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[bookmark: _Toc171525364]Abstract 
The current study outlines valuable knowledge to make readers aware of the effectiveness of Instagram-based advertising performed by sportswear retail companies. The study thoroughly examines how impactful Instagram-based brand promotion could be in raising customer interest in newly launched sportswear products. With quantitative research, the investigator has examined insights regarding the significance of influencer marketing and celebrity endorsement while performing through Instagram. With the primary data collection method and survey-based questionnaire technique, participants' information is gathered. For data analysis, statistical tests, including frequency, regression, etc., have been conducted. It is evident from the quantitative findings of the study that Instagram-based posting, i.e., discounts, promotions, etc., attracts customers while positively influencing their buying intentions.   
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[bookmark: _Toc171525365]Chapter:1 Introduction             
Businesses nowadays have improved their brand promotional tactics with the implementation of digital branding, which has become the most common. For global product marketing, online promotion has become a convenient and resourceful approach that has elevated the relationship between retail businesses and customers. Consumer marketing through digital platforms brings expediency in competing across global markets (Kwarteng et al., 2021). Social media channels have facilitated retail sector organizations to efficiently communicate with audiences and demonstrate their product knowledge and brand-related information.  

Product marketing through online digital channels, i.e., social media platforms, etc., has positively impacted creating product-related know-how and generating business profitability (Agnihotri et al., 2022). Business sales depend on marketing tactics being adopted by retail companies in terms of delivering product specifications and attaining consumer feedback regarding brand consumption. Retail businesses have been able to grow their revenue with increased sales through online digital marketing. 

Online e-commerce has transformed business productivity and growth margins to boost sales ratios and maintain sustainable relationships with consumers. Instagram has nearly 2 billion active users monthly, which has become convenient for sportswear retail businesses as they grow their products and attract new audiences toward retail brands (Lisa., 2022). Instagram has been a resourceful social media channel for interacting and conveying product-related knowledge among audiences. 

[bookmark: _Toc171525366]Problem statement 
Past research work has been explored majorly on conventional marketing strategies used by retail companies to grow products/brands across global dimensions; however, minimal research work has been conducted on investigating the effectiveness of social media channels being a resourceful medium for retail companies to grow their brands. The current study will address the research problem by examining the efficiency of Instagram tactics used by the sportswear retail industry to expand its business products in global markets. The primary emphasis of this investigation has been to identify how effectively digital promotion through Instagram has become resourceful for sportswear retail enterprises in maintaining sustainable relationships with target audiences. 

[bookmark: _Toc171525367]Purpose of the study  
The significance of conducting research has been to examine the role of Instagram-based advertisements performed by sportswear retailer entities towards their business productivity margin. By identifying the effectiveness of digital media marketing for product growth and how sportswear companies have been able to diversify their businesses while promoting through Instagram as a social media channel. Exploring the contribution of digital advertisement to boosting retail sales margin and generating expected profitability rate has been the primary objective of the investigation. With increased awareness and consumption margin, Instagram has become an essential marketing tool for the sportswear retail industry to create brand information and build long-term relationships with the target audience.    

[bookmark: _Toc171525368]Research questions 
· What role has social media marketing played in bringing effectiveness to sportswear retail companies?
· How effective and resourceful has Instagram-based promotion been for the sportswear retail industry? 
· Rather, has the sportswear retail industry been able to maintain sustainable relationships with a target audience through Instagram-based advertising? 

[bookmark: _Toc171525369]Research hypothesis  
H0: There is no significant relationship between Instagram-based posting and consumers' purchase intentions for the sportswear retail sector. 
H1: There is a significant relationship between Instagram posting and consumers' purchase intentions for the sportswear retail sector.
H0: There is no significant relationship between influencer marketing through Instagram and consumers' purchase intentions in the sportswear retail sector. 
H2: There is a significant relationship between influencer marketing through Instagram and consumers' purchase intentions for the sportswear retail sector.
[bookmark: _Toc171525370]Conceptual framework   
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[bookmark: _Toc171524876]Figure:1 Conceptual Framework
[bookmark: _Toc171525371]Definition of terms 
· Social media marketing: Social media advertisement pertains to constructing brand/product content to promote business products/services to target audiences through online social media channels, i.e., Facebook, Instagram, YouTube, etc. (Pelemo.,2022). 
· Online digital promotion: Marketing activities performed through online digital channels, including social media platforms, termed as online digital promotion, i.e., websites, email, social media, etc. (Kushwaha et al., 2020). 
· Consumer behaviour: To examine how the target audience reacts to the products/services market through promotional channels used by retail enterprises (Proskurnina et al., 2021). 
· Brand reputation: Brand value that retail companies have been able to construct through ethical marketing and by conveying product/service knowledge to audiences through digital communication mediums (Quesenberry and Coolsen., 2023).  
· Customer engagement: To identify consumers' level of involvement towards products/services promoted through online digital marketing channels used by enterprises (Afwa., 2022).   

[bookmark: _Toc171525372]Assumptions and Limitations of Study 
For the current investigation, researchers assume that Instagram-based marketing has been an effective tactic used by the sportswear retail industry in terms of product growth, increase in sales, boosting revenue, maintaining sustainable relationships with a target audience, etc. However, to clarify researchers' assumptions, the investigator would be focusing on a specific research method. Additionally, the research limitations of the study are that the researcher has been using a quantitative research design to address the research problem; however, it emphasizes not to examine through a qualitative approach. Further primary data collection methods are to be used rather than secondary data collection techniques. 

[bookmark: _Toc171525373]Overview 
The section of the introduction has thoroughly outlined the research questions and the purpose of the study that the investigator has been focusing on identifying. The rationale for conducting an investigation on identifying the effectiveness of Instagram-based marketing strategies for the Sportswear retail industry is to identify the role of social media marketing through Instagram. With increased consumer trends toward online purchasing, digital e-commerce marketing has become an efficient mechanism for sportswear retail companies to grow their products and elevate sales margins. Additionally, the introductory section elaborates on the research problem that the investigator would address during the course of an investigation. The introductory section details the topic of the study that will be explored, specifically regarding the selection of the research design.   
[bookmark: _Toc171525374]Chapter:2 Literature review 
[bookmark: _Toc171525375]Introduction      
The section on the literature will thoroughly explore past research articles to identify the role of Instagram-based marketing performed by sportswear retail companies. To inform readers about research findings achieved by academic scholars on the topic, various studies will be discussed, and the topic will be investigated. To identify how much research work has been performed by past researchers on the topic, this section will critically explain the efficiency of social media marketing for retail business growth that has been identified in past studies.   

[bookmark: _Toc171525376]Role of conventional marketing for retail businesses  
In the past, product marketing and service advertisements were executed using traditional advertising tactics. Due to a lack of social media awareness, businesses rely mainly on product marketing through bill-based promotion, word of mouth, TV advertisements, etc. These marketing mechanisms have been widely used by retail sector companies with the aim of convincing the audience to purchase retail products/services offered to the audience. People prefer to purchase retail products based on the corresponding marketing approach being used. By visualizing products on TV or by envisaging them on billboards, consumers become aware of new products (Kawaf and Dekel-Dachs., 2024). To convey product knowledge or brand information, specifications are defined based on the conventional marketing channels being used.     

