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This thesis studies sustainability marketing in the sport industry. The purpose is
to describe the role of sustainability in marketing in sport, when we are taking
account their sustainability marketing and then how do they communicate it
otherwise in the sense of marketing. In addition, this study aims to identify the
key marketing tools and concepts to communicate about sustainability and how
it has changed during last years. The theoretical background gives strong
overview to the sustainability marketing in general, which is possible to
implement to sport industry, sporting goods industry. In general, there are
significant differences between the case companies in many ways, but
especially how do they communicate with their customers. Patagonia has been
described as an activist, they have been running their clothing repair program
internationally, it is not only about the act that you can send your old jacket to
them and they will repair it. It is about the spirit, that you should think twice
before you throw something away and buy new one, because you might be able
to repair it. Adidas activate people to run for the oceans, collect plastic waste
and give them new life in clothing and shoes, marketing is based on the mixture
of high performance and holistic approach. Results indicates that companies are
marketing in social media their sustainable efforts with informative storytelling,
but sustainability reports have strongly more information than they

communicate in social media.
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tarinnankerronnalla, mutta huomattavasti suppeammin kuin raportoinnissa.
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INTRODUCTION

In sporting goods there is more and more labeling like recycled, eco-friendly,
vegan, Fairtrade or nowadays more commonly label of PVC-free. Then there is
more and more information regarding sustainability, but how does the consumer
know, which sport brands are sustainable and how? If the companies are
reporting about their sustainability, but at the same time the discussion about
greenwashing can make consumer to think that companies are able to
manipulate their reports. Do the companies communicate in their social media
about the content of report or do they hide it to the reports and seek more likes
in social media with more commercial content? Social media usage is one of
the most popular online activities, in 2019 over 3.4 billion people were using
social media worldwide, a number projected to increase to almost 4.41 billion
in 2025 (Statista 2021a). Sport is commonly based on high performance, where
winning is the target, but does the sport companies then care more holistic
approach and how the most transparent companies from fashion industry

communicate their sustainability transparently.

1.1 Background

As exploring the sustainability marketing in sport business is really interesting
and especially from the perspective of sporting goods industry, because
sustainability as a phenomenon can be seen really holistic approach and sport
can be related to high performance and goal-orientation. In addition,
sustainability in the field of marketing has been studied though different
perspectives, but it’s interesting that in spite of the growing attention to
sustainability in the literature, there is only little empirical research regarding to
sustainability marketing in sporting goods industry. There has been published

studies regarding sustainability marketing in sport industry, but not based on the



sporting goods (Trail and McCullough 2020; Trail and McCullough 2017,
Mallen, Cheryl & Chard, Chris & Sime, Iain. 2013; McCullough, B. P. 2013;
Mallen, Stevens, Adams, and McRoberts, 2010, Meenaghan and O'Sullivan
1999). It is common that some authors consider only environmental or green
issues and others observe social issues, although sustainability includes all of
three dimensions environmental, social, economical. There are plenty of
previous studies, which are evaluated and analyzed the green or environmental
marketing strategies, but still not focused on sporting goods (Polonsky 1995,
Aragon-Correa 1998, Buysse and Verbeke 2003, Camino 2007, Fraj- Andrés
2008).

Mallen, Stevens and Adams (2011) applied a content analysis approach by
reviewing 4,639 peer-reviewed articles published in 21 different sport- related
journals. Journals included in the disciplines of sport management, sport
marketing, sport tourism, and sport sociology, as a result still little was known
about leaders of the sport- ES (environmental sustainability) movement, ES
Strategies in sport organizations or the meaning of environmental sustainability
for the sporting goods. The most common unit of analysis were sporting events
and environmental initiatives/programmes, in addition the review argues that
despite some progress, literature field related to environmental sustainability in

sport is still at a relatively early stage of development.

Today business is facing globally resource-constrained, interconnected, and
transparent world, to rely on sustainability is the best belief to reach stronger
economic (Cramer and Karabell, 2010). According to Vagasi (2004) people in
business world are often blamed for following pure financial interest and being
responsible for the world’s economic, social and environmental difficulties. But
regarding to Esty and Winston (2009) the same people, businesspeople are
working in corporations, which have been seen to play a major role to solve the

world’s environmental problems. When the world’s biggest, toughest and most



profitable players in business are examining their business through an
environmental way, the managers have a possibility to avoid expensive

problems and create substantial value (Esty and Winston, 2009).

This thesis studies sustainability marketing the sporting goods industry. The
results from 2019 shows that the most transparent fashion companies are from
sporting goods industry. Adidas, Reebok and Patagonia are in the top and they
have got the same score in Fashion Transparency Index 2019, which analyzed
200 of the world’s biggest fashion brands and retailers (they all have a turnover
of 500 million US dollars and above), up from 150 in 2018. They say that the
top brands of the index are disclosing a wide range of human rights,
environmental commitments and policies, in addition they share information
about responsibility of their business, including information about their
suppliers and sustainability practices’ outcomes and impacts. They say that even
if transparency is not to be confused with sustainability, to achieve a sustainable,
accountable, and fair fashion industry, is not possible without transparency

(Fashion Transparency Index 2019).

In sport industry Nike, Inc. is the world's biggest supplier and manufacturer of
athletic shoes, apparel, and other sports equipment (Statista 2021b). In addition,
Nike as a brand is the most valuable sport brand in the world with the brand
value of $36.8 billions and for example the brand value of Adidas regarding the
same index is $11.2 billions (Statista 2021b). Although, according to the case
companies, Nike is not included, because the thesis is focusing the world’s most
transparent fashion brands. But it’s interesting that Kotler and Keller stated in
2006 that Nike is trying to develop products and the company itself more eco-
friendly, like many other companies that time, but Nike decided to not promote
its efforts. Regarding to Kotler and Keller (2006, 30) explained that by saying
“Nike has always been about winning. How is sustainability relevant to its

brand?” They say that Nike executives found that promote their eco-



friendliness would distract from its slick high-tech image, which meant that

efforts like recycling old shoes into new shoes were better to hide.

Patagonia and Adidas are the case companies for this study, because they are
two most transparent fashion brands, but which also have really different
background and strategy in the sport market. Regarding to Ying (2005) a
corporate brand has major role in the corporate reputation management; it has
seen that branding is adding value to a product, but actually branding represents
and promotes lifestyles. The main focus of the study is to explore how the most
transparent sport brands have built their brand - how do they communicate their

sustainability efforts online and how has it changed during last years.

1.2 Research Problems, Objectives and Limitation

This Master’s thesis is divided into the main research question and two sub-
questions. These questions and the theoretical framework create a frame and

structure for the study.

The main research problem of this study is as follows:
Q1. How does the transparency of the company about its sustainability affect

companies’ marketing communications in sports industry?
And the sub problems are as follows:
Q2. How do the sustainability marketing content vary between marketing

channels?

Q3. How has the sustainability marketing changed during last years?



1.3 Literature review

The term “sustainable development” was first invented at the United Nations
Conference on the Human Environment in 1972, but later that gained
prominence by way of a report to the United Nations by the World Commission
on Environment and Development (WCED, 1987). “Sustainable development
is development that meets the needs of the present generation without
compromising the ability of future generations to meet their own needs (WCED
1987, 43).” The sustainable development has been used to divide into
economic, social and environmental aspects, the aim is to keep these three
aspects together (Giddings, Hopwood and O’Brien 2002). According to
Viederman (1993), sustainability can’t be seen as a technical problem, which
can be solved, sustainability should be viewed as a process, towards the vision
of sustainability, it’s like a road map including an ever-chancing target than a

fixed goal.

Clearly the definitions are future oriented, and have a message that something
has to be done today to save future of next generations. Sustainability is a long-
term vision, that deals with development of strategy based on ethical and moral
principles, but often the meaning of sustainability has understood as
environmental sustainability, eventhough it includes all three aspects

(Obermiller, Burke and Atwood 2008).

The term business strategy applies to how businesses achieve their competitive
advantage and marketing strategy includes decision making related to market
segmentation and targeting, additionally positioning strategy designing based
on marketing mix. As well sustainability marketing strategy (SMS) includes all

those practices, but decision making is based on sustainability (Slater and Olson



2001). Different issues are raised in marketing strategy over time and companies
have aimed to adopt different marketing strategies to gain competitive
advantage in the market (Kumar, Rahman, Kazmi and Goyal 2012). Including
sustainability to marketing strategy can be seen as new way to gain competitive

advantage for the company.

Varadarajan (2010, 128) gave definition of marketing strategy “Marketing
strategy refers to an organization’s integrated pattern of decisions that specify
its crucial choices concerning products, markets, marketing activities and
marketing resources in the creation, communication and/or delivery of products
that offer value to customers in exchanges with the organization and thereby

’

enables the organization to achieve specific objectives.’

