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Chapter 1: Introduction

1.1. Introduction 
Companies of all sizes are increasingly held responsible for their social and environmental impact by their customers because they want to see evidence that the brands they trust act towards the greater common good. Corporate Social Responsibility (CSR) is a self-regulatory business model practiced by large and small companies. The concept allows businesses to be socially accountable to their stakeholders and the public. By adopting clear CSR strategies, companies accept responsibility for their impact on society – including all economic, social, and environmental aspects.
1.2. Origin of investigation
The importance of CSR has grew along time and the modern business environment is defined by CSR actions and strategies. At Adidas, Corporate Social Responsibility and Sustainability is viewed as “a team sport” with employees, consumers, and communities playing an essential role. To achieve its CSR objectives, Adidas focuses on three key areas, namely: environmental sustainability, human rights, and employee development.
1.3. Background and context
Adidas (styled as “adidas” since 1949) is a prominent German manufacturer of athletic shoes and apparel, identified by its three-stripe trademark. The company is also known for its high-profile endorsement deals. Headquartered in Herzogenaurach Germany, Adidas is the second-largest sportswear company in the world. Founded in 1924, the multinational giant reported a net value of $14.3 billion USD. With a workforce of over 62,000 employees, Adidas operates more than 2,500 stores worldwide. During the last two decades, Adidas actively increased its presence in North America, which now contributes to 24% of the company’s total retail sales. Self-described as a group of “rebellious optimists,” the company’s business model is based on the motto, “nothing is impossible.” 
Adidas vision "Through sport, we have the power to change lives" guides the way the leadership runs the company, works with their partners, creates their products, and engages with their consumers. 
Adidas's mission “To be the best sports brand in the world". Every day, the organisation works to create and sell the best sports products in the world, and to offer the best service and consumer experience – and to do it all in a sustainable way (Adidas, 2023).  


1.4. Rationale 
Research title: To investigate the drivers and barriers of CSR practices with special reference to Adidas. This research is needed in order to have a critical perspective of the CSR concept connected to a company in order to mirror the theory versus the business CSR practices with special reference to Adidas.
1.5     Research Aim 
The aim of the research “To investigate the drivers and barriers of CSR practices 
with special reference to Adidas” is to investigate the drivers and barriers of CSR.
1.6.    Research objectives
1. To understand CSR and its current implementation in the business environment 
2. To identify the barriers faced by Adidas during the implementation of CSR practices 
3. To understand the drivers experienced by Adidas CSR 
4. To provide recommendations in order to improve the CSR practices 
1.7.   Research questions 
What is CSR and its current implementation in the business environment? 
What are the barriers faced by Adidas during the implementation of CSR practices? 
What are the drivers experienced by Adidas CSR? 
How can Adidas  improve the CSR practices?
The first question intends to evaluate the concept of CSR in depth through critical analysis of theoretical concepts, following the development of the concept and its current implementations by the business. This stage will enhance the knowledge on CSR and will help towards the application on the selected organisation. 
The second question will look specifically at the barriers encountered by Adidas which is the selected organisation in the process of implementing CSR strategies. 
The third question will look in more depth at the CSR practices in Adidas and at the drivers experienced by the organisation. This actions will emphasise Adidas position and the reasoning behind formulating CSR strategies. 
The last questions will present recommendations for Adidas, based on the evaluation of its CSR practices. It is intended to provide insights for Adidas to create improvement for their strategical position and their CSR practices. 
1.8.   Significance of the Study
This research will contribute to the understanding of the CSR concept and it will present a complex perspective of the drivers and barriers of the CSR with practical examples of an international company, an established brand, know and trusted by the public.


1.9.   Structure 
This study will be structured on different chapters for a clear organization of the research: introduction, literature review, methodology, findings and analysis and evaluation and discussion, finalising with conclusion and recommendations.
1.10.  Chapter summary
This chapter has looked into introducing the concept of CSR and presenting the selected organisation. It has established the research aim and objectives and has presented the research questions.

 
 
 





