Due to a lack of technological availability, businesses were dependent on consuming traditional methods to advertise business products to convey brand information to the audience (Shahid., 2023). Though businesses grow and expand their operations while relying mainly on conventional means of promotion, these tactics have been inefficient currently due to the integration of digital applications. The retail sector has evolved with online digital advertisement mechanisms, which could have been possible through social media applications. Traditional means of advertising, in contrast, don't enable sportswear retail businesses to compete effectively with new entrants. Due to a similar product promotional approach, retail companies were facing challenges to retain customers. It becomes an adequate barrier for retail companies to meet customers' expectations. Traditional marketing tactics were used for specific time periods in the past; however, currently, their implications couldn’t be resourceful due to digitalization (Caliskan et al., 2021).   
 
[bookmark: _Toc171525377]Role of digital marketing in retail sector  
Nowadays, compared to the past, it has become more convenient for retail businesses to interact and engage with an audience in a timely manner. To disseminate product knowledge/service information, etc. has become resourceful with digital advertising tactics. A study conducted by Czinkota et al.(2021) concluded that online digital promotion could be efficient and resourceful for sportswear companies to engage and grow audiences. Online digital marketing has become more frequent in the last decade, which has provided ease for sportswear retailers in engaging responsibly with consumers to deliver product knowledge. Advertising through social media sites could be effective due to a higher proportion of participation from the audience (Evans et al.,2021). With an increased ratio of consumer traffic on online digital channels, retail companies have identified online marketing as a resourceful way to engage with audiences.  

Findings by Desbordes and Richelieu. (2020) concluded that multinational sportswear retailers, i.e., Nike, Adidas, etc., have shifted their marketing phase while concentrating on digital marketing channels to engage with the audience. With sustainable brand recognition, these sportswear companies have been able to maintain brand reputation by acknowledging the audience regarding the product line they offer across global markets. People who are fond of sports activities prioritize shopping through online channels to attain the newly launched product market by sportswear retailers.    

Digital marketing platforms have been measured as resourceful mediums for maintaining two-way communication channels in which businesses could responsibly engage with customers. Academic scholars have researched the effectiveness of digital marketing tactics, which could be adequate for sportswear companies to meet customers' expectations (Harju., 2023). Sportswear companies have been able to disseminate product knowledge through online business portals as customers can access companies' online websites to identify product specifications, i.e., color, size, range, etc. To maintain customer satisfaction, visual displays of products have been accompanied across online companies' websites to inform the audience about product collections that retail companies offer among the target audience. 
Additionally, with the availability of customer support teams, clients can resolve their queries by contacting customer support agents regarding product-related complications. Sportswear retail brands have placed their experienced and skilled customer agents to resolve customers' concerns (Yu and Duan., 2021). With real-time feedback, retail companies could acknowledge clients' responses toward products being sold by retail entities. Product innovation and service improvement could be initiated through customer response based on digital marketing tactics.    

[bookmark: _Toc171525378]Effectiveness of social media channels for the sportswear retail industry
Brand promotion has become easier through social media platforms as retail businesses have been focusing on marketing their products by using digital media channels. Social media branding has raised business popularity and becomes a resourceful way for sportswear retail entities to construct a sustainable market reputation (Laukkanen., 2021). Due to higher customer engagement, sportswear retail businesses have emphasized marketing their products through social media channels. Retail companies adopt various social media platforms depending on their convenience and based on the client's response rate that they attain. Social media marketing is interlined with customers' posts, comments, ratings, likes, etc., which provides retail entities with adequate knowledge regarding the consumers' response ratio towards business products they offer globally (Otoo., 2022).   

Famous social media platforms that are majorly used by retail companies to convey product knowledge and to sell their brands include YouTube, Facebook, etc., which have been used to make the audience aware of newly launched products (Vazquez., 2021). It become easier for retail entities to construct brand awareness among audiences through social media channels. Well-recognized sportswear retail companies have been able to construct a sustainable brand image while promoting their products through social media sites. Academic scholars have measured that the customer response rate is comparatively higher on social media channels compared with conventional advertising channels (You and Joshi., 2020). Consumers' purchasing behaviours highly depend on business product ratings and on clients' reviews that they visualize, which enables them to purchase a product of their choice.   

Sportswear companies rely on social media sites to engage with audiences to raise their interest in products. Clients value those retail entities with higher ratings and reviews from consumers. Based on the purchasing rate for the products, customers prioritize purchasing similar brands while visualizing at online retail outlets. A study conducted by Mao. (2021) mentioned that sportswear retailers with a lower extent of reviews and ratings towards their products have a minimal amount of response from the audience, leading to lower brand sales. In-contrast sportswear retail entities with higher customer ratings towards products attract new audiences towards brands it sell across global markets.    

Customers value product ratings and reviews, which assist them in constructing decisions while purchasing brands, specifically from retail entities. Word of mouth has been measured to be a resourceful approach that engages the audience to maintain long-term relationships with retail companies. Findings by Haaksluoto. (2020) mentioned that Instagram has been identified as an effective social media channel that has been used by sportswear retail entities to convey product knowledge. Due to higher customer engagement on Instagram, retail companies have been focusing on marketing their brands to engage and interact with the audience.          

With the increased ratio of using online digital applications through smartphones, people tend to purchase by visualizing products on social media applications. To place orders for specific retail products, resourceful social media platforms are used to engage with customers. Sportswear retail companies have measured Instagram product advertising to be adequate in constructing long-term associations with audiences (Brolin and Spångby., 2020). Additionally, sportswear companies have been utilizing Facebook and YouTube-based advertising to promote their newly launched products. Advertisements posted on these social media sites enable customers to click on posted commercials that enable the audience to visualize the brand market by enterprise. To convince audiences and to positively engage customers, social media branding has become an effective tool for retail companies. 

Customers' purchase intentions are influenced by visualizing their preferred products within advertisements. By envisaging social media ads, consumers get familiar with product specifications offered by enterprises to their audience. Product color, sizes, logos, designs, price, etc., convince customers to purchase brands by visiting companies' online retail outlets (Koskinen., 2022). A study conducted by Zhou et al.(2021) mentioned that storytelling had become a resourceful approach to disseminating product knowledge ethically while advertising through social media channels. Customers can purchase by placing their orders at online websites or by visiting physical locations, i.e., nearby stores, etc. Based on their convenience, brands are purchased; however, the buying decisions of the audience depend on the brand promotional approach implemented by sportswear retail companies.  

Facebook catalogues enable users to tag products they visualize on company posts that enable customers to click by hovering over the products through online retail stores. Facebook advertisement has been the fastest mode of advertising that enables consumers to become aware of business products offered by sportswear retailers. Thence, social media applications have become resourceful for sportswear retail companies to disseminate product knowledge in a timely manner and to engage customers with newly launched products that assist companies in growing their sales and revenue margin (Zhavoronkova., 2021).    

[bookmark: _Toc171525379]Impact of Celebrity endorsement technique on the sportswear retail sector 
Sportswear brands have been valued by famous celebrities as consumers prefer to purchase retail goods when they visualize their well-recognized celebrities within digital advertisements (Hung., 2020). Social media channels are used for celebrity endorsement marketing to convey product information to the audience and to make clients aware of newly launched products. It could be an efficient tactic to involve famous celebrities that people adore most.  
 