Corporations across the world arrange Corporate Social Sustainability (CSR)
campaigns, one channel for storytelling can be used social media, where they
are able to share their story of social responsibility. The strength of social media
as a relationship-building tool is not commonly realized, CSR activities are still

often communicated unidirectionally (Kent and Taylor 2015).

1.4 Theoretical Framework

Theoretical framework summarizes the main concepts of the study in one figure,
which address relations of them. Sustainability reporting includes social,
environmental and economical aspects. In the sense of sustainability marketing,
traditional marketing mix has replaced with sustainability marketing mix. In the
end, the aim is to examine the link between these two concepts sustainability

reporting and sustainability marketing in the case companies.

10



transparency

webpage

« Customer Solution

* Product « Customer Price
* Social « Price + Convenience
» Environmental « Place » Communication
* Economical * Promotion )
Greenwashing
\ Social media
e

Figure 1. Framework of the study

Transparency of the reporting their sustainability has important perspective to
this study, because the aim is to explore is sustainability reporting data
communicated in online marketing channels, especially in social media.
Greenwashing is basically giving better image of environmental efforts than
what the truth is. That’s included to the study, because it’s important to explore
do the companies give better image of the sustainability data in their social

media, if they would embellish the truth, it would be greenwashing.

1.5 Key concepts of the study

Sustainability development
“Sustainable development is development that meets the needs of the present
generation without compromising the ability of future generations to meet their

own needs (WCED 1987, 43).”

11



The sustainable development has used to divide into economic, social and
environmental aspects, the aim is to bring these three aspects together in balance

without any conflicts between them (Giddings, Hopwood and O’Brien 2002).

Marketing

Kotler and Keller (2012, 27) define marketing as “Identification and meeting
human and social needs.” According to definition by the American Marketing
Association (2013), “marketing is the activity, set of institutions, and processes
for creating, communicating, delivering, and exchanging offerings that have

value for customers, clients, partners, and society at large.”

Sustainability marketing mix

Peattie and Belz (2010) created the concept of 4C’s to replace traditional 4P’s
by McCarthy’s (1960) memorable four ‘P’ factors - Product, Price, Place and
Promotion into 4C’s - Customer solution, Customer cost, Convenience and
Communication, the mix represents the interface between a company and its
customers. The 4P’s are converted to 4C’s to include sustainability criteria into

marketing strategy

Sustainability marketing
According to Belz and Karstens (2010, 31) ”Sustainability marketing shares the
long-term orientation of relationship marketing, as opposed to the conventional

short-term transaction focus of modern marketing.”
Sporting goods industry

According to Subie, Mouritz & Troynikov (2010), the sporting goods industry

includes sports apparel, sports footwear, and sports equipment.

12



1.6 Research Methodology

The empirical part of the study is done by using qualitative research methods.
Answers to the research questions are searched to describe the phenomenon and
explain the issue. Patagonia and Adidas are the case companies for this study,
because they are two most transparent fashion brands, but which also have really
different background and strategy in the sport apparel industry. The interest to
choose them is to explain the phenomenon by using the forerunners of
sustainability marketing in same industry, explore differences and development
during last years. Find the general tools to communicate sustainability in social

media and explore the difference between the tools as well.

Cooper and Schindler (2000) state that the research approach is explanatory by
nature and it is grounded in theory and it goes beyond description and attempts

to explain the reasons for the phenomenon.

The multiple case study is the research strategy for the empirical part, which
focuses on understanding the dynamics present within single settings
(Eisenhardt, 1989). Case studies can involve either single or multiple cases, and
numerous levels of analysis (Yin, 1984). Qualitative content analysis is one of
numerous research methods used to analyze text data. It has become an efficient
alternative to public opinion research, a method of tracking markets, political
leanings, and emerging ideas (Krippendorft, 2004, 14). The aim of the content
analysis is to organize the material into a compact and clear form without losing
relevant information, then the conclusions about the phenomenon will be made
by analyzing text data. The qualitative treatment of the material is based on
logical reasoning and the subjective interpretation, where the material is divided
into smaller parts, conceptualized and coded in a new way to entity (Tuomi and

Sarajarvi 2002, 105).

13



The data is collected from case companies’ recent sustainability reports and
sustainability sections of their webpage, then it’s compared to their social media
marketing channels. Basically, the aim is to examine their sustainability
reporting and then see, how do they communicate their sustainability efforts for

the shareholders and how do they market about sustainability in general.

Even though there are findings that show significant differences in social media
motives for sustainability among countries and type of social medium, in this
study the social media channels, which are chosen are international brand
profiles (Minton, Lee, Orth, Kim, and Kahle, 2012) Both case companies
Adidas and Patagonia have the official social media profile for the brand, which
is in English and then the agencies of countries have created their own social
media profiles for the brand. The agencies have own profiles in Instagram
(2019bg), named by the country or the city for example adidas LA and
Patagonia Prague. In addition, the brands have created social media profiles,
which are focused on some sport or collection for example adidas Originals,
adidas Football or Patagonia Books, Patagonia mountain biking. (Instagram
2019cdhi) For this study the chose profiles are the official ones, is it then the

Instagram profile or Youtube. (Instagram 2019ae, Youtube 2020ab)

1.7 Structure of the study

This study is divided into two parts: theoretical part and empirical part. After
introduction follows the theoretical part, which is presented in the chapters two
and three, and the empirical part is presented in chapters four and five. Chapter
six discuss the findings and then chapter seven summarizes the whole thesis

into. conclusions.

Chapter one is an introduction about why this study has been conducted, what

this study aims to discover, and which are the theories and concepts, which are

14



linked to the topic. Additionally, the chapter includes the which scholars have
been writing about them, what are the delimitations of this study, and finally,

what the methodology is that will expound the results.

Chapter two focus on what is known about the theories and concepts that are
related to this study. The aim is to explain the principles of sustainability
marketing and what mean to transform from traditional marketing to
sustainability marketing. Then follows the view of the digital world, what are
the principles of online marketing, because the focus of the empirical part is on

online marketing.

Chapter three focuses on the sustainability marketing in sporting goods
industry, there will be presented case companies’ sustainability efforts, which
are introduced in the sustainability reports and then as well from the online

marketing channels, including webpage, their blogs Instagram and Y outube.

Chapter four introduces the research methodology of the study, what is the
research method, how the data is collected and analysed. Then the reliability

and validity of the research in the end.

Chapter five is based on research results of the study by demonstrating the main
outcomes, which are divided around the main themes and references. Chapter
six answers to the main research question and sub- questions. In the end of
empirical part more widely by answering the research questions and as well
evaluating how the empirical results follows the prior literature and what are
possible managerial implications. The chapter gives suggestions for future
research related to this thesis subject and discusses the limitations of this study.

Then the final chapter includes the conclusions of the study.

15



2. SUSTAINABILITY MARKETING

Sustainability has been more or less a buzzword since 90s, which is used by
individuals and businesses to express that they care of the environment, and it
is commonly used as a synonym with terms like green or environmentally

friendly (Peattie 1995).

Field of marketing has changed and developed over time, evolution of it has
included different stages and finally after years, aggressive selling activities and
promotion concepts are in the past, when marketing was more focused on
product than the consumer, then more modern marketing concept changed the
marketing world. That lead to the approach, that the marketing activities should
be based on creating, communicating, and delivering superior value to targeted
customers. The societal marketing concept is based on marketing concept,
which brings social and ethical consideration into marketing activities. (Kumar
et al. 2012) Sustainability has to be included as a criteria in marketing, the
businesses should understand that sustainability has become a requirement, it is

not optional (Charter et al., 2006).

Sustainable marketing goes further than the traditional concept of marketing
because it aims to satisfy three targets, customer value, organizational
performance and environmental values (Belz 2006). As opposed to the
conventional short-term transaction focus of modern marketing, sustainability
marketing is long-term orientated as relationship marketing (Belz and Peattie

2010).

The marketing receives commonly criticism, because society including
consumers expect higher social sensibility and responsibility from businesses
and marketing (Vagasi 2004). More open communication, including the

negative issues, which needs response. Criticism regarding marketing practice

16



with too much materialism, missing social goods (Kotler, Armstrong, Saunders
and Wong 2002). But regarding to responsibility, it is important to build trust.
According to Siltaoja (2006), the most significant factor, which affect to
business’s reputation is trust. More specifically, goodwill trust, which means
that the business is doing more than it is formally required (Siltaoja 2006).

Company is doing more for the better world than it’s required by the law.