Chapter 2 Literature Review

2.1.   Introduction
Corporate Social Responsibility (CSR) is a popular and relevant concept in the current business environment. However, there is no universally accepted definition and therefore it presents ambiguity and different characteristics are accepted and used differently across industries and sectors (Dahlsrud, 2008). 
2.2.  Defining the CSR Concept
The dramatic shift in the business environment towards the considerations of the human imprint on the environment and impact on the society has started in the 1950s and these trends have continued to grow.  Various elements of socio-economic trends, pollution, greenhouse gases emissions are just few examples which are common concerns upon the increased attention for a global sustainable development (Steffen et al., 2015).
Sustainability is core to the CSR concept and is the effort of “meeting the needs of the present generation without compromising the ability of future generations to meet their own needs” (WCED, 1987). 
According to Moratis (2016) the instrumental CSR definitions that are currently dominant can have different meanings and different approaches and this is agreed unanimously academically. 
The theoretical development of the CSR concept has segmented different stages across the time such as “1950s–1960s philanthropy, 1970s–1980s regulated CSR and 1990s to twenty-first century instrumental/strategic CSR” (Hamidu et al., 2015).
Therefore CSR has is defined as an umbrella which is concerned with any activity undertaken by business to benefit the stakeholders and without any realtion to profit maximisation (Matten, Moon, 2008).
According to Fordham and Robinson (2018) the expectations and the ramifications of CSR will most likely change, but the recurrent theme of the CSR concept is the activity that allows business to contribute towards the society and their expectations, the regulatory requirements, the current concerns regarding the environment and any particular social issues.  
Visser (2012) suggests that CSR tends to be used in the business environment as a mechanism to please stakeholders. This can only generate changes to the definition of CSR in its role of a defensive strategy and specific aspects of the time. 
One of the earliest definitions of CSR states that is the obligation of the business owners to pursue policies regarding a positive impact on the society and their decision should seek to be in line with the society values (Bowen, 1953). The main theme of “obligations” has been imposed by other theorists for individuals with specific roles in the business environment (Camberlain, 1953). The resource allocation “for broad social ends” are part of the CSR definition enhanced by Frederick (1960). Alongside these lines Masoud (2017) describes CSR as the ethical responsibility of the commercial organisations to positionate itself towards society beyond the narrow pursuit of profit such as corporate philanthropy, public service and so on. 
With the global usage of the internet the business have been under the strict eye of the public. The pressure of various groups and activists particularly in the Western countries have determined change in the way of doing business and have forced business to adopt a transparent approach (World Bank, 2021).
2.3.  Importance of CSR 
CSR has gained great importance in the business environment on many levels. Customers are more likely to generate positive behaviour and loyalty responses for organisations who have a complex and transparent CSR activity (Brown, Dacin, 1997). Further that individuals are more inclined to work for an organisation who has a sustainable activity and is involved in CSR. It can be a criteria to decide to work for the organisation and it can give a sense of self-enhancement. At the same time for customers and employees a company can contribute to personal enhancement of self esteem and self expression towards various ethical and social principles. That is why CSR is an element of attractiveness towards various values which can be developed in a continuous collaboration (Aquino and Reed, 2002). 
Building trust within the society is very beneficial for the business and CSR is the strategic domain which has the potential to create this strong link. Through CSR, the organisations can integrate and create a certain equilibrium within their operations regarding economic elements, social and environmental dimensions to the benefit of the population. The importance of CSR stems from the impact that CSR has on different stakeholder groups (Mosaid, Boutti, 2012).
It can be argued that CSR has a direct impact on the organisation and on its stakeholders and that is crucial for the organisation image and its influence and it can even modify behaviours (Bhattacharya and Sen, 2004; Srinaruewan et al., 2015). But the importance of CSR is in its capability to ease the selected social problems and to raise awareness for various causes (Kurucz et al., 2008; Siltaoja, 2006). And having good CSR strategies can influence the economic performance of the organisation and vice versa. In large corporations there are designated CSR managers who need to carefully consider how the organisation interacts with the society (Minor and Morgan, 2011). 
