefit from extending to a larger sample from the UK using a stratified sampling method, as well as longitudinal or experimental data with validated behaviour, and a separate multi-item measure for each of the IMC dimensions and for loyalty (Rai et al., 2021). An extension of this dissertation title is valuable as “The Impact of Artificial Intelligence on Consumer Behaviour in Integrated Sportswear Marketing.” It might be able to document the differences between human- and AI-generated endorsements, personalised recommendations, conversational agents and algorithmic targeting, their perceived authenticity and privacy, their level of trust, attitude, purchase and loyalty (Solomon and Russell, 2024). An experiment might take place that involved the exposure to the disclosure of AI use and personalisation of messaging and then follow up purchasing behaviour to see whether, for each of the demographics, the intended behaviour continued.
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The usefulness of this study is that it demonstrates, using transparent evidence from the UK Adidas survey, that good perceptions of IMC lead to attitude and purchase intention but not necessarily to loyalty. It combines four models. It tests rather than assumes both hypotheses, and it points to differential majority and respondent-level associations (Zhou et al., 2026). Providing a more disciplined pathway to making a communication decision for managers and a clearly drawn-out measurement and behavioural research agenda for the future. In practical terms, this investment goes to short-term reactionary results, but with a significant caution against ignoring the importance of engagement and equating it with loyalty (Joo et al., 2021). Theoretically, this study shows that perceptions, attitudes, intention, and commitment must be kept analytically separate. It methodologically offers a replicable question-to-objective map, coding decisions and uncertainty-aware hypothesis tests. Such features ensure that the dissertation can be applied to understanding Adidas as well as has the potential to be contrasted when it comes to other brands, channels, and AI-powered consumer experiences.
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[bookmark: _Toc239819742]Appendix A: Survey Instrument and Analytical Alignment
This appendix records the administered questions and their role in the analytical framework. Literature anchors indicate conceptual provenance; the exact wording was taken from the response workbook.
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Table A1: Questionnaire-to-Objective, Hypothesis and Model Map
	Item
	Exact Survey Question
	Variable
	Analytical Role
	Literature / Model Anchor

	Q1
	1. What is your age group?
	Demographic
	Context / external validity
	Sampling profile

	Q2
	2. What is your gender?
	Demographic
	Context / external validity
	Sampling profile

	Q3
	3. Adidas communicates a consistent message across its different marketing channels.
	IMC consistency
	Objective 1; predictor for H1/H2
	Shannon–Weaver; Šerić et al. (2020)

	Q4
	4. I find Adidas's marketing communications credible, relevant and engaging.
	IMC quality
	Objective 1; predictor for H1/H2
	Schramm; Rehman et al. (2022); Lee (2021)

	Q5
	5. Adidas's marketing communications create a positive attitude toward the brand.
	Brand attitude
	Objective 2; H1 outcome
	Tricomponent Model; Lee (2021)

	Q6
	6. Adidas's marketing communications increase my intention to purchase Adidas products.
	Purchase intention
	Objective 2; H1 outcome
	Tricomponent Model; Kim and Oh (2020)

	Q7
	7. Which of the following Adidas promotional methods do you consider the most effective?
	Channel preference
	Objectives 1 and 2 context
	Schramm; Lee (2021)

	Q8
	8. Which of the following promotional incentives would most encourage you to repurchase Adidas products?
	Repurchase incentive
	Objective 3; H2 context
	Loyalty Ladder

	Q9
	9.  Overall, positive perceptions of Adidas's integrated marketing communications increase my favourable attitude and willingness to purchase Adidas products.
	Global H1 belief
	Objective 2; corroborative only
	Tricomponent Model

	Q10
	10. Overall, positive perceptions of Adidas's integrated marketing communications strengthen my loyalty toward Adidas.
	Global loyalty
	Objective 3; H2 outcome
	Loyalty Ladder


Source: Survey instrument and Chapter 2 conceptual framework.
[bookmark: _Toc239819743]Appendix B: Complete Question-Level Frequency Tables
Q1: What is your age group?
Table B1: Complete Frequency Distribution for Q1
	Response Category
	Frequency
	Percentage