Belz and Peattie (2012, 28) classify six key elements of sustainability marketing
from managerial perspective as described in the following

e Social-ecological problems

Sustainability marketing strategies

Sustainability marketing mix

Sustainability marketing transformations

Consumer behavior

Sustainability marketing values and objectives

In contrast to conventional marketing, both companies and consumers have
power to change the environment considering the elements of sustainability
marketing mentioned above since it is more realistic and long term oriented
(Belz and Peattie 2012). According to Tseng, Wu, Chiu, Lim, and Tan (2018),
from the wider perspective, the sustainable marketing regards as the adoption
of sustainable business practices that create better businesses, better
relationships and a better world. A transformation towards a focus on customer
relationships, challenged the marketing practices and thinking, and a need to
harmonize marketing thinking and practices with the principles of sustainable
development lead to situation that the authors Belz and Peattie (2009) proposed

a ‘4Cs’ sustainability marketing mix, which will be presented in the following.

Belz and Peattie (2009, 31) explain light difference between sustainable and

sustainability marketing. They explained that the word sustainable is related to

17



something durable or long lasting and, “sustainable marketing is a kind of
marketing, which builds long lasting customer relationships effectively- without
any particular reference to sustainable development or consideration of

’

sustainability issues.’

2.1 Development and definition of sustainability

The sustainable development has used to divide into economic, social and
environmental aspects, the aim is to bring these three aspects together in balance
without any conflicts between them (Giddings, Hopwood and O’Brien 2002).

The term “sustainable development” was first invented at the United Nations
Conference on the Human Environment in 1972, but later that has gained
prominence by way of a report to the United Nations by the World Commission
on Environment and Development (WCED, 1987). “Sustainable development
is development that meets the needs of the present generation without
compromising the ability of future generations to meet their own needs (WCED
1987).” The definition means that every natural system is limited, and human

has to live withing the limits (Hall et al. 2010).

The concept defines a complexity of social requirements in order to maintain
economic development over generations, to promote responsible and efficient
use of natural resources, protection of environment, and social progress

including the principles of equity and participation. (Vagasi 2004)

2.2 Sustainability in marketing strategy

Different issues are raised in marketing strategies over time and companies have
aimed to adopt different marketing strategies to gain competitive advantage in

the market. Sustainability is that area in business life, which has been explored

by companies for growth and development. (Kumar et al. 2012)

18



According to Obermiller (et al. 2008), the goal of sustainability marketing has
changed, it aims to reach competitive advantage by positioning as desirable,
different and defensible. Although, designing these kinds of marketing
strategies is not easy task, because of the related issues and challenges (Kumar
et al. 2012). As marketing principles say, you should sell more, which means
more consumption and production, while on the other hand regarding to
sustainability principles there is need to converse the resources and to consume
less (Jones, Hill and Comford 2008). Which lead to the situation, that business
has to think how to consume less to be sustainable, then sustainability in
marketing strategy has not only the role to create competitive advantage but as
well it might create innovations and save costs. Actually, it has said that
businesses are not able to stay for longer in the market if they will not become

truly sustainable (Whiting, 2008).

Despite this, there are still limited amount of companies, which aim to adopt
sustainability in their marketing strategy, in contrast they are producing more
and more unsustainable products in the market. The focus should be on
segmentation, targeting and positioning, and include sustainability criteria in
designing and planning the sustainability marketing mix, this way there will be
better products and services with better pricing, distribution and promotion in

the market. (Kumar et al. 2012)

The companies should keep in mind that sustainability has become a
requirement, it’s not an option (Charter et al., 2006). “The concept of marketing
is extending towards fulfilling the needs of future generations, which further
means that creating, communication and delivering sustainability based value

to customer (Kumar et al. 2012, 485).”
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2.3 Sustainability Marketing Mix

In the following Figure 2 the transformation from traditional marketing mix to
sustainability marketing mix is presented. Sustainability marketing mix 4C
presents the 4P concept, which includes sustainability criteria. The concept of
the ‘mix’ emerged in the late 1940s and early 1950s, but it was McCarthy’s
(1960) memorable four ‘P’ factors of Product, Price, Place and Promotion,
which captured the collective marketing imagination and has going strong,
despite all various changes in the business world. In today’s business the
conventional 4Ps mix model has faced a lot of criticism for perceived

weaknesses, omissions or negative side-effects.

Two criticisms of the conventional mix are important from the point of view of
sustainability. The first is that it is producer-orientated, and that means it cuts
across the consumer-orientation that underpins the marketing discipline (Shaw
and Jones 2005). In the end, the product is what the producer produces. The
price is commonly set by the producer according to the product’s cost or what
the producer believes the market will bear. The other Ps are managed by the
management of the producer’s distribution channels, and promotional efforts.
The second is that the 4Ps model was never intended by McCarthy to consider
a wider range of stakeholders than the end user (Silverman 1995). Which is
against Pettie and Belz’s (2010) appreciation of marketing strategy, in addition
the dynamics of consumer behaviour have extended, while in sustainability
marketing the important role that a range of other stakeholders play in the

development and execution of marketing strategies.
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Traditional Sustainability

Marketing Mix Marketing Mix
Product Customer Solution
Price m’ Customer price
Place Convenience
Promotion Communication

Figure 2. McCarthy’s 4P Approach vs Sustainability Marketing Mix

Peattie and Belz (2010) created the concept of 4C’s to replace traditional 4P’s
by McCarthy’s (1960) memorable four ‘P’ factors - Product, Price, Place and
Promotion into 4C’s - Customer solution, Customer cost, Convenience and
Communication, the mix represents the interface between a company and its
customers. The 4P’s are converted to 4C’s to include sustainability criteria into

marketing strategy.

2.3.1 Customer solution

From traditional marketing perspective, Product a material goods and
immaterial services, which we purchase because they represent a perceived
solution to a particular problem linked to a want or need. Products and services
need to address both customer problems and socio-ecological problems, when
we are looking from sustainability point of view. Regarding to the definition of
sustainability product, it depends on the sustainability of the energy and material
resources, which are used to produce the product, in addition how sustainable
are those companies throughout the supply chain. When we are estimating the
sustainability of the life cycle of the product, which includes purchasing and
using the product, and what happens at the end of its life. (Peattie and Belz
2010) Regarding to Peattie (1995), sustainable products and services means to

offer satisfying solutions to customer needs and significant improvements in
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social and environmental performance along the whole product life cycle in
comparison to conventional or competing offers. This definition emphasizes the

following six characteristics (Belz and Peattie 2009).

Customer satisfaction, sustainable products or services will not survive at the
market in the long run, if they do not satisfy customer needs. Dual focus, in
contract to purely environmental products, sustainable products have a dual
focus on ecological and social aspects. Life cycle orientation as mentioned,
sustainable products have to consider the whole life cycle from cradle to grave,
including sourcing raw materials, transportation, manufacturing, distribution,
use, and post-use. Significant improvements, sustainable products and services
should make significant contributions to socio-ecological problems on a macro
level or socio-ecological problems of products analyzed and identified with
instruments of life cycle assessment or then both. Continuous improvement,
sustainable products and services have to be continuously improved regarding
customer, social and environmental performances. Competing offers, even
though a product or service satisfies customer needs and that provides
environmental and social improvements, it is possible that might still lag behind

competing offers.

2.3.2 Customer cost

In traditional model and commonly as well, Price represents the money, which
is charged for a product or service. In addition, it also reflects demand, pricing
commonly focus on marketing thinking, which means the exchange of needs
and costs. From the consumer’s point of view, price represents only one element
of the costs incurred by acquiring, recycling or disposing of a product. (Peattie

and Belz 2010)
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CONSUMER
ACQUISITION USE POST-USE

Price + | Purchase Costs | +| Use Costs | 4 | Post-Use

Figure 3. Total customer cost
Total customer cost represents an alternative concept, which addresses the total
consumption process, and also non-financial transaction costs of time and effort

(Peattie and Belz 2010).

2.3.3 Convenience

In the conventional marketing mix variable Place has some weaknesses from a
sustainability point of view. It emphasizes the physical distribution of products,
which creates a focus on the point of exchange or the service encounter, whereas
the total consumption process goes beyond the acquisition of products to
encompass their use and their disposal. In addition, today the physical place
does not have real matter, because in many markets elements of the
consumption process move into an online environment. In the end consumer
values that the distribution process delivers is convenience, the products and

services are widely available and easily accessible. (Peattie and Belz 2010)

2.3.4 Communication

Traditional marketing mix includes narrowed and unidirectional notion of
Promotion, because more or less an appreciation of the importance of two-way
communication with customers. Although, for the sustainability marketer,
communication is much more important than for conventional marketer.
Communication has really crucial role in marketing mix, because without
effective communication it can be said that it basically impossible to make

consumers aware of sustainability solutions that have been developed and how
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those effect on consumer’s life. Sustainability marketers face the challenge to
develop communicate through the campaigns which suit the nature of their
consumers and the solutions they develop for them. Even more challenging is
to take advantage of the power of marketing communications tools and
channels, because they face the fact that consumers are concerned and aware

about greenwashing. (Peattie and Belz 2010)

2.4 Sustainability marketing in social media

Consumer behavior have changed, and this has forced the businesses to rethink
their marketing, how to do it efficiently in digital world. There are available
multiple Web-based platforms and all of them have are multiplying throughout,
facilitate online social behavior and then as well significantly modified the
nature of human activities, habitats, and interactions (Tiago and Verissimo

2014).