The attention given to the CSR implications is in correlation to the organisation resources and capabilities. Large corporations have more complex operations and are more likely to impact the environment and create disruptions especially in developed countries. With the globalisations developing countries are trying to align their operations and incorporate CSR. The importance of CSR can vary geographically and can have different meaning (Ralston et al., 1997). 
Although the importance of CSR has grew, it is not conclusive that the customers are aware of what involves CSR and how valid is this awareness. The level of awareness creates support or scepticism  towards the organisation and their behaviour towards their products and services (Daugherty, 2001; Mohr and Webb, 2005). 
The significance of CSR has grew in its journey from the margins to the mainstream and nowadays  is an important part of the organisation. The society expectations have developed and have become more than silent thoughts rising to strong voices and coalitions, representations and activists. In the modern world characterised by climate change problems, political tensions, financial crisis and a growing population, CSR occupies a central role in addressing them. The global concerns are managed through the utilisations of CSR in the continuous exchange between business and society (Blowfield, Murray, 2019). 
2.4.  Criticism against CSR
Initial criticism undermined that “the very foundations of our free society as the acceptance by our corporate officials of a social responsibility other than to make as much money for their shareholders as possible”. Friedman (1950) believed that the role of the business is only to produce results, to generate growth and profits and that would be the only “social responsibility”. Other specialist in economy would even suggest that using the organisation resources for non-business objectives is considered to be unjustified and labelled as thef. Yadav (2013) stated that CSR is just a new millennium collectivism and it has negative impact on the competition and the entire market economy for reducing the economic freedom and opinion. 
Corporations are making use of CSR to fulfil their duties towards society, but that can have different directions and representations. It is criticised that various positions or actions just a facade and at times even hypocritical. Alarming cases of corporations who are not very transparent with their business activity and rather not very ethical which has damaged greatly their image. At times it has been considered that the goodness of the corporations is still nothing other than naive (Yadav, 2013). 
The deceptive actions of some organisations so called “green-washing” has been observed as a tool to promote the business as environmentally friendly, but only with the purpose of manipulation, to gain parties support and to increase profits. At a closer look, although a great number of organisations claim to be seriously engaged with CSR, their reports and the environmental performance provides different insights. Further that the CSR agenda is placed as an inferior alternative to law and state regulation.
It has been criticised that organisations only use CSR to obtain the public goodwill and to have the benefits that comes with it such as customer loyalty, talent attraction and retention, reputation. This self-centred approach suggests that CSR is the corporations choice for own interests, internally rather the external parties involved. 
Making CSR a core part of the business activity is rarely 100% genuine and with a real interest in influencing and creating positive change. Increasing the value of the organisation on good intentions can contradict the growth objectives and the misuse of CSR then places them as selfish although small amount of profits is donated or used in various programs. 
This hypocritical attitude of the corporations is at the centre of the criticism towards CSR and that is just another tool to cover the real impact of their business activity, is misleading information to conceal different issues and maintain a positive image. Overlooking the negative points of an organisation through CSR as a PR exercise or a marketing initiative is part of the criticism against CSR. It has been observed that although some companies have “bad episodes”, many of them are trying to keep in line with the changing expectations of the public and are trying to improve and be more sustainable. There are many examples in the business environment when organisations have had to change strategy to consider CSR in order to recover from a damaged reputation.
2.5.  CSR Theories
Analysing the CSR concept it can be observed that is a very contentious concept and whilst traditionally was defined as a giving back action, it registered development and it is in correlation with the expectations of the current time period (Moon & Shen, 2010). 
Carroll (1979) states that CSR “encompasses the economic, legal, ethical and discretionary expectations that society has of organisations at a given point in time.” Further that has elaborated  a theoretical framework for CSR represented as a four layers pyramid (Figure A) which comprises the economic responsibility layer, the legal responsibility layer, the ethical responsibility layer and the philanthropic responsibility layer.