People prioritize buying sports brands as they are more convinced and rely on companies' products when they envisage famous celebrities. The rationale for involving celebrities is to construct trustworthy relationships with the audience by disseminating product specifications, characteristics, etc., enabling sportswear retail entities to attract audiences within new regional markets. A study conducted by Manzoor et al.(2020) mentioned that to gain customers' confidence and trust, retail companies promote business products by involving famous celebrities in product marketing tactics.           

To maintain a transparent relationship with the audience, sportswear companies prioritize engaging through celebrity endorsement techniques. To construct brand loyalty, celebrity endorsement could be adequate and would impose long-lasting impressions on customers (OLUTADE., 2020). To diversify products across new markets, celebrity endorsement-based engagement could be resourceful and assist sportswear companies within the market expansion phase.       

To generate higher sales and revenue, it could be resourceful to market products through celebrity endorsement techniques that would enable sportswear retail companies to attain positive consumer responses (Haaksluoto., 2020). Though the celebrity endorsement technique is expensive, it would bring productive outcomes. Product marketing and brand promotion are effective when celebrities are used in product advertisements. Due to their higher popularity among the public, it would be efficient to promote brands while involving celebrities in advertisements. Celebrities have charm, and their way of communication attracts an audience to consider products advertised by an enterprise. Sportswear companies engage sports enthusiasts by including famous sports celebrities who are well-renowned globally and adored by people due to specific sports games (Pourazad et al., 2020).         

People would prefer to purchase specific sports goods when they visualize that a sports celebrity whom they adore has been involved in promoting that product, which would raise customers' interest in purchasing that specific good. Customers don’t bother if a product is higher in price, or rather, they have lower purchasing power (Sundaraja et al., 2021). Their interest and level of affection with specific sports personnel would encourage them to purchase sports products from specific sportswear retail enterprises. Even if customers are not familiar with the enterprise, their marketing strategy will transform new customers into loyal consumers. 

Customers' buying behaviour is highly impacted by the marketing approach being used. The celebrity endorsement technique would be one of the reliable and result-oriented approaches that would construct long-term relationships between sportswear retail companies and customers (Carlson et al.,2020). Younger sports enthusiasts and young age groups that are consistently engaged in healthier activities and exercise, etc., would get inspired when they adore their famous celebrities while visualizing, i.e., T.V advertisements, social media applications, online digital platforms, etc., which would positively influence their purchasing choices and lead to brand loyalty. 

[bookmark: _Toc171525380]Impact of influencer marketing on sportswear retail companies
To boost sales margins and to develop consumer attention to newly launched products, sportswear retail companies prioritize marketing sports goods through influencer marketing tactics that would enable enterprises to effectively engage with their audience (Dolan., 2021). Due to the higher proportion of customers who consume social media channels, it would be preferable to utilize an influencer marketing strategy. Involving those social media influencers with higher followers would provide sustained opportunities for sportswear retail enterprises to effectively promote goods while engaging with sports athletes and enthusiasts. Similarly, celebrity endorsement influencer marketing would be an adequate tactic to convince and attract customers to purchase sports goods in the market of sportswear retail companies (Jäkel., 2020).  

The probability of sales margin could be higher when promoting sports products by involving social media influencers. Similar to famous sports personalities, social media influencers have a huge fan following that would be advantageous for sportswear retail companies to consider those celebrities to promote their products across global markets (Harju., 2023). To elevate fan interaction, retail companies would prioritize community-based engagement through influencer marketing, which would be channeled through well-recognized social media platforms, including Twitter, Instagram, Facebook, Youtube, etc., which would bring positive consumer responses, leading to higher sales margins for the entity. 
 
Social media channels are resourceful for sports athletes as they enable them to improve their brand, including sportswear endorsement, by engaging customers through social media influencers. Customers adore social media influencers and are attracted to athlete-driven content while influencing and boosting sales volume for enterprises (Khan et al., 2022). Additionally, it enables attracting sponsors while restructuring the global fan base while supporting sports leagues and famous teams in well-recognized sports events, i.e., FIFA World Cup, ICC Cricket World Cup, etc. 

Marginal shift to social media applications and using influencer marketing for product promotion enabled brands to engage with their fans and resourcefully interact with people who adore sports products. To increase the number of followers and customers, enterprises should support an influencer marketing approach to responsibly convey product knowledge to the audience. To conduct ethical marketing, it would be adequate to engage with famous social media influencers to gain the interest of a new target audience (Oliveira et al.,2020). To compete in highly diverse markets, it is adequate to perform product marketing through social media influencers that would assist new sportswear retailers in effectively engaging with the audience and attaining higher brand recognition. Additionally, it would enable the expansion of business operations and growth margin across global dimensions.  

[bookmark: _Toc171525381]Theories  
 Consumer behavior 
Engle, Blackwell, and Mansard have presented consumer behavior theory, which prescribes that consumer behavior is an action that people undertake while purchasing goods that they adore (Singh et al., 2023). Additionally, the theory demonstrates that consumers's buying behavior and purchase intentions depend on various factors that motivate them to consider those products. Product marketing tactics are used by the enterprise, advertising channels are utilized, the product is being marketed, etc. These factors have a considerable impact on customers' buying choices, as people tend to purchase goods when they visualize brands that they adore. 

Social media sites have been widely consumed by sportswear retail companies to disseminate product-related information and to convey audience service knowledge (Kapnia., 2022). Consumer’s positive responses are attained based on product marketing tactics implemented by sportswear retail entities. While relating theory with the context of the study, it is evident that consumers' buying choices are impacted by social media marketing tactics used by sportswear retailers. 

To attract an audience and to influence their buying choices, innovative product marketing tactics are utilized, i.e., social media influencers, celebrity endorsement, etc., that positively affect consumers' buying choices (Chan., 2022). Consumers' behavior depends on the extent of the market approach being utilized, as it is necessary to understand how appealing and engaging advertising tactics could have been used by enterprises while promoting existing or new products. 

 Theory of reasoned action
In 1980, Ajzen and Fishbein initiated the theory of reasoned action, which prescribes understanding the relationship between people’s attitudes and their behaviors (Barnett., 2022). The theory emphasizes measuring how individuals would behave based on their behavioral choices. The theory was developed to elaborate on how consumers would engage within buying choices by considering available information regarding products/brands that would contribute to making specific decisions to purchase goods. Customer attitudes could be impacted based on marketing strategies consumed by sportswear retail companies to promote their products across diverse markets (Nooh., 2022). 

Theory mentions that consumers' impulsive buying choices could not necessarily be influenced by factors like, i.e. attitudes and subjective norms; however, they would influenced based on other aspects, including product marketing strategy used by enterprises, etc., which could positively motivate them to purchase goods that they adore mostly. While relating theory with the context of the topic, it is evident that brand promotional strategies consumed by sportswear retail enterprises would influence customers buying choices (Gaurav et al., 2020). Consumers' behaviors towards products would be impacted based on various factors.   