According to Kaplan and Haenlein (2010 , 60) social media can be defined as a
team of Internet-based applications, which develop the ideological and
technological foundations of Web 2.0, which allows the development and return
of user-generated material." Social media is basically online applications,
platforms and media, which aim to facilitate interactions, collaborations and the
sharing of content (Richter and Koch 2007). Marketing communication has
become really integrated with the digital space and the development is going
further, which means that marketers are able to create digital linkages with
customers and other shareholders through social media (Tiago and Verissimo
2014). Social media provide avenues for broad reach, allow for interactivity, in
addition often come with little cost, it has seen that there are numerous benefits
for advertisers because consumers self-select into lifestyle groups that enables
targeting marketing message more efficiently (Kahle and Valette-Florence

2012). In social media, the message is possible to communicate through
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different kind of content, which is possible to be posted visually, verbally, or
textually or using a mix of textual, visual, and verbal content (Okazaki and

Taylor 2013).

According to Kim and Ko (2010), social media can have a dramatic impact on
a brand's reputation. Is marketing in social media advertising, if the post is not
paid? Tuten and Solomon (2012) state that social media are definitely
advertising, and even more important, a marketing platform. Sustainability
marketers are able to target their message more efficiently for the consumers,
who really are interested into sustainability issues and they are searching for
sustainability-related feeds (Sheehan and Atkinson 2015). Actually, it has been
stated that because of personal characteristics of the social media can be more
credible advertising tool, the possibility for networking and interpersonal
relations. Social media as marketing platform fits well for green advertising and
social campaigns, because of via these electronic word of mouth (eWOM)
modes of indirect communication rather than commercial advertising and
marketing (Hung, Li, and Tse 2011). As well promoting by giving away paper
flyers or advertising in newspaper can be seen unsustainable from

environmental perspective.

The Social Media tools and platforms can be organized around Tuten and
Solomon’s (2015) four zones of social media which are as follows:

e Zone 1: Social Community describe channels of social media focused
on social relationships and the common activities people participate in
with others who share the same interest. Thus, social communities
feature two-way and multi-way communication, conversation,
collaboration, and the sharing of experiences and resources.

e Zone 2: Social Publishing sites help dissemination of content to an
audience. The channels of social publishing include blogs, micro sharing

sites, media sharing sites, and social bookmarking and news sites.
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e Zone 3: Social Entertainment encompasses channels and vehicles that
offer opportunities for play and entertainment. These include socially
enabled console games, social games and gaming sites, and
entertainment communities.

e Zone 4: Social Commerce refers to the use of social media to assist in
the online buying and selling of products and services. It is a subset of
e-commerce, which is the practice of buying and selling products and

services by the internet.

Social media provide an ideal advertising medium for green advertisers because
consumers are able to self-select into sustainable lifestyle groups. Additionally,
social media, asadvertising media, may be especially important in
understanding sustainability and green advertising because sustainability
is social by nature (Minton et al. 2012). Corporations across the world arrange
Corporate Social Sustainability (CSR) campaigns and use social media as one
tool to tell their story of social responsibility, but the strength of social media as
a relationship-building tool is not being realized as CSR activities are often

communicated unidirectionally (Kent and Taylor 2015).

2.5 Greenwashing

Consumers have difficulties sometimes to understand the environmental
benefits of products, leading to many accusations of “greenwashing” where
products are not that green or environmentally friendly that communicated
(Kotler and Keller 2012), this one key challenge to do green marketing. It’s
major mistake, if businesses overstate environmental claims or build unrealistic
expectations for stakeholders, including consumers, for bigger corporations, it
is possible to communicate strongly and build public relations campaigns to
promote their commitment to environmental improvement, but promotion on

this scale is not essential (Singh and Pandey 2012). Communication must be
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credibility to create successful green marketing, transparency is the key in this

topic as well, share data in reporting, which is transparent.

The best way to avoid misunderstanding in marketing is to make no distinction
between using the text and using the symbols. To communicate by using logos
or images, it should follow the basic rules, it should not lead to misinterpretation

or be misleading (ISO 2012).

3. SUSTAINABILITY IN SPORTING GOODS
INDUSTRY

International sport marketing is interesting as a research area because of the
cross-cultural ability of sport to appeal to different generations of people from
multiple geographic locations and of course the size of sport business is
remarkable. “International sport marketing ventures occur worldwide as
numerous companies and organizations involved in sport focus on the global
market as a prelude to achieving economic and financial success (Ratten and
Ratten 2011).” Often sport is described as a global language, because most
people understand the rules of the game and in many cases no verbal translation
is required (Meenaghan and O'Sullivan 1999). The marketing of sports includes
marketing sporting events and equipment to fans and participants (Goldman and
Johns, 2009), which means different kind of organizations, but as said in this

study the focus is sport brands and their sustainability.

When we look at the development of sustainability in sporting goods industry,
there have recognized some waves of social change, such as issues of race,
equality and social justice, began to appear in the American consciousness in
the early twentieth century (Reisler 2007). These issues will be presented in

further of this study as well. There is recognized the wave of social change as
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well, which included the equality movement for women, because there was a
time when women had an inconsistent role in sport, as competitive athletes,
recreational participants and spectators (Fuller 2006; Thibault 2009). For
example, in many eighteenth and nineteenth centuries’ Western contexts,
women were limited, or prohibited altogether, from participation in sport,
because the concern that their perceived frailness and inability to cope with the
competitive nature of sport. In the twentieth century women were finally able

more and more to participate. (Coakley 2007)

In sporting goods industry, there has recognized the environmental impact of
sport for example the Olympic Games in Beijing spent over US$17 billion to
address environmental issues from 2001 to 2007, including transportation
upgrade of infrastructure, energy development, water protection and treatment,
over 120,000 solar-powered streetlights and 1.8 million energy-efficient lights
in schools, government buildings and restaurants (United Nations Environment
Programme 2009). In another example, the Fédération Internationale de
Football Association (FIFA) developed and implemented the Green Goal
programme in 2006 for the World Cup held in Germany. (FIFA 2013) Later
FIFA changed the name of their environmental programme from Green Goal to
Football for the Planet, the key priorities of waste management, transport,
carbon offsetting and procurement remained unchanged. (FIFA 2014) It is good
to pay attention to the fact that there are various local and smaller sport events,
which are taking care about environment as well, and specially environment-

based sports such as skiing and golf see environmental impacts each day.

Artificial snow, water usage, pesticides, air pollution and many more are
endemic to the operations of these sports (Buckley, Pickering, and Warnken
2000; Wheeler and Nauright 2006). For example the POW -Protect our Winters
2021 is an outdoor climate action charity, which founder snowboarder saw that

more and more there are skiing resorts, which are closed due to lack of snow,
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now the POW aims to help passionate outdoor people become effective climate

advocates to achieve solutions to climate change (Protect our Winters 2021).

Sports organizations are able to present climate leadership by engaging together
in the climate neutrality journey. They get support and guidance from UN
Climate Change, which has invited them and their stakeholders to join a new
climate action for sport movement, to achieve global climate change goals. In
terms of achieving the goals, sport organizations have to take responsibility for
their climate footprint, which in turn will incentivize climate action beyond the
sports sector, and therefore help global ambition step-up in the face of the threat
posed by climate change. (UN Climate Change 2019)

When we focus on the sport brands, which are producing and selling apparel
and shoes, it is relevant fact that the industry is huge. For example, the
international athletic shoe industry is a rather segmented industry with
numerous brands and manufacturers. The industry consists of three major
players on the supply side, brand owners Original Equipment Manufacturers
(OEMs), manufacturers (suppliers), and retailers. The athletic footwear industry
impacts significantly to portion of the apparel sector's environmental burden,
volume of athletic footwear shoes is expected to amount 1,370.62 million pairs

by 2023 (Statista 2019).

A single shoe can contain 65 discrete parts that require 360 processing steps for
assembly (Cheah et al. 2012). 360 processing steps of shoe production are
history from 2012, because today 3D-printing is doing the breakthrough in
running shoe industry as well. This new technology is not really printing in that
traditional sense, it is using “selective laser sintering” (Conner et al. 2014). 3D-
printing process that constructs components of a shoe one layer at a time, it is a
machining process that lays out thin layers of materials, rather than the

traditional model of cutting or injecting foam (Luna 2013, Newcomb 2017). The
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possibility is real that in the future we could see foot scanners in sporting goods
stores enabling customizing running shoes to be mailed to customer’s home

(Conner et al. 2014).