	18-24
	5
	10.0%

	25-34
	39
	78.0%

	35-44
	6
	12.0%

	45-54
	0
	0.0%

	55+
	0
	0.0%


Source: Author’s analysis of survey data (n = 50).
Q2: What is your gender?
Table B2: Complete Frequency Distribution for Q2
	Response Category
	Frequency
	Percentage

	Male
	34
	68.0%

	Female
	16
	32.0%

	Non-binary
	0
	0.0%

	Prefer not to say
	0
	0.0%


Source: Author’s analysis of survey data (n = 50).
Q3: Adidas communicates a consistent message across its different marketing channels.
Table B3: Complete Frequency Distribution for Q3
	Response Category
	Frequency
	Percentage

	Strongly disagree
	2
	4.0%

	Disagree
	1
	2.0%

	Neutral
	6
	12.0%

	Agree
	30
	60.0%

	Strongly agree
	11
	22.0%


Source: Author’s analysis of survey data (n = 50).
Q4: I find Adidas's marketing communications credible, relevant and engaging.
Table B4: Complete Frequency Distribution for Q4
	Response Category
	Frequency
	Percentage

	Strongly disagree
	0
	0.0%

	Disagree
	2
	4.0%

	Neutral
	8
	16.0%

	Agree
	27
	54.0%

	Strongly agree
	13
	26.0%


Source: Author’s analysis of survey data (n = 50).
Q5: Adidas's marketing communications create a positive attitude toward the brand.
Table B5: Complete Frequency Distribution for Q5
	Response Category
	Frequency
	Percentage

	Strongly disagree
	0
	0.0%

	Disagree
	1
	2.0%

	Neutral
	9
	18.0%

	Agree
	24
	48.0%

	Strongly agree
	16
	32.0%


Source: Author’s analysis of survey data (n = 50).
Q6: Adidas's marketing communications increase my intention to purchase Adidas products.
Table B6: Complete Frequency Distribution for Q6
	Response Category
	Frequency
	Percentage

	Strongly disagree
	0
	0.0%

	Disagree
	1
	2.0%

	Neutral
	11
	22.0%

	Agree
	18
	36.0%

	Strongly agree
	20
	40.0%


Source: Author’s analysis of survey data (n = 50).
Q7: Which of the following Adidas promotional methods do you consider the most effective?
Table B7: Complete Frequency Distribution for Q7
	Response Category
	Frequency
	Percentage

	Celebrity or influencer endorsements
	20
	40.0%

	Social media marketing
	16
	32.0%

	Advertising
	8
	16.0%

	Direct marketing (e.g., email and promotional messages)
	6
	12.0%


Source: Author’s analysis of survey data (n = 50).
Q8: Which of the following promotional incentives would most encourage you to repurchase Adidas products?
Table B8: Complete Frequency Distribution for Q8
	Response Category
	Frequency
	Percentage

	Limited-time special offers
	23
	46.0%

	Discounts
	16
	32.0%

	Free delivery
	6
	12.0%

	Loyalty points or rewards
	5
	10.0%


Source: Author’s analysis of survey data (n = 50).
Q9: Overall, positive perceptions of Adidas's integrated marketing communications increase my favourable attitude and willingness to purchase Adidas products.
Table B9: Complete Frequency Distribution for Q9
	Response Category
	Frequency
	Percentage

	Strongly disagree
	4
	8.0%

	Disagree
	0
	0.0%

	Neutral
	5
	10.0%

	Agree
	31
	62.0%

	Strongly agree
	10
	20.0%


Source: Author’s analysis of survey data (n = 50).
Q10: Overall, positive perceptions of Adidas's integrated marketing communications strengthen my loyalty toward Adidas.
Table B10: Complete Frequency Distribution for Q10
	Response Category
	Frequency
	Percentage

	Strongly disagree
	3
	6.0%

	Disagree
	2
	4.0%

	Neutral
	6
	12.0%

	Agree
	28
	56.0%

	Strongly agree
	11
	22.0%


Source: Author’s analysis of survey data (n = 50).
[bookmark: _Toc239819744]Appendix C: Coding and Construct Construction
Likert responses were recoded consistently before analysis. Nominal demographic and preference responses were retained as categories and were not assigned artificial numerical order.
Table C1: Likert Coding Scheme
	Response
	Numeric Code

	Strongly disagree
	1

	Disagree
	2

	Neutral
	3

	Agree
	4

	Strongly agree
	5


Source: Researcher’s coding protocol.
The primary composites were calculated for each respondent as follows:
Perceived IMCᵢ = (Q3ᵢ + Q4ᵢ) / 2
Attitude–Purchaseᵢ = (Q5ᵢ + Q6ᵢ) / 2
Brand Loyaltyᵢ = Q10ᵢ
Table C2: Construct Decision Log
	Construct / Item
	Operationalisation
	Rationale

	Perceived IMC
	Q3 and Q4
	Retains predictor separation from outcomes; Q4 remains a compound-item limitation.