For brand promotion, sportswear companies that utilize digital social media platforms are able to interact with the audience for newly launched products (Doyle et al.,2022). Additionally, consumers buying choices might be positively influenced by celebrity endorsement techniques or influencer marketing tactics. Thence, it is evident from the theory of reasoned action that people’s behaviors and choices depend on different factors. Customers buying behavior is impacted by the marketing approach used by sportswear retail companies.   

 Theory of planned behavior     
In 1991, Icek Ajzen presented a theory of planned behavior, which predicts human behavior and people’s attitudes that shape their behaviors (Ajzen., 2020). Additionally, the theory projected that perceived behavioral control would impact behavioral intentions. While relating theory with the context of the research, it is evident that consumers' perception is based on their behavioral perspectives regarding particular products/services that would influence their buying decisions. Marketing communication mediums play a pivotal role in disseminating product knowledge and brand know-how while influencing customers' behavioral perceptions of brands (Chen and Cheng., 2020). The likelihood of purchasing a product depends on the marketing strategy used to convey and convince the target audience. 

Sportswear retailers, while using social media platforms and other online digital mechanisms, could support engaging and attracting audiences to purchase sportswear. By presenting product specifications, consumers' buying behavior is impacted. Theory projected that customers' behavioral intentions are subject to perceived behavioral control as marketers could positively influence people’s perceived behavior, leading to purchasing decisions to buy sportswear products (Maqula and Katrodia., 2023). Appealing digital marketing strategies, such as influencer marketing, celebrity endorsement, etc., would engage and relate to the audience while affecting their perceived behaviour and impacting customers' intentions to purchase goods.  

With two-way communication, marketers would understand consumers' intentions and their attitudes toward products promoted across global markets (Shams et al., 2020). Acknowledging what customers perceive would enable advertisers and sportswear companies to present those products that consumers prioritize. Identifying customers' behavioral beliefs would enable sportswear enterprises to promote products that consumers demand. Additionally, marketing tactics used by these companies could assist in engaging audiences towards the products they offer.    

The theory of planned behavior prescribes that customers' behavioral engagement is highly dependent on their intentions and behavioral control that would influence their final decisions (Albayati et al., 2023). Whether or not to purchase a product depends on customers' behavioral choices; however, marketing strategies implemented by sportswear companies, a medium used to market brands, promotional content used, etc., would adequately influence consumers' purchasing decisions. 

 Digital marketing theories  
Digital marketing theories assist in understanding consumers' behaviors on online platforms and demonstrate factors that would reach audiences and engage them towards products/services market by the enterprise (Boufim and Barka., 2021). Digital marketing theory sheds light on and demonstrates considerable opportunities for marketers to construct innovative digital advertising tactics to enhance customer engagement with products/services. Firms utilize various digital promotional tactics to make digital promotion more appealing, i.e., content marketing, search engine optimization, etc., which could lead to higher customer interaction while leading to sales growth.  

Digital marketing theories emphasize digital advertising mechanisms that could support retail enterprises in effectively engaging and interacting with the audience. While relating theory with the context of the topic, it is evident that Instagram-based marketing would support sportswear retailers in effectively promoting their products globally. To elevate customer engagement rate, sportswear companies seek innovative digital marketing approaches to convey and convince the audience of products/services (Dees et al., 2022). Attractive content posted on digital promotional channels would demonstrate to customers the specifications of the product and characteristics of brands that would attract an audience to purchase products that they prioritize. 

Digital marketing theories support retail companies in making use of promotional channels, mediums, tools, etc., that they perceive could be resourceful in improving the engagement ratio with customers (Mustaphi., 2020). Sportswear retail marketers who emphasize using social media platforms could be resourceful in engaging the audience. With an increased ratio of social media consumption, it is adequate for sportswear retailers to utilize those social media channels through which they would attain higher responses. 

 Consumer decision-making process 
Consumer decision-making process theory elaborates insights about factors on which customers purchasing decisions are dependent (Riaz et al., 2021). The first stage that consumers perceive is to recognize the effectiveness of the product/service that they visualize in marketing channels. Secondly to gather knowledge about product characteristics, specifications, etc. Thirdly, to evaluate alternative products that could be resourceful and fulfill needs that other products would do. These three are primary pre-purchasing decision-making factors that customers consider.  

Based on these factors, retail entities are able to convince customers to buy goods. With the marketing approach utilized by sportswear retail companies, customers are communicated with the information they need about products (Aeni., 2021). Though the final decision to purchase goods depends on consumers' own perceived intentions, factors that impact their decisions include the source of information that they receive from companies. 

By collecting product information through varied marketing channels and digital promotional mediums, customers are adequately able to make purchasing decisions. The fourth phase in the consumer decision-making process is the actual purchasing decision undertaken by customers based on product knowledge they receive from marketers (Lăzăroiu et al.,2020). A positive buying attitude while purchasing a product depends on information availability and how responsibly customers react to the information they receive.   

While relating theory with the context of the topic, it is evident that consumers' decision-making process relies on major factors that influence their purchasing behavior. Product marketing strategies utilized by sportswear retailers, i.e., Instagram, etc., impact their buying choices. With accurate and authentic information, consumers are positively attracted to purchasing retail goods they value majorly (Garg et al.,2023). 

By visualizing products across digital marketing channels, consumers become aware of newly launched brands that motivate customers to buy goods they adore. Thence, posting advertisements on Instagram and other social media platforms would emotionally connect the audience with retail products while impacting their purchasing behavior. Marketers nowadays understand that these stages are involved in consumers' decision-making phases and potentially influence their behaviors (Sharma, 2021). Purchasing decisions are largely dependent on how customers perceive marketing strategies utilized by sportswear retail companies and the approach used by enterprises to convince customers. 

 Chaffey theory
Chaffey proposed a theory in 2012 that demonstrates insights about factors that contribute to improving customers' level of interaction with retail enterprises (Chaffey and Smith., 2022). Theory prescribes social media marketing as an information way of advertising that enables retail companies to engage and interact with customers adequately. The theory demonstrates that retail companies utilize social media channels to inspire customers while influencing their purchasing behavior. By displaying products/services, consumers are acknowledged with the global product enterprise market. Customer loyalty is dependent on the brand promotional approach utilized by sportswear retail companies. Chaffey's theory demonstrates that in order to construct a long-term relationship with the audience, social media marketing channels perform a crucial role in attracting customers to the products they promote (Jami et al., 2021). 

Social media channels have become convenient and resourceful in maintaining trustworthy relationships with audiences. Social media platforms have been utilized to maintain real-time interaction with customers while influencing them to purchase retail goods (Wibowo et al., 2020). Social media platforms have increased the extent of communication between sportswear retail entities and customers, leading to higher sales and revenue margins for sportswear retailers. 
[bookmark: _Toc171525382]Chapter:3 Methodology 
[bookmark: _Toc171525383]Introduction 
The section on research methodology would inform readers about the research strategy that the investigator has considered to explore the objectives of the study. Additionally, it enables researchers to adopt specific research directions while investigating a research problem. Further, it provides an overview of the data collection technique used by the investigator and data collection instrument for examining the topic. In addition, the data analysis technique used to evaluate collected data would be acknowledged during the research study (Popenoe et al., 2021). Further, it describes research limitations and, specifically, the research mechanism executed by an investigator. 