Generally, when we look at sport and fashion industries and the traditional
borders between market segments, they have been blurred. Sports and fashion
began to merge in the late 1980s, for example athletic shoes, which used to be
shoes just for athletes, advanced to trendy footwear for everyone and
everywhere. In addition, traditional shoe products started to adopt increasingly
athletic aspects, and powerful fashion brands penetrated the athletic shoes
market. A new market segment in the footwear sector was street fashion, which
means products depending on an appealing design and a strong brand image.
This lead to the situation that a new competitive position was emerged for
traditional athletic shoe brands like Adidas, Nike, or Puma. (Moser, Mueller and
Piller 2006)

In sport industry, technological innovation on the product level has really high
importance, consumers are willing to pay this premium, when they face the
innovations on the technological level and when we are talking about athletic
shoes it means basically better outsoles, innovative cushioning systems, or new

fixing mechanism (Moser, Mueller and Piller 2006).

3.1 Environmental issues in sport industry

Businesses try to answer to sustainable issues by exploring the whole life cycle
of the product, how to reduce the waste. How to develop the more sustainable
processes, that the carbon footprint would be minimized, the product has to be
durable for time, solutions is searched by technological innovations. That’s one
key for material sourcing and production is this is the way to open widely a

range of applications for example bio-based materials, including the use of bio-
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based plastics for consumer goods and packaging materials (Shen and Patel
2010). Bio-based materials can reduce non-renewable energy use as compared
to conventional materials but may lead to the cost of additional land use and
related environmental impacts. The production of bio-based synthetic materials
has become more common during past decades (Weiss, Juliane, Carus, Brandao,

Bringezu, Hermann and Patel 2012).

The European Commission waste strategy from the year 1996 regards that by
considering the life cycle of a product from manufacture until the end of its
useful life, including producers, material suppliers, trade, consumers and public
authorities share specific waste management responsibilities. The manufacturer
can not only to avoid waste by a considered utilisation of natural resources,
renewable raw materials or non-hazardous materials, as well to possibility that
products could be re-used and recovered. All information by marking, labelling,
the issue of instructions for use and of data sheets may contribute to this aim.

(European Environmental Bureau 2005, 84)

It seems that recycled materials are becoming more and more common in sport
goods as well, but as well the repairing programs have become to the market to

answer to sustainable consumption topic.

3.2 Social issues in sport industry

In 1990s Nike became a global symbol of abusive labor practices. Nike faced
weak demand and unrelenting criticism during the that decade, they needed to
lay off workers. In the end of 1990s, they started to develop their strategy to be
more sustainable. In 2005 Nike became the first in its industry, who published

a complete list of the factories that the company has a contract. (Business Insider
2013)
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Social sustainability is about identifying and managing business impacts, both
positive and negative, on people. The quality of a company’s relationships and
engagement with its stakeholders is critical. Directly or indirectly, companies
affect what happens to employees, workers in the value chain, customers and

local communities, and it is important to manage impacts proactively.

The first six of the UN Global Compact's principles focus on this social
dimension of corporate sustainability, of which human rights is the
cornerstone (UN Global Compact 2019a). Despite progress, women and girls
around the world do not fully experience equal rights and their potential as
economic, social and sustainable development change-agents remains
untapped. The results show that, empowering women and girls is helping to
expand economic growth, promote social development and establish more
stable and just societies. In the same time, women’s economic empowerment

benefits both women and children. (UN Global Compact 2019b)

Sport itself brings together millions of people worldwide, regardless of their
sex, colour, gender, age, nationality or religion, and has thus the potential to
play an important role in creating an inclusive society. The range of sports
activities is from the local to the national and international level, embracing
leisure as well as competitive sport. Sport seems an ideal platform to foster
inclusion, acceptance of diversity and mutual respect while combating racism,

discrimination and exclusion. (FRA 2010)
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4. RESEARCH METHODOLOGY

This chapter will clarify how the empirical part of this thesis has been executed.
First will be explained the chosen research method and reasons behind the
decision. Then further will be presented the data collection method, which
continues to the data analysis. When data analysis will be demonstrated, there

will be evaluation of the reliability and validity of the research.

4.1 Research method

This study is utilizing a qualitative descriptive research design, where the
researcher aims to describe an experience or event select what they will describe
and, during the process to featuring certain aspects of the phenomenon and then
begin to transform that experience or event. The strategy for the research is the
multiple case study, which aims to understand the dynamics present within
single settings (Eisenhardt, 1989). Case studies can involve either single or

multiple cases, and numerous levels of analysis (Yin, 1984)

4.2 Data collection method

Qualitative research is more holistic than quantitative research and it often
involves a rich collection of data from various sources to gain a deeper
understanding of individual participants, including their opinions, perspectives,
and attitudes. Qualitative research collects data qualitatively, and the method of

analysis is also primarily qualitative. (Nassaji, 2015)
It is common that data collection in qualitative descriptive studies is directed

toward discovering the who, what, and where of events or experiences, or their

basic nature and shape. Researchers conducting qualitative studies are likely
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collecting as much data as they are able, which enable them to capture all of the
elements of an event that come together to make it the event that it presents. In
other words, qualitative descriptive studies aim to summarize comprehensively

an event in the everyday terms of those events. (Sandelowski, 2000)

The main reason for this decision was that this study aims to describe an event
by using wide range of existing materials and reach the view of phenomenon,
which has not been researched earlier. There are many advantages of
examination written material including reports and marketing material. This
thesis examines world’s biggest sport brands, and their sustainability reports
and online marketing channels. The companies are elected based on their recent
sustainability awards, which are based on their transparency. The primary data
for the research will be gathered with the sustainability reports and
sustainability content in webpage of two sport brands: Adidas and Patagonia.
channels. It is valid that there is possibility to follow change and development,
this way of data collection, it is possible. The social media content is collected
from the year 2016, when Adidas posted regarding their program to save the
oceans, to the end of October 2019, when Patagonia is thankful of participation

to climate strike, which has been the largest global protests in history.

4.3 Data analysis

Data analysis of qualitative descriptive research has described to be at least
theoretical of all of the qualitive approaches to research. Difference to other
qualitative approaches, descriptive research does not use a pre-existing
theoretical or philosophical commitment, and in contrast phenomenology,
grounded theory, and ethnographic are based on specific methodological
frameworks that emerged from specific disciplinary traditions. For example,

there is not any pre-selection of study variables, no manipulation of variables or
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prior commitment to any one theoretical view of a target phenomenon. (Lambert

and Lambert, 2012)

The empirical part of this thesis will be executed by utilizing qualitative content
analysis. Qualitative content analysis is one of numerous research methods used
to analyze text data. It has become an efficient alternative to public opinion
research, a method of tracking markets, political leanings, and emerging ideas
(Krippendorff, 2004, 14.) According to Neundorf (2002) the content analysis
has a background of use in communication, journalism, sociology, psychology

and business, and during the last decades its use has shown steady growth.

Although, the qualitative content analysis as a research method has reach some
critics in the quantitative field, because it has been considered to be a simplistic
technique that did not lend itself to detailed statistical analysis, while others
considered that content analysis was not sufficiently qualitative in nature
(Morgan 1993) But like Neundorf (2002) states, the truth is that this method is
as easy or as difficult as the researcher determines it to be. Because in the end,
it is possible to attain simplistic results by using any other method as well if

skills of analysis are lacking (Weber 1990).

In contrast with quantitative content analysis, in which the researcher
systematically applies a pre-existing set of codes to the data, qualitative content
analysis is data-derived, which means that codes are as well systematically
applied, but they are generated from the data themselves in the course of the
study. Qualitative content analysis is as well interactive, because researchers are
continuously modifying their treatment of data to accommodate new data and

new insights about those data. (Sandelowski, 2000)

In this study, conclusions about the phenomenon will be made by analyzing

different kind of written material and as well interactive media material, there
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is some principles regarding to that. Regarding to Neundorf (2017), in order to
content analyze interactive media content, it is important to understand that
interactive media users are more than just receivers or consumers, like they used
to be with earlier media. An active role means that they are adapting, altering,
and even producing content (Neundorf 2017). The qualitative treatment of the
material is based on logical reasoning and the subjective interpretation, where
the material is divided into smaller parts, conceptualized and coded in a new
way to entity. Before that the content has to organize into a compact and clear

form without losing relevant information (Tuomi and Sarajérvi 2002, 105).