Figure A
[image: ]

At the base of the pyramid is situated the economic responsibilities layer which is considered to be fundamental for business accountability and in order to be viable. The transparency aspects are compulsory for the business operations. The legal responsibilities layers refers to the legislation and regulatory framework that the business must adhere to. The ethical responsibilities layer are a reflection of the society norms and values and perceived expectations towards the business (Garriga and Melé, 2004). At the top of the representation it has been situated the philanthropic responsibilities layer which refers to the business modalities to give back to the society, through charity actions. Later on in the current business environment Fordham and Robinson (2018) have added another perspective “a fifth layer” which comprises the CSR interaction regarding the dialogue with the communities, other stakeholders. 
This theoretical model is a structured representation of the CSR concept, of its application and its broad application. Adopting a CSR theory such as Carroll’s theory, business should also consider the industry standards and should address the legitimates expectations of the stakeholders. Criticism of the theory has enhanced that satisfying expectations only within a layer can be used to perform business as usual. This should be considered as the basis of traditional CSR and how desirable is the top layer of corporate philanthropy (Maak, Pless, 2006).
The application of this theoretical model is providing a straightforward method a comprehension of the business activity. The updated version of the top layer can be a valuable addition and is taken in consideration for the selected organisation for this research.
2.6.   CSR Barriers
CSR is a continuous evolving concept, developing along side the business environment, but it appears to have different interpretations and multifaceted representations. Although it has been the subject of various theorists it does not have clear boundaries nor a general definition accepted, even in decades after its consideration as concept. Despite that the potential benefits of CSR for he parties involved are interlinked and it aims to foster social progress (Mahmood et al, 2021). 
It is generally agreed that CSR is the way forward and the focus on minimising the impact on the environment and maintain a positive interaction with the society. CSR can only generate improvement and creating an organisational culture towards that can lead to commitment for management, for the shareholders (Praveen, Divesh, 2017).
Implementing CSR strategies can come across barriers and if the organisation is not committed, then it can not be realised an effective application. The lack of top management commitment can be a major impediment as CSR managers report to the shareholders. If the shareholders are only focused on profits, then it can be difficult to create motivation for other layers of the hierarchy. On the other hand, the influence of the executives can ensure an effective implementation of the CSR strategies. The lack of top management commitment towards CSR can only be connected to financial implications and resource allocation. When CSR is considered an expense as illustrated by the critics of the concept, then it looses its relevance and purpose (Chin et al., 2013). 
Lack of financial resources is a barrier to CSR and it can be legitimate if resources are allocated effectively and objectives are prioritised. The considerations that investing in CSR is actually a waste of resources can be an impediment for the CSR managers as they have accountability towards the executives. CSR does not generate profit on short term and some shareholders are not willing or can not afford to invest in activities that do not generate revenue. 
The lack of knowledge on the CSR concept and theories is a barrier that can be damaging to the organisation. Being selective on the CSR strategies because of the lack of knowledge can be addressed by employing specialists who understand the multifaceted concept. It has been researched that CSR can be difficult to be understood, due to its variations and diverse interpretations. This  can deprive the business of the benefits of the CSR and the adoption of a systematic framework. Other barriers are connected to the CSR implementation which is in correlation to being knowledgeable and have a good grasp of the theories.  perception over the CSR implementation is often due to the lack of knowledge about CSR concept and practices. Lack of adequate implementation can be detrimental and a barrier to CSR. The lack of effective CSR strategic planning can impact the organisation objectives. Formal strategic planning is required for  CSR implementation and can interfere with the competitive advantage (Hahn, 2013). 
Another barrier towards CSR is the lack of training, as it is not something specific to a department, in involves the entire organisation and it defines its direction. Employees should be effectively informed to ensure employees participation and support (Galbreath, 2010). 
The lack of Regulatory Framework is a barrier external to the organisation, but which can create confusion or losing motivation. Although CSR is assumed to be the organisation’s choice to donate, volunteer, have a sustainable activity or support different causes, there are different regulations to adhere to such as environmental regulations and other standards (Mahmood et al, 2021). 
2.7.   CSR drivers
The minimum activity of CSR in an organisation refers to the array policies and programs beyond the compulsory legal requirements added to their portfolio such as diverse benefits and opportunities for employees, philanthropic donations, projects to help the community or to reduce pollution  (Tan, 2017). 
It has been discussed that the main goal of a business is to be profitable and that CSR may be just a facade as another tool to help them achieve that. The drivers for CSR can then appear to be complicated and a different endeavour to different organisations as what justifies  as socially responsible behaviour can be subjective (Campbell, 2007). 
The CSR drivers can be classified in four main categories such as financial and economic aspects, institutional aspects, cultural aspects and cognitive aspects. The fist driver related to the financial and economic condition is very important because it determines the degree to which the organisation decides to act in socially responsible ways. The financial performance can influence if the organisation is willing to allocate resources for non-profit and a weak organisation is more unlikely to utilise the funds with no palpable return (Camilleri, 2017). Organisations with capabilities are very inclined to have a more complex CSR in order to benefit from sustainable practices as a way to differentiate themselves and enhance their capabilities to achieve sustained competitive advantage which in turn would result in enhanced financial viability over the medium to long term (Tan, 2017). Other views on the financial and economic condition suggest that the focus on maximising the financial revenue and create value for shareholders is what it prevents organisations for having a CSR activity and makes it irrelevant. A good economy should create more security and determine organisation to be more socially responsible (Sachs, 2005). 
The Institutional Drivers of CSR to the imposed regulations regarding different social and environmental matters for the organisations to enforce. This can be realised geographically from various institutions and groups such as the European Union norms, NGOs (Brin, Nehme, 2019). 
The cultural drivers for CSR orbits around the set of values and ethics. The organisational culture should be supporting the CSR practices in order to be more efficient and for the organisation to fully embrace a socially responsible behaviour. The mindset of the organisation, the organisational culture refers to the internal side of the organisations such as the management and the employees, but the corporate responsibility refers to value creation for internal and external stakeholder (Kurshid, Snell, 2022). 
The cognitive drivers of CSR highlights the perspective undertaken and the interpretation of the systems. The choice of management towards CSR and the decision making process is in direct correlation to the cognitive processes and their orientation to various areas to address. The development of CSR programs also refers to the way there are delivered and promoted. The leadership style would have direct impact on the CSR activity and the way is communicated (Tan, 2017).
2.8.   Conceptual Framework
Drivers
1. Financial-economic drivers
2. Institutional drivers
3. Cultural driversCSR Implementation

4. Cognitive drivers
Barriers                                                                                        
Lack of top management
Lack of financial resources
Lack of knowledge and training
Lack of regulatory framework