[bookmark: _Toc171525384]Research questions  
· What role has social media marketing played in bringing effectiveness to sportswear retail companies?
· How effective and resourceful has Instagram-based promotion been for the sportswear retail industry? 
· Rather, has the sportswear retail industry been able to maintain sustainable relationships with a target audience through Instagram-based advertising? 

[bookmark: _Toc171525385]Research design and procedures 
Research design prescribes the research strategy utilized while exploring research questions defined in the research (Haydam and Steenkamp., 2020). With a selection of research design, the investigator acknowledges readers about the overall approach that they have implemented while investigating a particular research topic. Research design is categorized into two main designs: quantitative and qualitative. Research procedure, on the other hand, demonstrates the research direction used by the investigator while exploring the research problem. The research procedure is categorized into deductive and inductive (Islam et al., 2022). 

[bookmark: _Hlk170921591][bookmark: _Toc171525386]Qualitative research design 
Qualitative research design prescribes the usage of words, definitions, descriptions, elaborations, etc., while exploring particular wonder. Qualitative studies avoid the utilization of numeric interpretation, statistical representation, and factual data as more emphasis has been placed on performing a thorough set of evaluations to examine the research problem. Qualitative research design enables the investigator to explore detailed knowledge and conduct a thorough investigation to gain insights about a topic that would presented to readers of the study (Tomaszewski et al., 2020).   

Qualitative investigations are performed by researchers by considering past social theories and by extracting the quality amount of information by considering relevant research studies pertaining to the topic that the researcher is interested in investigating (Savin-Baden and Major., 2023). Based on related research articles, researchers are able to gather valuable knowledge that they consider to be involved in research studies. 

Qualitative research enables researchers to gather both primary and secondary information to attain valuable results for the research. With interviews, secondary sources, etc., qualitative data is gathered, which enables an investigator to present rigorous knowledge during the course of the investigation (Cheong et al., 2023). Qualitative studies enable investigators to measure in-depth information that assists the researcher in addressing the research problem being defined in the study. 

[bookmark: _Toc171525387]Quantitative research design  
Quantitative research, on the other hand, is based on a concept different from qualitative research as it is more focused on gathering numeric data and factual knowledge within the research study. By presenting statistical knowledge, readers become aware of what the researcher is able to find out in the investigation (Pesämaa et al., 2021). Quantitative research studies avoid using words, definitions, theories, etc.; however, despite elaborating concepts, researchers are interested in presenting quantified data. Formation through numbers, stats, mathematical calculations, etc., assists the researcher in presenting quantified data within the research study. 

Quantitative design could be categorized into descriptive, correlation, causal/experimental studies, etc. (Haslam et al., 2024). Descriptive statistics provides know-how about quantitative information while acknowledging participants' demographic characteristics, etc., and it presents an end result regarding how respondents have responded based on their understanding.  

Additionally, with correlation, the researcher investigator's interest is to measure the relationship between variables of the study while predicting correlation among independent and dependent variables through statistical data (Mohajan., 2020). Conducting correlation research requires the researcher to be interested in gathering quantitative data, which is statistically evaluated and assists the researcher in predicting the relationship between variables of the study while assisting the investigator in further validate the hypothesis statement presented in the study. 

Further cause and effect research is one type of quantitative investigation that is similar to correlational studies in which investigators are focused on measuring the cause and effect of the relationship among variables of the study (Taherdoost., 2022). In this research, the investigator examines which variable is causing impact and which other variable is getting impacted. Additionally, experimental studies are quantitative in nature and are performed by controlling each variable except one to determine how much independent variables have been affecting the dependent variable of the research. 

Quantitative studies produce results that are different from those of qualitative investigation, as factual representation, statistical demonstration, and graphical illustrations are associated with quantitative research studies (Scharrer and Ramasubramanian, 2021). Quantitative investigations are associated with the usage of social theory, which is used to construct hypothesis statements. To predict the relationship between variables, the hypothesis statement is evaluated through statistical tests. While performing quantitative research, the investigator utilizes various statistical tests to examine the relationship between variables that assist the investigator in determining the extent of correlation among considered research variables. Based on the statistical results, each hypothesis statement is further accepted or rejected, which enables the prediction of the validity of the theory (Rubin and Donkin, 2022).

[bookmark: _Toc171525388]Justification of quantitative research design
For the current study, the researcher has used a quantitative research design to measure the effectiveness of the Instagram marketing approach utilized by sportswear retail entities. The rationale for considering quantitative research design is to measure the extent of the impact that social media channels, specifically Instagram, etc., have imposed in conveying product knowledge and in positively attracting customers to buy sportswear retail goods that consumers perceive majorly.  

[bookmark: _Toc171525389]Inductive research approach 
The investigator uses the inductive research approach to examine insights about the research topic by conducting research from the initial phase (Vears and Gillam, 2022). Investigating from the starting or ground level enables a researcher to broadly inspect the research problem identified in the research. Inductive reasoning enables the investigator to engage with the real world to observe and gather valuable knowledge that would assist in exploring the research topic.  

The inductive research approach is considered by the investigator when minimal or no past knowledge is available for the researcher while exploring the objectives of the research. The inductive approach directs researchers to gather data for study through appropriate data collection techniques that they perceive mostly (O’Kane et al., 2021). Based on their own convenience, researchers perform an investigation that assists in generating social theory in the end result. In qualitative studies, researchers perform inductive phased reasoning that assists in understanding novel ideas based on research findings.  
 
[bookmark: _Toc171525390]Deductive research approach 
The deductive approach, on the other hand, enables researchers to consider past social theories to generate hypothesis statements. Deductive reasoning enables the investigator to select a relevant theory which is associated with the topic. By considering past social theories, researchers generate variables during the course of the investigation. Further, it enables the investigator to develop hypothesis statements that could be used to predict the extent of correlation among variables considered for the investigation (Casula et al., 2021). 

[bookmark: _Toc171525391]Justification of Deductive Approach
The deductive research approach is best for studying the impact Instagram marketing strategies on sportswear retail companies, because brand loyalty and social media marketing theory provided hypotheses like "Increased Instagram marketing bring effectiveness to sportswear retail companies". Deduction allowed for a specific study design as the researchers tested hypotheses about how Instagram marketing influenced brand awareness and effectiveness based on recognised theoretical frameworks, boosting reliability and validity. The logical technique allowed objective measurement and analysis, which aligned with the quantitative study as the statistical methods tested hypotheses and produced reproducible results thus sportswear retailers could apply the findings to several markets and demographics (Sergey Grinchenko and Shchapova, 2020). Collectively the influence of Instagram marketing on sportswear retailers was examined utilising a deductive research approach to test hypotheses with theoretical and methodological rigour.

[bookmark: _Toc171525392]Population and sample
All potential and present sportswear retail Instagram consumers are included in the population of the current study and this diversified population interacted with sportswear material on Instagram (Faelens et al., 2021). Additionally due to practical restrictions the study utilised convenience sampling to sample 50 people as convenience sampling is ideal for exploratory research with little resources since it selected individuals who are available and willing (Robert Wall Emerson, 2021). 