As mentioned, the content analysis is a method, which has been used with either
qualitative or quantitative data, besides 1’s possible to be used in an inductive or
deductive way (Elo and Kyngds 2008). The purpose of the study determines the
choice of method. If there is a lack of former knowledge about the phenomenon
or the knowledge is fragmented, the inductive approach is recommended (Lauri
and Kyngds 2005). In inductive content analysis, the categories are derived from
the data. When in deductive content analysis the structure of analysis is
operationalized on the basis of previous knowledge and the purpose of the study
based on theory testing (Kyngds and Vanhanen 1999). An approach
based on inductive data moves from the specific to the general, which means
that particular instances are observed and then combined into a wider whole or
general statement (Chinn and Kramer 1999). In contrast with a deductive
approach, which is based on an earlier theory or model and hence it moves from

the general to the specific (Burns and Grove 2005).

Preparation phase

Both inductive and deductive analysis processes are repre-
sented as three main phases: preparation, organizing and reporting (Elo and
Kyngés 2008). But otherwise, there are no systematic rules for analysing data,

a central idea of all content analysis is that the many words of the text are
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classified into way smaller content categories (Weber 1990). The preparation
phase starts with selecting the unit of analysis and then deciding on the analysis
of manifest content or latent content (Guthrie, Yongvanich and Ricceri 2004,

Elo and Kyngis, 2008) .

After organizing, the process moves to reporting the analysing process and the
results through models, conceptual systems, conceptual map or categories, and
a story line. After making sense of the data and whole, the researcher makes the

decision to continue further with inductive or deductive approach.

Inductive content analysis

By choosing inductive content analysis, the next stage is to organize the
qualitative data by open coding and creating categories, grouping codes under
higher order headings, formulating a general description of the research topic
through generating categories and subcategories as abstracting. Open coding
means that notes and headings are written in the text while reading the material.
The written material is read through as many times as it is needed, and as many
headings as necessary are written down to describe all aspects of the content.
Then headings will be collected on to coding sheets and then categories will be

created. (Elo and Kyngis, 2008)

After open coding, the lists of categories are grouped, the aim of grouping is to
provide a means of describing the
phenomenon, to increase understanding and to generate knowledge (Cavanagh
1997). In order to analyse the data, the researcher has to interpret it first,
although analysis can go beyond interpretation. It is possible to try to create
conceptual tools to classify and compare the important or essential features of
the phenomena. In order to utilize this, there is a process of abstracting from the
immense detail and complexity of the data those features which are most salient

for purpose of the study. Categorizing involves differentiating between the
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included and excluded observations. Once the data has been organized into
broad categories, the analysis go further in either direction, towards more
refined distinctions through subcategorization or towards a more integrated
approach by linking and integrating the ‘middle-order’ categories. (Dey 1993)
Each category is named by using content-characteristic words and those
subcategories with similar events and incidents are grouped together as
categories and categories are grouped as main categories. The abstraction

process continues as far as is reasonable and possible. (Elo and Kyngis, 2008)

The empirical data of this theses was collected and coded in the following steps.
First, all the latest sustainability reports of the selected sporting goods
companies were read and at the same time the aim was to collect their different
kind of efforts and achievements towards sustainability, including their
sustainability projects and certificates. After this was the time to start to review
their websites and social media platforms. The aim was to compare the message
in report to their online communication, how do they communicate their efforts
and how do the message differ between their social media platforms. From
companies’ websites, the content from history, sustainability, news and then
both case companies have their webstore, which was analyzed as well. Then the
social media channels Youtube and Instagram, from Youtube was explored the
created playlists of the companies, the naming of the playlists and then of course
the posted videos. Then from Instagram, the aim was to explore the captions of
the posts, texts in videos and pictures, used hashtags and then the visual aspect

of the content was analyzed.

Basically, the sustainability efforts create the categories and then the aim was
to create the categories regarding to sustainability in their online marketing and
then compare are those categories same in reports and in the online marketing

channels. In the end the findings of this study were classified around triple
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bottom line; environmental, social and economic aspects by using colors to
emphasize the share of sustainability aspects in posts. (Appendix 1) This
formation indicates in the end, where the main focus stands, when we talk about

sustainability marketing in sport industry.

The content analysis revealed 23 different webpages of the case companies, 50
Instagram posts and 7 different Youtube channels. Adidas: 13 different
webpages, 5 Youtube channels, Instagram profile’s 25 posts (Appendix 2).
Patagonia: 10 different webpages, 2 Youtube channels, Instagram profile’s 25

posts (Appendix 2, Appendix 3).

4.4 Reliability and validity

According to Moretti et al. (2011), the richness of the collected data is the
advantage of qualitative research, which means that data need to be interpreted
and coded in a valid and reliable way. Validity, reliability, and objectivity are
criteria used to evaluate the quality of research in the conventional positivist
research paradigm (Elo, Kééridinen, Kanste, Polkki, Utriainen and Kyngis
2014). Qualitative content analysis as an interpretive method differs from the
positivist tradition because of its fundamental assumptions, research purposes,
and inference processes, which makes the conventional criteria unsuitable for

judging its research results (Bradley, 1993).

Regarding to Elo and Kyngés (2008), the most commonly used criteria for
evaluating qualitative content analysis are developed by Lincoln and Guba
(1985). Trustworthiness, which aims in a qualitative inquiry to support the
argument that the inquiry’s findings are “worth paying attention to” (Lincoln
and Guba 1985, 290). When the researcher is using inductive content analysis

and categories are created from the raw data without a theory-based
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categorization matrix, the trustworthiness is especially important. For
evaluating the trustworthiness, Lincoln and Guba (1985) have presented four
alternatives of qualitative research, credibility, dependability, conformability,

and transferability.

Credibility refers to the “adequate representation of the constructions of the
social world under study” (Bradley 1993). Lincoln and Guba (1985)
recommended a set of activities that could improve the credibility of research
results, including prolonged engagement in the field, persistent observation,
triangulation, negative case analysis, checking interpretations against raw data,
peer debriefing, and member checking. But according to Zhang and Wildemuth
(2009) researcher should not only design data collection strategies, the
researcher should design transparent processes for coding and drawing

conclusions from it.

Transferability refers to the extent to which the researcher’s working hypothesis
can be applied to another context. The researcher is responsible to provide data
sets and descriptions, which able other researchers to make judgments about the
findings’ transferability to different settings or context (Zhang and Wildemuth
2009).

Dependability means the internal process’s the coherence and how the
researcher takes account changing conditions in the phenomena (Bradley 1993).
Confirmability refers to the extent to which the characteristics of the data, which
are posited by the researcher, are possible to confirm by others who read or
review the research results (Bradley 1993). In the end, for establishing
dependability and confirmability is important to through audits of the research

processes and findings (Zhang and Wildemuth 2009).
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Regarding to Elo et al. (2008) there is checklist for researchers attempting to
improve the trustworthiness of a content analysis study. Questions to check
regarding all phases of inductive content analysis, including preparation phase,
organization phase and reporting phase. Based on the results of the literature
search, the main trustworthiness issues in the preparation phases were identified
as trustworthiness of the data collection method, sampling strategy, and the
selection of a suitable unit of analysis. It is important that as part of the
organization phase, an explanation of how the concepts or categories are created
should be provided in detail. For example, a large number of concepts usually
indicates that the researcher has not been able to group the data, and then the
abstraction process is basically incomplete, and it is possible that categories may
also overlap each other (Kyngés et al. 2011). The attention regarding the
reporting phase should be in presentation of findings (Elo et al. 2008,
Sandelowski and Leeman 2011). Reporting results is linked to all
transferability, conformability, and credibiliy, while writing something is
possible to disappear and then again reappear in words. According to Holdford
(2008), the analysis and reporting should open the findings the way that those

would be meaningful and useful for the readers.

The multiple case study as a research strategy for this study, gives more content
to get better view of the phenomenon. According to Sandelowski, (2000)
qualitative descriptive research design, there is no description, the design is free
of interpretation, basic or fundamental qualitative description, as opposed to.
There is possibility that two researchers are describes the event differently, but
both researchers ought to agree with each other's descriptions as accurate

renderings of the scene (Sandelowski, 2000).
In this thesis, decisions regarding the research process were taken judiciously.

The aim was to present detailed audit trail to defend the decisions, which have

been made through the whole research process. Decisions regarding the data
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method, data collection and data analysis, in order to obtain reliability and
reproducibility of the study. After all, qualitative content analysis is based on
the researcher’s interpretation and evaluation, and thus the subjectivity of the

research method must be recognized.