The identified barriers for CSR refer to the lack of top management which is very important for the running of the organisation. This can have a great impact on all operations and business decisions from resource allocation to degree of involvement. The lack of financial resources is another important element as even if there a will to do good, if the company struggles will have other priorities. The lack of knowledge is another barrier especially with CSR which is quite a modern concept and practice and the existing theoretical background can generate ambiguity. In general the lack of training is a barrier internally for any activity and that applies to CSR also. The lack of regulatory framework can give the organisation the liberty to make own decisions regarding CSR, but it can also create impediments as to adopt the right position. 
The CSR drivers were presented in four categories and it was discussed their importance. The financial-economic drivers are one of the most important drivers for the organisations which purpose is to make business and generate profits. The institutional drivers referred to existing groups and institutions who have the power to enforce various norms related to the social responsibility. The cultural drivers are important for the organisation to ensure the full support. The cognitive drivers is in connection to the leadership style, the decision making and the managements perspective. 
 2.9.   Conclusion 
The literature review represents secondary data which has critically analysed the theoretical background of CSR and the CSR implementation process. 















Chapter 3 Methodology
3.1.  Introduction
The selected organisation to evaluate the concept of CSR and its application is the international organisation Adidas. The research aim is to investigate the drivers and barriers of CSR through an illustration of the concepts and theories involved in the process of CSR in secondary data through literature review and also it will investigate the activity of Adidas regarding the CSR concept and their way of action, by conducting primary data research for data analysis (Saunders, 2009).
3.2.  Research Philosophy
For this investigation will be followed ontology as research philosophy as it evaluates the existence and the reality through the view of the researcher.
3.3.  Research Paradigm
This research uses the positivism as the research paradigm by highlighting the empirical evidence towards the concept and implementation of CSR concept.
3.4.  Research Approach
The research approach is the deductive method from the analysed theoretical background regarding CSR and the selected workplace.
3.5.  Research Methods
This research will raise enquiries regarding the CSR practices in Adidas, analysing the organisational practices and that will be realised through usage of research instruments that will be used efficiently and organised. The primary data collection is quantitative and is connected to the research objectives, focusing on the main themes of the research: the CSR concept, importance of CSR, criticism towards CSR, barriers and drivers of CSR, Adidas activity on CSR and the selected stakeholders for primary research were: the employees.
3.6.  Research Strategy
The questionnaire will have 14 questions which will focus on gathering data on the demographic and status characteristics, CSR Notion, CSR drivers and barriers in Adidas. The questionnaire has 4 main parts starting with demographic and status, CSR notion, CSR drivers and CSR barriers. The questions are constructed using likert scale choices, but also with statements that needs to be selected by importance.  
3.7.  Sampling
Data collection will be quantitative data through the questionnaire. The research will be realised through usage of the questionnaire as the research instrument. The sampling process can be realised randomly, usually generated with the help of computer programs or non-randomly that involves a certain segment of participants. It is very important for the relevance of the study to ensure a representative sample, not too small but not too large as it can not highlight the selected topic accurately. 
The selected sample of respondents for this study is realised non-randomly, there are selected three Adidas stores from London as the researcher can only have access to the operations from the United Kingdom area. The selected stores are Adidas Flagship Store Oxford Street London, Adidas Originals Flagship Store Carnaby London and Adidas Store Westfield Stratford London. It is intended to have a sample of 60 respondents including members of management and staff.
3.8. Research Ethics 
Data collected for this study is for academic purposes only and no other purposes.
3.9. Gannt Chart
Gannt chart can be found in the Appendix 1.























Chapter 4 Findings and analysis
4.1. Data collection
Primary data collection for the research “To investigate the drivers and barriers of CSR practices with special reference to Adidas” has been realised by using the questionnaire as the research instrument. The questionnaire (Appendix 2) had 4 main parts: demographic and status, CSR notion, CSR drivers in Adidas, CSR barriers in Adidas and a total of 14 questions. The selected stores are Adidas Flagship Store Oxford Street London, Adidas Originals Flagship Store Carnaby London and Adidas Store Westfield Stratford London. The selection of the sample was realised non-randomly being three of the biggest Adidas stores in London. The researcher has given a number of 20 questionnaires in paper copies to each store with 60 questionnaires in total. The researcher has received back only 34 questionnaires and 7 questionnaires have been answered partially so there were not taken into consideration. All the questionnaires were answered anonymously, and the number of complete questionnaires was 27. It is considered to be a representative sample for the organisation, as there have been selected three large stores from London. 
The questions were matched with the conceptual framework and assessed the drivers for the CSR implementation: financial-economic drivers, institutional drivers, cultural drivers, cognitive drivers and CSR barriers: lack of top management, lack of financial resources, lack of knowledge and training, lack of regulatory framework. 
4.2. Data Illustration and analysis
The research findings should emphasise if the method of research has achieved the objectives and if it was in equilibrium of the resources and the process. A record of the entire data collected can be found in Appendix 3.