[bookmark: _Toc171525393]Justification for Convenience Sampling
This strategy is justified because it rapidly and efficiently collected data, which is necessary for assessing Instagram marketing campaigns thus convenience sampling is excellent for early research when the primary purpose is to discover trends and patterns rather than making broad generalisations, but it would introduce bias and restrict generalizability of the findings. On the other hand given the requirement to acquire relevant data within a reasonable scope and timeline, this study adopted convenience sampling to develop the foundation for future and more comprehensive research with bigger and more representative samples (Stratton, 2021).

[bookmark: _Toc171525394]Instrumentation
The study adopted a close-ended questionnaire as an effective instrumentation choice for survey-based data collection as the close-ended questions simplify and standardise data analysis hence this strategy standardised replies, minimising ambiguity and simplifying quantification with comparison (Velmurugan et al., 2021). A close-ended questionnaire allowed researchers to focus on specific factors and assess participants' thoughts and behaviours, making it ideal for this study on Instagram marketing methods in athletic retail. This method reduced open-ended answer subjectivity, improving data dependability while Close-ended questions provided fast data gathering on engagement rates, brand impression and purchase behaviour for the study's marketing strategy evaluation (Aithal and S, 2020). Collectively this instrumentation facilitated convenience sampling by allowing participants to respond quickly and easily, enhancing participation thus the close-ended questionnaire is a practical and effective way to collect targeted, quantitative data for this inquiry.

[bookmark: _Toc171525395]Data analysis procedures
SPSS was used to examine data and perform descriptive and correlational analyses to evaluate Instagram marketing techniques in sportswear retail as the SPSS provided simple summaries of central tendency (mean), dispersion (standard deviation) and frequency distributions to help understand sample characteristics with measurement consistency. These metrics assist discover patterns and trends in the dataset which ensure data dependability and validity while the SPSS's advanced functions provided correlational analysis, allowing researchers to determine the relationship between variables like engagement rates and purchase behaviour (Roni and Djajadikerta, 2021). In this manner the study utilised SPSS to provide comprehensive, data-driven insights regarding efficacy of Instagram marketing techniques, benefiting sportswear retailers.

[bookmark: _Toc171525396]Limitations   
The methodology of this study possessed certain limitations as primarily convenience sampling is fast and efficient but it would not truly represent sportswear retail customers while the close-ended survey questions restricted generalizability outside the group questioned and generated response bias, as people offer socially preferred answers instead of their true ideas or actions, skewing data analysis results. Additionally the sample size of 60 clients lacked statistical power to evaluate complex Instagram marketing and retailers’ development link while the linear regression explained correlations between variables but implied linearity and simplified social media-influenced customer behaviour (Rahman, 2020).

[bookmark: _Toc171525397]Summary       
The chapter of methodology affirmed that this positivist study tested hypotheses regarding Instagram marketing and sportswear retail brand loyalty using logical reasoning while a close-ended questionnaire promoted survey-based data collection and quantitative analysis. Additionally the data analysis with SPSS software allowed descriptive and correlational studies to reveal patterns and correlations however the approach acquired certain limitations, such as sample representativeness and response bias, despite its virtues. The deductive methodology and SPSS offer scientific rigour and repeatable findings for sportswear merchants' strategic planning therefore the informed consent and data confidentiality are crucial to the study's credibility while the future research with bigger, more representative samples build on the technique.
[bookmark: _Toc171525398]Chapter:4 results    
[bookmark: _Toc171525399]Introduction 
The current study will focus on identifying the effectiveness of Instagram-based promotion executed by sportswear retail companies to positively attract customers to their brands. To determine the resourcefulness of Instagram-based marketing, researchers have been emphasizing conducting a quantitative investigation to gather valuable insights pertaining to the topic. To generate quantitative results, a researcher gathered primary data from 50 respondents who are frequent users of Instagram to understand the impact of Instagram-based marketing on their purchasing behavior towards buying sportswear products. For data analysis, SPSS software would be used to quantitatively analyze participants' responses attained through a survey-based technique. By conducting various statistical tests, readers would be informed about the effectiveness of Instagram-based advertising. 
[bookmark: _Toc171525400]Data analysis  
[bookmark: _Toc171525401]Frequency Test
A frequency test is used to measure participants' occurrence of responses in response to survey questions being asked. The illustration below is an overview of the frequency-based analysis conducted to measure participants' response rates. 

[bookmark: _Toc171524862]Table:1 Frequency Test
[image: ]
When asked about the resourcefulness of Instagram stories being posted by sportswear retail companies towards raising customers' interest that would lead to their purchasing behavior while positively influencing higher sales margins for sportswear entities, 20 participants agreed with 16 strongly agreed, showing that currently, social media users have a higher trend to visualize products displayed across Instagram stories. It potentially attracts customers while making them aware of newly launched sportswear brands initiated by sportswear companies.  

Innovative content posting, engaging stories uploaded on Instagram, etc., by retail sportswear companies attract customers as their engagement ratio becomes higher, which leads to higher customer involvement and generates higher sales for sports brands. Social media users nowadays prioritize gaining brand knowledge by engaging with Instagram stories, which assist retail brands in effectively measuring customer polling rates that enable them to identify consumers' responses towards sportswear brands promoted through Instagram.  

[bookmark: _Toc171524863]Table:2 Frequency Test
[image: ]
When asked about the effectiveness of targeted ads posted on Instagram by sportswear companies leading to higher customer engagement, 25 participants agreed with 7 strongly agreed, showing that promoting sports brands specifically to audiences who are sports enthusiasts and fitness freaks would be adequate that would enable companies to effectively promote their brands across global markets. Measuring customers' preferences and interests would enable sportswear retail companies to effectively engage with the audience by effectively placing their brands, which would lead to generating higher sales margins. Famous sportswear retailers gather customers' information by tracking their priorities, which assists digital marketers in effectively engaging with the audience through targeted ads.  

It is obvious that promoting sportswear goods to customers who have minimal interest in utilizing sports products or those groups of the audience who don’t prioritize engaging in sports activities would lead to a decline in sales rate; however, targeted advertisement-based strategy determined to be resourceful for sportswear companies in generating sales and in boosting revenue margin. Demographic-based marketing supports sportswear companies in effectively placing their brands while specifically targeting those audiences who have an interest in purchasing sports goods. 

[bookmark: _Toc171524864]Table:3 Frequency Test
[image: ]
When asked about the effectiveness of Instagram-based advertisements through engaged posting tactics used by sportswear companies, leading to increasing customers' interest in buying sportswear goods, 25 participants agreed, and 11 participants strongly agreed. It denotes that Instagram-based promotion would be effective in engaging customers while raising their interest in sports goods. To inform social media users in a timely manner regarding brand specifications marketing through Instagram by posting advertisements would be a resourceful approach that could assist in generating higher sales rates.  

Sports enthusiasts and health-conscious people would get engaged with trendier sports brands that are promoted through Instagram posts. Spending on Instagram posts would make customers aware of newly launched sports brands. Instagram posting would acknowledge the audience while enabling customers to inform their associates with a word-of-mouth strategy. Well-recognized sports brands, i.e., Nike, Adidas, etc., effectively engage with the audience through Instagram-based posting while making social media users aware of new brand promotional strategies initiated to support newly launched brands.  