The aim is reach valid answers to the research questions, in order to answer,
there are several aspects before in the research process which effects to the
validity, including chosen theories, concepts and the research method.
Regarding to the reliability and validity of the data, there are guidelines
according to sustainability reporting, but there is not that strict guideline for
communication in social media. For example, the part of the research data is
collected from their Instagram profiles, which the case companies are able to
publish and unpublish with a single click and as well the “posts” are possible to
edit afterwards. These actions affect the reliability and validity, but on the other
hand even if there might be that some posts are deleted already, this way is

possible to get bigger picture of their communication in social media anyhow.

4.5 Sport industry

Sport industry is a broad concept, which covers sport brands, events, goods,
clubs, teams, athletes etc. or sport in general. This thesis is focusing on the sport
brands in sporting goods industry, and their sustainability from marketing point
of view. Sport brands has faced multiple challenges because of child labor,
unsustainable working conditions in factories, bad quality of products and fast
fashion. The difference between fashion is hard to define, but still the message
in sport industry is that they are in the business to motivate people to sport by
providing the best performance by their products. There are more and more
celebrities, who are not athletes, but they are working as an ambassador for the

brand, bloggers, singers, movie stars etc. To answer sustainability issues as a
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brand, they have to consider, who really can be the face for the brand, who

would stand their values.

Sport itself brings together millions of people worldwide, regardless of their
gender, sex, colour, nationality, age or religion, and that way has the potential
to create an inclusive society. The range of sports activities is from the local to
the national and international level, embracing leisure as well as competitive
sport. Sport can be seen as an ideal platform to foster inclusion, acceptance of
diversity and mutual respect while combating racism, discrimination and

exclusion (FRA 2021).

4.5.1 Adidas Group

The adidas Group founded from Germany in 1920s by Adolf ‘Adi’ Dassler
(Terjesen and Argue 2010). Adi Dassler started his business officially in the
town of Herzogenaurach in Franconia, Germany, in 1949, that time the
company entered into the commercial register with 47 employees. Today 70
years later, the company employes over 62,000 people and is active on every
continent (Adidas Group 2019a). Adidas is one of the biggest sporting goods
companies in the world, regarding to their sales of € 23,6 billion in 2018 (Adidas
Group 2019d), one of most valuable sport brand in the world with the brand
value $11.2 billions (Statista 2021b). Since 2015, they have had Parley
products in their collection, which are made by using the waste of plastic, which

is collected from beaches and coastal regions (Adidas Group 2019b).

4.5.2 Patagonia

Patagonia is an outdoor apparel and gear company, their products are made for

surfing, climbing, fly fishing, skiing and trail running (Patagonia 2019ad). ).
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Patagonia’s revenue increased from $20 million to $100 million between the
mid-1980s and 1990 (Forbes 2017). All of the company is owned by Chouinard,
which had an estimated $800 million in revenues in 2019 and Forbes (2020)
estimates Chouinard’s net worth at $1.2 billion (Forbes 2020). According to
Patagonia Mission statement (2019c) these are silent sports and none of them
requires an engine and in each, reward comes in the form of hard-won grace and
moments of connection with nature. The company remains privately held and
it’s founded in 1973 in Ventura, California, The United States. Their products
are sold in over 40 countries through their stores, retailers and online, they state
that their supply chain of finished goods factories and material suppliers spans
across 25 countries (Patagonia 2019dc) Patagonia is the brand, which said
“Don’t buy this jacket” on Black Friday 2011. Patagonia states that they have
long focused on preventing and, where necessary, remediating a wide range of
issues in their supply chain, including forced labor, child labor and other human

rights abuses. (Patagonia 2019b).

5. RESULTS

Sustainability includes all three bottom lines, social, environmental and
economical. However, the companies are likely to communicate about their
sustainability from social or environmental or both point of views, but not from
economical. Even though, they are responsible to maximise the profit of the
investors and give good picture about their economical state. They more of less
trust that it is enough to give the financial report, but not really promote how
they are doing. There are other shareholders than the ones, who has invested
money to the companies, there are employees, the employees of the future or
consumers etc. Today they are more and more aware about the sustainability

and as well from economical point of view.
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In social media, the content is possible to be posted visually, verbally, or
textually or there is as well possibility to mix textual, visual, and verbal content
(Okazaki and Taylor 2013). Both case brands were using all three type of posts
textual, visual, and verbal in social media, sometimes they were all mixed or for
example only visual content without any capture, by the video or picture is

possible to tell more than thousands of words.

5.1 ADIDAS

Adidas is reporting about their sustainable standards or sustainability strategy
annually. Adidas is using their sustainability efforts strongly in their marketing,
they push to the market their environmentally friendly product lines and
communicate about their achieved awards, they do marketing widely through
the digital marketing channels webpage, YouTube, Instagram, Twitter, Pinterest

and LinkedIn (Adidas Group 2019a).

Their content varies between the channels. Estimating their recent content in
social media, you are able to find content about their foregoing, upgoing and
upcoming projects towards environmental sustainability. The content can be

educating, promoting and reporting, and all at the same time.

“We have been working towards sustainability for many years and recognise
that the task ahead of us is a marathon, not a sprint (Adidas Group 2019b).”
Adidas notes, they has been the one, who has been running leadership programs
for years regarding global supply chain management, environmental footprint,
or community programs. On Adidas website, there is sustainability history
section, where they share the timeline regarding their achievements and

progress towards be the most sustainable sport brand in the world. (Adidas
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Group 2019b) In the following, there will be some remarkable events or

achievements of them towards more sustainable business.

Since 2001 Adidas Group (2019b) has published their Sustainability Report,
they note that they are still the only company in the sporting goods industry who
is committed to that. Adidas Group (2019b) call the year 2007 the year of
transparency, becaus they voluntarily disclosed their global supplier factory list.
In next year 2008, they expanded this auditing program for suppliers by
focusing on more environmental auditing, the protocol was based on chemicals
management, including risk management, handling, use and storage of
chemicals. Since 2010, mills and dyehouses have been included in the auditing
as well, after two years in 2012 nearly 200 environmental audits were
conducted. The Environmental Strategy of Adidas Group was launched in 2010,
they wanted to demonstrate their commitment to improve their environmental

footprint. (Adidas Group 2019b)

On World Oceans Day in June 2015, adidas Group released the first edition
running shoe in partnership with Parley for the Oceans. The adidas Group
released only 50 pairs of the iconic running shoe available worldwide, but
people could not just buy them, there was a possibility for Instagram users to
win a piece of sportswear history by raising awareness of the cause and
uploading a video to show how they implement Parley A.LLR. and pledge to
avoid single-use plastic (Adidas GamePlan A. 2016).

In 2015 Adidas Group (2015a) joined to the UN Climate Neutral Now initiative,
which aim was to show that many organizations are fighting towards climate
change. The idea is to promote understanding of the need and the opportunities
for society to become climate neutral, and this way to increase consumers’
awareness about climate change (Climate neutral now 2019). In same year 2015

December 8", the company released that as the founding member, adidas Group
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supports Parley for the Oceans in its education and communication efforts, as
well as its comprehensive Ocean Plastic Programme (A.LR., Avoid, Intercept,
and Redesign), which aims to end plastic pollution of the oceans. Since the
partnership was announced in April 2015, the adidas Group has made decisions
and acted towards that direction. They communicated as well that they will not
use plastic bottles in their meetings at its Headquarters in Herzogenaurach,
Germany anymore, as well the decision to phasing out plastic bags, in addition
the Adidas will not use plastic microbeads in their collection of body care
products since December 31, 2015. (Adidas Group 2015b) Examples, which are

easy to understand by consumer, who could decide the same in their own.

“UltraBOOST Uncaged Parley features a Primeknit upper made from a mix of
Ocean PlasticTM, created from plastic waste retrieved by Parley coastal
interception and clean-up operations in the Maldives (95%), and recycled
polyester (5%), with each pair reusing eleven plastic bottles.” In addition, the
laces of shoes as well heel cap base material, heel webbing and lining, the sock-
liner cover are also made from recycled materials. The inspiration of the design
came from ocean waves, which is reflected well to the shoe’s unique story, and
Adidas and Parley’s commitment to end the cycle of pollution in the oceans.

(Adidas News Stream 2016)

In April 2016, the adidas Group launches Sustainability Strategy Sport needs a
space, a holistic strategy framework, which is the whole lifecycl, based on their
core belief that through sport they are able to change lives. The lifecycle
includes all places where products are created, designed, manufactured and
shipped, the ones where products are sold including own retail, wholesale and
e-commerce, then places the products like football are played, from the indoor
court to the outdoor pitch all over the world. The strategy includes their

sustainable efforts towards tangible goals and measurable objectives until 2020.
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(Adidas Group 2019b) Adidas notes that their commitment to sustainable
practices rests on the company’s mission to be the best sports company in the
world. By using word best, they mean all activities including how they design,
build and sell the best sports products in the world, with the best service and
experience and in a sustainable way. “We believe that, through sport, we have
the power to change lives. But sport needs a space to exist. These spaces are
increasingly endangered due to man-made issues, including human rights

violations, pollution, growing energy consumption and waste.”’(Adidas Group

2019¢)

Adidas Group is providing for example input and recommendations to FIFA on
the hosting of the 2022 Qatar World Cup by maintaining a seat on FIFA’s
Independent Advisor Board on Human Rights. Adidas announced that they have
decided to continue to support UNICEF in its effort to develop a practical tool
for integrating child rights into a responsible sourcing framework and published
own approach to incorporating children’s rights across our business operations.