Table 1 Rate of response
	Questionnaires handed
	No. of respondents
	Rate of response

	60
	27
	27

	
	
	45%



Table 1 illustrates that it has been registered a rate of response which can be considered a positive value as it can indicate half of the intended sample.
The questionnaire had an introductory part: demographic and status with questions related to gender, age and position. This part of the questionnaire has intended to study the characteristics of the sample. 

Table 2 Demographic and status
	Respondents
Gender
	Respondents number
	Age interval
18-21
	Age interval
22-25
	Age interval
26-30
	Age interval
31-40
	Age interval 41-50 >

	M
	15
	3
	5
	4
	3
	0

	F
	12
	6
	4
	1
	1
	0



Table 2 illustrates the findings for the part 1 of the questionnaire: demographic and status. It can be seen that there were 15 male respondents and 12 female respondents. Withing the age interval 18-21 there were 9 respondents, within the age interval there were 9 respondents, within the age interval 26-30 there were 5 respondents and within the age interval 31-40 there were 4 respondents. There were no respondents over 41 years old. That means that Adidas has a young workforce and is interested to promote and support young candidates. 

Table 3 Respondents job position
	Respondents
Gender
	Respondents number
	Manager
	Assistant manager
	Cashier
	Sales Assistant

	M
	15
	2
	2
	4
	7

	F
	12
	1
	1
	5
	5



Table 3 illustrates that from the number of 28 respondents 6 are part of the management team, 9 are cashiers and 12 are sales assistants. In the management team there are males and females and that can suggest that Adidas promotes equality and diverse workforce. A well for the cashier and sales assistant positions. The higher number of sales assistants can suggest their importance in number to offer support towards the clients.









Table 4 Respondents perception of the CSR concept

	Respondents
Answers
	CSR’s importance as an employee
	CSR’s importance to the organisation

	Not at all important
	0
	0

	Not so important
	0
	0

	Somewhat important
	17
	7

	Very important
	3
	18

	Extremely important
	7
	2



The question related to the importance of CSR as an employee is somewhat important with a number of 17 respondents, is very important to 3 respondents and extremely important to 7 respondents. 
Question number 5 which inquired the respondent’s opinion on the importance of CSR for their Adidas. A number of 7 respondents have answered that is somewhat important and a very high number of 18 respondents have answered that CSR is very important for the organisation. Only 2 respondents have said that is extremely important. 

Table 5 The most important CSR activity for Adidas
	Respondents
	Respecting
their employees
	Respecting the environment
	Following legal requirements
	Respecting the customer
	Having projects for the community

	Male
	3
	3
	8
	1
	0

	Female
	1
	1
	3
	7
	0



Table 5 above illustrates the answers for question 6 which determines which CSR activity is considered to be the most important for Adidas. 4 respondents have said that the most important activity is respecting their employees. An equal number has said respecting the environment. The highest number 11 respondents have said that the most important CSR activity for Adidas is to follow the legal requirements and 8 have answered that respecting the customer is the most important. No respondents have said that having projects for the community is the most important. 


Table 6 CSR drivers
	Respondents
	Q.7 Financial and economic drivers
	Q.8 Institutional drivers
	Q.9 Cultural drivers
	Q.10 Cognitive drivers

	Strongly agree
	7
	9
	7
	1

	Agree
	5
	18
	8
	9

	Neutral
	2
	0
	10
	13

	Disagree
	13
	0
	2
	4

	Strongly disagree
	0
	0
	0
	0



For part 3 of the questionnaire, respondents were asked to answer based on their level of agreement of aspects related to financial and economic drivers, institutional drivers, cultural drivers and cognitive drivers. 7 respondents strongly agreed that Adidas implements CSR activities because of the financial and economic drivers. 5 respondents agreed with the statement. 2 respondents remained neutral and 13 respondents disagreed. 
For the question related to the institutional drivers, 9 respondents strongly agreed that Adidas implement activities to comply with regulations on social and environmental matters, whilst 18 agreed with the same statement. No other answers were recorded. For the question related to cultural drivers 7 respondents answered that they strongly agreed that Adidas implement CSR activities to create value within the organisation’s culture. 8 respondents agreed with the above statement and 10 remained neutral, whilst 2 respondents disagreed. The question related to the cognitive drivers, 1 respondent strongly agreed and 9 others agreed that Adidas implement CSR activities as an instrument to interpret systems and make decisions. 13 respondents have selected the neutral choice and 4 respondents disagreed.
Table 7 Barriers in Adidas
	Respondents
	Q.11 Lack of top management
	Q.12 Lack of financial resources
	Q.13 Lack of knowledge and training
	Q.14 Lack of regulatory framework