[bookmark: _Toc171524865]Table:4 Frequency Test
[image: ]
When asked whether customer-centered advertisement could be executed by using Instagram as a brand promotional channel by sports-wear retail companies, 19 participants agreed, and 15 strongly agreed, demonstrating that to engage the audience, it would be efficient to engage customers by considering consumers' preferences. Promoting sports brands that consumers adore would be effective in raising their interest and attitude, leading to elevating sales margins for specific brands.    

To effectively engage an audience and raise their buying intentions, customer-centric promotion would be adequate. Sportswear brands would effectively promote their products while considering a customer-centered approach to engage with the audience as the ratio of Instagram users is higher, which would assist sportswear companies in efficiently advertising through Instagram and would enable them to raise sales margins.   
 
[bookmark: _Toc171524866]Table:5 Frequency Test
[image: ]
When asked about consumers' interest in sportswear brands with higher ratings on the Instagram platform, 18 participants agreed, and 15 strongly agreed, which demonstrates that product rating demonstrates how effectively the brand has been consumed by customers. Brand ratings placed by Instagram users define how likely products are valued by social media users. Brand rating describes the extent to which consumers use those sportswear brands.       

Instagram, one of the most used social media applications, is considered by sportswear companies to promote their new sports brands. A higher product rating describes the authenticity and sustainable reputation of the brand while representing how much people adore utilizing these ports brands. Customers' buying intentions are positively influenced by the higher product ratings that they visualize on Instagram. 

[bookmark: _Toc171524867]Table:6 Frequency Test
[image: ]
When asked about the effectiveness of influencer marketing strategy in promoting sportswear retail brands, 21 participants agreed, with 14 participants strongly agreed, which showcases that brand influencer promotion could be valuable for sportswear companies to responsibly engage with customers. Involving social media influencers with a higher following would be adequate to promote new sportswear brands to the audience. People prioritize getting product knowledge when they identify that social media influencers have contributed to mentioning specifications and characteristics of brands that positively impact customers' purchasing behavior.  

Brand influencers have the capabilities and tactics to effectively engage with customers while transparently demonstrating them with product know-how. Based on consumers' responses, it is evident that there exists a higher probability of brand selling through Instagram-based marketing. 
[bookmark: _Toc171524868]Table:7 Frequency Test 
[image: ]
When asked about the resourcefulness of celebrity endorsement techniques while considering product promotion through an Instagram channel to raise customer engagement margins, 19 participants agreed, with 12 strongly agreeing that involving famous sports celebrities would raise customers' interest in purchasing new sports brands. Well-recognized sportswear brands, including Nike, Adidas, etc., consider involving famous sports celebrities with the aim of engaging customers with brand promotional tactics. Customers value brand marketing performed by sports celebrities as the sales margin would be higher for those sports brands that are promoted through celebrity endorsement techniques.   

[bookmark: _Toc171524869]Table:8 Frequency Test
[image: ]
When asked about the effectiveness of customer reviews and feedback posted on Instagram in raising the sales ratio for sportswear companies, 21 participants agreed with 15 participants strongly agreed, which indicates that positive customer responses on companies' posts while marketing newly launched sports goods describe that customers would consider purchasing those products. This indicates that the product sales ratio is higher for sports brands, for which consumers have higher reviews. Customers' reviews indicate their product usage experience while demonstrating how much consumers are familiar with brands promoted through Instagram.



[bookmark: _Toc171524870]Table:9 Frequency Test
[image: ]
When asked about the effectiveness of discount-based promotion performed through Instagram as a resourceful tactic to engage the audience towards sports-wear brands, 22 participants agreed, with 17 respondents strongly agreed, which describes that consumers are attracted to products that are available within lower price margins. Consumers are majorly attracted to discount and premium offers advertised by sportswear retail companies through Instagram. Discount offers majorly involve customers while positively motivating them to purchase goods that could be availed within discount sales prices.  

[bookmark: _Toc171524871]Table:10 Frequency Test
[image: ]
When asked about the role of ethical and transparent product marketing through Instagram could be an adequate approach to convincing customers while maintaining their brand loyalty towards products, 19 participants agreed with 17 participants strongly agreed, which demonstrates that customers trust sportswear companies that emphasize consider transparent marketing approach to persuade customers to buy those sports goods. Instagram could be used as a resourceful, ethical promotional channel through which sportswear retail firms can promote sustainable products. 

[bookmark: _Toc171525402]Regression test 
To measure the extent of the relationship between the independent and dependent variables of the study, a regression test is conducted within a quantitative evaluation.

[bookmark: _Toc171524872]Table:11 Model Summary 
[image: ]
Model summary within the regression table is used to measure the strength of the relationship between each independent and dependent variable of the research. Further, it is used to predict linearity between variables. The value of R in the above table indicates a correlation among predicted values for independent and dependent variables of the study. The value of R in the model summary is used to measure the strength of the relationship among variables. The calculated value of R, which has been illustrated in the table, is 0.882, which denotes linearity between the relationship of independent and dependent variables. 


[bookmark: _Toc171524873]Table:12 ANOVA test
[image: ]
Anova test is used to examine the extent of correlation among each of the independent variables corresponding to the dependent variable of the research. The value of significance needs to be lower than 0.05 as the measured value illustrated in the table is 0.00, which is lower than the threshold value of alpha, indicating that there exists enough evidence to reject the null hypothesis statement. Additionally, the value of F in the ANOVA table demonstrates a difference within mean values as the measured value shown in the table is 82.05, which represents that there exists enough evidence to reject the null hypothesis statement. 

[bookmark: _Toc171524874]Table:13 Coefficient test
[image: ]
The table of coefficients predicts the tendency of the relationship between variables of the study as values predicted within the table of coefficients demonstrate the extent of magnitude and direction between variables of the study. Values of significance, as illustrated in the table of coefficients, predict relationships between independent and dependent variables of the study. For the independent variable, i.e., Instagram-based posting, etc., the measured value of significance is 0.008, which is lower than the threshold value of alpha = 0.05, etc., indicating that there exists enough evidence to reject the null hypothesis statement. In addition, for the independent variable, i.e., influencer marketing, the calculated value of significance is 0.00, which is lower than a threshold value of p, showing that there exists enough evidence to reject the null hypothesis statement.   

[bookmark: _Toc171525403]Summary 
The section on quantitative results illustrates the data analysis section, which has been executed based on survey responses obtained from participants of the study. To understand the effectiveness of Instagram-based marketing as a pivotal strategy in convincing and raising customers' interest in sportswear brands implemented by sportswear companies, various statistical tests have been conducted using SPSS. With frequency test and regression analysis, the investigator has been able to present participants' responses to measure the relationship between independent and dependent variables of the research. 
[bookmark: _Toc171525404]Chapter:5 Summary, Conclusions, and Recommendations 
[bookmark: _Toc171525405]Introduction
This section will thoroughly represent an overview of quantitative results to inform readers about the resourcefulness of Instagram-based advertisement strategies used by sportswear retail companies. This chapter would entail overall research findings while proposing possible recommendations to future researchers of the study. Based on the results generated and the analysis conducted, a summary will be presented in the next sub-section of the chapter. 