	H1 outcome
	Q5 and Q6
	Captures affective attitude and conative purchase intention; reliability α = .713.

	Q9
	Not included in H1 composite
	Statement embeds predictor and outcomes; used only as descriptive corroboration.

	H2 outcome
	Q10
	Only available loyalty item; internal consistency cannot be estimated.

	Q7 and Q8
	Nominal contextual items
	Used to interpret channel preference and transactional repurchase motivation; excluded from correlations.


Source: Researcher’s analytical protocol.
[bookmark: _Toc239819745]Appendix D: Detailed Statistical Output and Decision Rules
Spearman’s rank correlation was designated as the primary test because Likert responses are ordinal and several distributions were concentrated near agreement. Statistical significance was assessed at p < .05, with 5,000 percentile bootstrap resamples used to express uncertainty. Standardised ordinary least-squares models with HC3 standard errors were retained only as robustness checks.
Table D1: Detailed Correlation Output
	Relationship
	n
	Spearman ρ
	Exact p
	Bootstrap 95% CI

	Perceived IMC → attitude
	50
	0.522851
	0.000098
	[0.280729, 0.708714]

	Perceived IMC → purchase intention
	50
	0.500603
	0.000214
	[0.266324, 0.691779]

	Perceived IMC → attitude–purchase
	50
	0.575802
	0.000012
	[0.313535, 0.771397]

	Perceived IMC → global H1 statement
	50
	0.172002
	0.232321
	[-0.167547, 0.481335]

	Perceived IMC → loyalty
	50
	0.060339
	0.677227
	[-0.262208, 0.389373]


Source: Author’s analysis of survey data (n = 50).
Table D2: Detailed Regression Robustness Output
	Model
	β
	HC3 SE
	t
	p
	R²
	Adjusted R²

	H1 attitude–purchase
	0.512435
	0.205338
	2.495567
	0.016066
	0.262590
	0.247227

	Global H1 Q9
	-0.003961
	0.155417
	-0.025484
	0.979775
	0.000016
	-0.020817

	H2 loyalty
	-0.060683
	0.166021
	-0.365515
	0.716333
	0.003682
	-0.017074


Source: Author’s analysis of survey data (n = 50).
Table D3: Hypothesis Decision Rules
	Decision
	Rule Applied
	Outcome

	H1
	Separate perceived-IMC and attitude–purchase scores; positive ρ; p < .05; interval above zero
	Supported

	H2
	Perceived-IMC and Q10 loyalty score; positive ρ; p < .05; interval above zero
	Not supported

	Causality
	Cross-sectional self-report cannot establish temporal order or experimental control
	No causal claim
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Figure 1: Shannon-Weaver Model Applied to Adidas
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Figure 2: Schramm’s Interactive Model Applied to Adidas

Campaigns, sponsorships, posts and retail messages

Shared Field
Adidas of Experience UK Consumers

Encoder and Decoder Sport | Fashion | Culture Encoder and Decoder
Prior product use

Comments, reviews, shares, purchases and recommendations

Meaning depends on overlap in language, culture, interests and experience.

Feedback informs later communication but may be selective or unrepresentative.




image5.jpeg
A Theoretical Model of the Hierarchy of Effects within Adidas IMC.
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Figure 4: Loyalty Ladder Applied to Adidas
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Note: Age was collected in bands; the chart is therefore a grouped-age histogram. Source: Author’s analysis of survey data (n = 50)
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Source: Author’s analysis of survey data (n = 50)
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Source: Author’s analysis of survey data (n = 50)
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Source: Author’s analysis of survey data (n = 50)
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Source: Author’s analysis of survey data (n = 50)
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