	Strongly agree
	0
	0
	3
	0

	Agree
	0
	0
	7
	0

	Neutral
	13
	0
	10
	14

	Disagree
	10
	14
	5
	13

	Strongly disagree
	4
	13
	2
	0




The last part of the questionnaire regarding the barriers to CSR illustrated in Table 7 above shows that 10 respondents disagreed and 4 respondents strongly disagreed that lack of top management in Adidas, whilst 13 respondents remained neutral. 14 respondents disagreed and 13 respondents strongly disagreed that lack of financial resources is a barrier to CSR in Adidas. 3 respondents strongly agreed and 7 respondents agreed that lack of knowledge and training is a barrier to CSR in Adidas.10 respondents remained neutral. 5 respondents disagreed and 2 strongly disagreed that lack of knowledge and training is a barrier to CSR in Adidas. The last question from the questionnaire has asked if lack of regulatory framework is a barrier for CSR in Adidas and 14 respondents have decided to stay neutral, whilst 13 respondents have disagreed.
























Chapter 5 Evaluation
The evaluation of the findings will be realised by using one variate at time in order to generate patterns and to observe similar choices of answers or the differences. For the evaluation this research will make use of frequency tables and charts such as pie chart, column chart and graph chart.
Table 8 Frequency table for importance of CSR as an employee
	Respondents answers
	Frequency
	Percentage (%)

	Not at all important
	0
	0

	Not so important
	0
	0

	Somewhat important
	17
	63

	Very important
	3
	11

	Extremely important
	7
	26



Figure 1. CSR importance as an employee
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Figure 1 above indicates that 37% consider very important and strongly important CSR in their role of employees. 63% also state that is somewhat important, which suggests that a majority of respondents consider CSR to be important more or less to them as employees. This enhances the knowledge of the notion of CSR.
Table 9 Frequency table for importance of CSR to Adidas from the respondents perspective
	Respondents answers
	Frequency
	Percentage (%)

	Not at all important
	0
	0

	Not so important
	0
	0

	Somewhat important
	7
	26

	Very important
	18
	67

	Extremely important
	2
	7





Figure 2 CSR importance for Adidas from respondents view
[image: A screen shot of a device

Description automatically generated]

Figure 2 illustrates that 67% stated that Adidas considers CSR very important and 7% that is extremely important, whilst 26% state that is somewhat important. All these answers represent positive values and indicates that CSR employees are aware of Adidas CSR activity.

Figure 3 CSR Importance in Adidas
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Figure 3 represents the answers of the respondents regarding their perspective on how important is CSR for Adidas. The segment of following requirements is the highest for the male respondents and respecting the customer is the highest for the female respondents. It can be concluded that there is a discrepancy between the female respondents and male respondents regarding their perspective on CSR and its importance for Adidas. Despite that the highest value that respondents have agreed on is that Adidas main focus is to follow the legal requirements regarding the CSR. 
















Figure 4 Drivers to CSR in Adidas
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Figure 4 illustrates the drivers for CSR implementation and the level o agreement towards the statements. It can be observed that a high segment disagree that Adidas implements CSR activities because of financial and economic drivers, but at the same time 12 respondents agree and strongly agree with the statement. This can suggest that respondents are split in two half believe that Adidas is concerned with CSR activities because of money, and half not. Respondents have strongly agreed and agreed that Adidas is practising CSR in order to comply with regulations on environment which is a positive value. Further that the highest number agree and strongly agree that Adidas is using CSR  to create value within the culture of the organisation. On the cognitive drivers, a high segment has chosen to remain neutral and 9 respondents have agreed on. This means that respondents may not be aware of the reasoning behind selecting CSR activities.






Figure 5 Barriers to CSR in Adidas
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The figure 5 above represents the barriers for CSR in Adidas. In order to analyse one variate at time it can be observed that respondents have only agreed on the lack of knowledge and training as a barrier to CSR  in Adidas. A neutral position have been selected for the barriers on lack of regulatory framework, lack of top management and lack of knowledge and training. Respondents strongly disagreed only on the barriers regarding the lack of financial resources with the biggest segment, and lack of top management and lack of knowledge and training. There are large segments which indicate the disagreement for lack of financial resources and lack of regulatory framework. These results indicate that respondents acknowledge clearly that there is a lack of knowledge and training regarding CSR. It is also indicted that lack of financial problems is not a barrier to CSR in Adidas. This means that employees recognise the financial power of Adidas and its resources.