[bookmark: _Toc171525406]Summary of the Results 
Based on the quantitative results of the study, it becomes adequate to understand that Instagram-based stories posted by sportswear retail companies positively engage consumers to purchase sports brands, which leads to an increase in sales margin for retail products. Targeted-based advertisements posted on Instagram would be resourceful in engaging consumers towards sportswear brands. Sportswear retail companies could perform customer-centric marketing through Instagram, which assists sportswear companies to effectively interact with new and existing customers. 

It is evident from the quantitative findings of the study that higher product ratings and reviews from Instagram users describe the effectiveness of product consumption margin. The brand usage ratio is higher for sportswear retail goods that have positive customer ratings and reviews. Additionally, discount-based promotion is a resourceful strategy for start-up sportswear businesses. 

Based on results obtained through regression analysis, the extent of correlation between independent and dependent variables has been measured. The measured values of significance calculated for each independent variable indicate the extent of correlation. The calculated value of significance for independent variables, i.e., Instagram-based posting, etc., is 0.008, which is lower than the threshold value, which indicates that there exists enough evidence to reject the null hypothesis. Thence, it shows that there exists a significant positive correlation between Instagram-based posting and customers' purchase intentions for the sportswear retail sector. It denotes that hypothesis statement no:1 is accepted.  

Additionally, the measured value of significance for the independent variable, i.e., influencer marketing, etc., is 0.00, which is lower than the alpha value, demonstrating that there exists enough evidence to reject the null hypothesis statement. This indicates that there exists a significant positive correlation between influencer marketing through Instagram and customers' purchase intentions in the sportswear retail sector. It denotes that hypothesis statement no:2 is accepted. 
[bookmark: _Toc171524875]Table:14 Hypothesis acceptance region
	Hypothesis
	Statement
	Accepted/rejected

	H1
	There is a significant relationship between Instagram posting and consumers' purchase intentions for the sportswear retail sector.

	Accepted 

	H2
	There is a significant relationship between influencer marketing through Instagram and consumers' purchase intentions in the sportswear retail sector.
	Accepted 



[bookmark: _Toc171525407]Conclusion 
The current study has examined valuable insights regarding the effectiveness of Instagram-based marketing tactics used by the sportswear retail industry in maintaining trustworthy relationships with the audience. The investigator has examined research objectives by using quantitative research design to examine how Instagram-based product promotion could raise customer interest, leading to their engagement towards brands. To measure how resourceful it could be to post stories on Instagram, it would enhance users' intentions, leading to their buying behaviors. 

[bookmark: _GoBack]The investigator considered primary data collection techniques to gather participants' responses to the study. A sample size of 50 participants, who are Instagram users, is involved as research participants to gather their responses. For primary data, a collection closed-ended questionnaire survey approach has been used to obtain participants' responses for the research. For quantitative data analysis, SPSS is used to predict the relationship between the study variables. By conducting frequency and regression analysis, the investigator has been able to measure participants' responses within the study.  

It is evident from participants' responses that Instagram users are attracted to sports brands with higher ratings and reviews. Additionally, celebrity endorsement techniques and influencer marketing have been measured to be efficient for the sportswear retail industry to effectively promote newly launched sportswear goods to social media consumers. Customers trust brand promotional advertisements in which well-recognized sports celebrities and famous social media influencers are involved. 

Sportswear retail companies have been engaging Instagram influencers to ethically promote their brands. For transparent product marketing and to construct long-term trustworthy relationships with customers, an influencer marketing strategy would be efficient for sportswear companies. 

Thence, based on quantitative results and discussion, it is evident that Instagram-based posting and influencer marketing performed through Instagram would lead to higher customer engagement for sportswear brands. Well-recognized sportswear companies, including Adidas, Nike, etc., have been focusing on promoting their newly launched sportswear products while advertising through the Instagram platform. 
[bookmark: _Toc171525408]Recommendations  
· Start-up sportswear retail companies should invest in Instagram-based promotion to raise product awareness and engage customers with their brands. 
· With spending on big data techniques, sportswear retail companies would be able to identify customers' buying choices while measuring past sales trends. By accessing customer data through Instagram, sportswear retailers can identify customers' interest in sports brands.  
· To attract, i.e., sports enthusiasts, fitness freaks, health-conscious consumers, etc., promotional offers posted through Instagram would attract customers to newly launched sportswear goods while raising sales margins for sportswear companies. 
· With investment in digital training, sales personnel and employees working in marketing teams would be demonstrated regarding digital promotional tactics to execute through Instagram to enhance customers' interest in sportswear brands. 
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[bookmark: _Toc171525410]Appendix               
[bookmark: _Toc171525411]Questionnaire  
[bookmark: _Hlk171515755]Independent variable: Instagram-based posting 
1. Rather, could publishing Instagram stories promote sportswear retail brands, leading to higher sales margins for sportswear retail companies?
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree

2. Do targeted ads-based marketing through Instagram assist the sportswear industry to engage with new customers?
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree

3. Rather, Instagram-based posting would raise customers' interest in purchasing sportswear goods promoted by sportswear companies?
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree

4. Can customer-centric marketing be performed by using Instagram as a social media channel for sportswear retail companies? 
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree

5. Do customers get attracted to sportswear brands with higher ratings on Instagram? 
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree

Indepenent varaible: Influencer marketing 
6. Rather, influencer marketing is an adequate digital promotional tactic that would support sportswear companies in engaging with the audience. 
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree

7. Does celebrity endorsement while utilizing Instagram as a resourceful social media channel raise customer involvement rate?
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree

Dependent variable: Consumers purchase intentions  
8. Do sportswear companies with positive customer reviews on Instagram are able to increase sales margin for their newly launched products?
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree

9. Rather, would discount-based promotion through Instagram attract customers toward start-up sportswear companies?    
· Strongly agree
· Agree
· Neutral    
· Disagree
· Strongly disagree

10.  Rather, ethical and transparent marketing through Instagram would support sportswear companies in gaining customers' trust and loyalty?   
· Strongly agree  
· Agree
· Neutral
· Disagree
· Strongly disagree
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Cumulative
Frequency | Percent | Valid Percent | _Percent
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Cumulative
Frequency | Percent | Valid Percent | _Percent

Valid Agree 2 420 420 420
Disagree 3 60 60 480
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Cumulative
Frequency | Percent | Valid Percent | _Percent

Valid Agree 19 380 380 380
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Cumulative
Frequency | Percent | Valid Percent | _Percent
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Disagree 4 80 80 500
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strongly agree 15 300 300 940
Strongly disagree 3 60 60 1000
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Cumulative
Frequency | Percent | Valid Percent | _Percent
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Disagree 1 20 20 460
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Strongly disagree 2 40 40 1000
Total 50| 1000 1000
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Cumulative
Frequency | Percent | Valid Percent | _Percent
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Strongly disagree 3 60 60 1000
Total 50| 1000 1000
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Cumulative
Frequency | Percent | Valid Percent | _Percent
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Strongly disagree 4 80 80 1000
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