Chapter 6 Discussions

It is considered that the research objectives have been achieve through the findings of primary data collection through questionnaire and secondary data collection through literature review.
6.1 Understanding CSR and its current implementation in the business environment
CSR is a complex concept that is relatively new and is in continuous development. Through literature review have been critically analysed various approaches to the definition, but it has been emphasised that there is no universally accepted definition and therefore it can present ambiguity. That is in correlation with the findings from primary data with a majority of 63% considering CSR somewhat important and that can be as a consequence of ambiguous knowledge on the concept.
6.2 Identifying the barriers faced by Adidas during the implementation of CSR practices 
Through secondary data research it has been identified that barriers to CSR can relate to lack of top management, lack of financial resources, lack of knowledge and training and lack of regulatory framework. The findings from primary data collection are in corelation with the secondary research as the respondents were able to acknowledge the barriers in relation to the selected company Adidas.
6.3 Understanding the drivers experienced by Adidas CSR 
Through secondary data research it has been identified that drivers to CSR can be financial and economic drivers, cultural drivers, institutional drivers and cognitive drivers. The findings from primary data collection are in corelation with the secondary research as the respondents were able to acknowledge the drivers in relation to the selected company Adidas.
6.4. Recommendations in order to improve the CSR practices 
Based on secondary data research and primary data research, the researcher was able to identify and analyse areas of improvement and formulate recommendations accordingly.







Chapter 7 Conclusion and recommendations

It can be concluded that the employees in Adidas have some knowledge on the CSR concept and that has some levels of important for them. In regards to Adidas CSR activity it has been evaluated that institutional drivers have great importance. Also the respondents consider Adidas to have the required resources to have a complex CSR activity. The same opinion has been enhanced about Adidas position when there was a big disagreement in Adidas having financial constraints to implement CSR. It has also agreed by a high number that lack of knowledge and training is a barrier in Adidas.
The recommendation for Adidas is to ensure employees are made aware of the CSR strategies and this can be realised at the staff meetings, through digital and attractive content to read on, Another important recommendation is to organise training sessions regarding CSR, and that can help with the CSR practices and keep the staff informed and in line with the company objectives.
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Appendix 2

Questionnaire
Corporate Social Responsibility (CSR) questionnaire
*This research is conducted for the Dissertation, for BA (Hons) Business Management 
University of Wales Trinity Saint David- London Campus. This questionnaire is used only for data research and not other purposes. Please answer the following questions*

Part 1 Demographic and status
Select one answer
Question 1. What is your gender?
1. Male
2. Female
3. Prefer not to say.
Question 2. What is your age?
1. 18 -21
2. 22-25
3. 26-30
4. 31-40
5. 41-50 (or more)
Question 3: Position 
1. Manager
2. Assistant manager
3. Cashier
4. Sales assistant

Part 2: Corporate Social Responsibility Notion
Question 4. As a manager or as an employee how important is CSR to you?
1. Not at all important
2. Not so important
3. Somewhat important
4. Very important
5. Extremely important

Question 5. According to your experience and opinion, how important is CSR to your organisation?
1. Not at all important
2. Not so important
3. Somewhat important
4. Very important
5. Extremely important
Question 6. Which CSR activity do you consider to be most important for Adidas?
1. Respecting their employees
2. Respecting the environment
3. Following legal requirements
4. Respecting the customer
5. Having projects for the community

Part 3: CSR drivers in Adidas 
Please choose one answer based on your level of agreement for the following statements
Question 7: Adidas implement CSR activities because of the Financial and economic drivers
1. Strongly agree
2. Agree
3. Neutral 
4. Disagree
5. Strongly disagree 
Question 8: Adidas implement CSR activities to comply with regulations on social and environmental matters. 
1. [bookmark: _Hlk164951905]Strongly agree
2. Agree
3. Neutral 
4. Disagree
5. Strongly disagree
Question 9: Adidas implement CSR activities to create value within the organisation’s culture
1. Strongly agree
2. Agree
3. Neutral 
4. Disagree
5. Strongly disagree 
Question 10: Adidas implement CSR activities as an instrument to interpret systems and make decisions
1. [bookmark: _Hlk164952532]Strongly agree
2. Agree
3. Neutral 
4. Disagree
5. Strongly disagree 

Part 4: CSR Barriers in Adidas 
Please choose one answer based on your level of agreement for the following statements.
Question 11: Do you consider that lack of top management is a barrier to CSR in Adidas.
1. Strongly agree
2.  Agree
3. Neutral 
4. Disagree
5. Strongly disagree 
Question 12: Do you consider that lack of financial resources is a barrier to CSR in Adidas.
1. Strongly agree
2. Agree
3. Neutral 
4. Disagree
5. Strongly disagree 
Question 13: Do you consider that lack of knowledge/training is a barrier to CSR in Adidas.
1. Strongly agree
2. Agree
3. Neutral 
4. Disagree
5. Strongly disagree 
Question 14: Do you consider that lack of regulatory framework is a barrier to CSR in Adidas.
1. Strongly agree
2. Agree
3. Neutral 
4. Disagree
5. Strongly disagree
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