(Adidas Group 201d)

In their online store, when you search sustainable, there is headline END
PLASTIC WASTE and then categorizes to choose Primegreen- made with,
Recycled materials, Primeblue — made with parley ocean plasti, Vegan Animal-
free alternatives, Better cotton- more sustainable cotton farming, More recycled
materials- eliminating virgin materials (Adidas 2021). In webstore, in digital
world this is possible communicate with visual and textual content to share

informative message.

5.1.1 Corporate website

The company has the sustainability section of their corporate website and they
are saying that the section has been developed for all of their stakeholders that
may have an interest in how adidas manages sustainability issues. Adidas admits

that while some of them expect them to be focused on stakeholders’ specific
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arcas of concern, others wish to obtain a broad overview of their work, but
Adidas want to satisfy as many interest groups as possible. Their website aims
to provide a complete outline of their work including performance data but as
well that remains fact-based and succinct. For example, in some cases the reader

is directed to other web pages and Adidas reports for more information.

Adidas Group (2017c¢) has a section in their websites’ sustainability section,
where they aim to provide information about their sustainability goals, strategy,
programs and performance in the sustainability, for example “Awards and
Recognition - Feedback and positive recognition is important to us.” There is a
long list of different kinds of them, for example Dow Jones Sustainability
Indices and FTSE4Good Index, which is measuring the performance of
companies demonstrating strong Environmental, Social and Governance

practices (FTS Russell 2017).

Like mentioned, since 2001 adidas has published their annual sustainability
report, which is highlighting the progress made toward targets set. Although, as
the year 2017 reporting, adidas combines its financial and non-financial
information in one combined publication, the 2017 Annual Report for the first
time. Additionally, they promise on their corporate website that they are going

to inform about their relevant updates on work on the corporate website.

Adidas gives the overview about the reporting guidelines, which they are
following. They tell on their website that they are using the GRI (The Global
Initiative) guidelines to inform about their reporting. The Global Reporting
Initiative (GRI) is a non-profit organisation, which is working towards a
sustainable global economy by providing the guidance for sustainability
reporting, the guidelines are widely used, and it has recognized as international

benchmark globally. All organizations are able by using the guidelines to
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measure and report their economic, environmental, social and governance

performance. (Adidas Group 2021a)

They note that the information on their website and in their Annual Report
contribute to meeting the GRI G4 (option 'Core') requirements, because this way
they are able to keep their reporting succinct and focused on performance and

progress while qualitative information is reported on the corporate website.

Adidas has “She breaks barriers”- webpage, where you are able to join the
network and get news about women who breaks barriers in sport and learn more
about new women’s product releases. They provide a digital coaching
curriculum to keep girls in sport. “Be the reason she stays in the game. adidas
x Up2Us Sports partner to provide the tools to coach girls.” (Adidas Group
2021b)

Adidas has their GAME PLAN webpage “DON’T JUST FOLLOW.
JOIN THE HUDDLE. Get fresh stories, tips, and challenges plus our free
weekly planner to crush your goals. BE A PLAYMAKER, NOT A SPECTATOR”
The webpage is for those ones, who are not satisfied with being a follower, they
want to be more and Adidas is asking for them to share their wisdom and spread
inspiration in their community. “Let’s push each other to bring our A game,

strengthen our teams, and conquer our careers.” (Adidas GamePlan 2019)

5.1.2 Social media

Adidas official Instagram account has 24,3M followers, they are following 159
accounts and they have posted 771 post till 16" August 2019. (Instagram 2019a)
Since June 8" 2016, there are plenty posts regarding the plastic waste. At the
June 8th 2016 Adidas posted in their Facebook and Instagram: “Today we start
a journey to save the oceans. Make the pledge,” since then they have been

posting regarding to waste of plastic regularly. (Instagram 2016a) The content
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is social media channels varies, but regarding to Parley of the Ocean the content

is really informative with the mix of text and describing video or picture.

They are using videos in Youtube (2020a) to communicate about sustainability.
Adidas publish the video with the caption to explain the content “if we can see
things for what they are. If we can see what they could be. If the plastic we use
we never throw away. If the end of one thing can be the beginning of the next.
If we know that less can create more. If we can return, we reciprocate we
regenerate. If we are here for others. If we choose belonging. If we can work as
a team. All we have to do is connect. And the world opens up. The future’s about

giving back. Futurecraft LOOP (Youtube 2019b).”

“Adidas Tennis x Parley — Play for the Ocean JOIN US AS WE TURN THREAT
INTO THREAD Every year, millions of tons of plastic waste is washed into our
oceans, threatening the air we breathe and the wildlife that lives there. Our
oceans are at risk, but we have the power to turn the tide. Learn what you can

do to protect our oceans at: adidas.com.au/tennis (Youtube 2019c).”

Recycled materials are promoted in their social media as well,
“Imagine a future that’s made to be remade. A 100% recyclable concept.”
Regarding the introduction of the study, where was stated that sport industry
has been focused to high performance, Adidas posted in 2016 “The tides are
turning. Parley meets performance to create unique footwear and apparel made

1

with Parley Ocean Plastic.’

Adidas has. been activating people to Run For The Oceans since 2017, “Marine
plastic pollution is everyone's problem.
Wherever you are in the world, be part of the solution this World Oceans Day.
Sign up using the link in our bio.” The idea is to run, walk or wheelchair to help

end plastic waste.
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Adidas has published the podcast 7" of June 2019 , “Eric Liedthe and the
Adidas sustainability story. Listen to how adidas accepted the challenge to
become more sustainable.” Eric Liedtke, Head of Global Brands at adidas,
explains why he’s passionate about sustainability and the influence it has on
shaping the future of adidas. (Adidas GamePlan A 2019) By using the voice
from inside the company, the message is again differently communicated than

the voice in official reports or in the article.

5.2 PATAGONIA

Patagonia is the brand, which said “Don’t buy this jacket” on Black Friday 2011.
Patagonia states that they have long focused on preventing and, where
necessary, remediating a wide range of issues in their supply chain, including
forced labor, child labor and other human rights abuses. Their team is located
in six countries and it works full time on social and environmental
responsibility. The team is responsible to report directly to the Chief Operating
Officer. (Patagonia 2019ac)

Patagonia’s Mission Statement (2019b) “We’re in business to save our home
planet.” In 1988, we initiated our first national environmental campaign on
behalf of an alternative master plan to deurbanize the Yosemite Valley. Each
year since, we have undertaken a major education campaign on an
environmental issue. It has been common for several years, that textile brands
are using more and more recycled materials, but it is not common that they
would tell that they cut some colors from production, because those would be
required more toxic. Patagonia assessed the dyes they are using and eliminated
colors from the line that required the use of toxic metals and sulfides. But like
they say, since the early nineties, they have made environmental responsibility

a key element of everyone's job in their company. They states that as Patagonia
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employees, their Global Sport Activists® are using their roles in the sport
community to drive positive social and environmental change (Patagonia
2021d). Patagonia has a division, which is producing films by highlighting
environmental issues and the joys of the outdoors around the world and they
encourage their customers to take a stand for the environment and be active

(Forbes 2020).

Patagonia is running the “Worn Wear program, they have own webpage and
social media channels for that. They describe it as is a set of tools to help our
customers partner with Patagonia to take mutual responsibility to extend the life
of the products Patagonia makes and customers purchase. They accept used
Patagonia clothing that functions perfectly and is in good condition, then the
customer will get a Worn Wear Merchandise Credit valued at up to $100. They
describes that the program provides significant resources for responsible care,
repair, reuse and resale, and recycling at the end of a garment’s life. (Worn Wear

2021a)

Patagonia has their brand store worldwide, own brand online store and then they
sell their products by retailers worldwide. You are able to purchase the product
from their online store in Finland, which is not always possible with some
brands. That way you’ll get most transparent information regarding the product
and for example that 1% of purchase will go to a grassroot organization and
then you are able to “learn more” regarding that info. In addition, they. Have
option “Return and Repairs”, when you can return the purchase or then send it

to be repaired and use it again. (Patagonia 2021cd)

5.2.1 Website
Patagonia (2019b) is not public company, and they are not publishing their
financial reports and not sustainability reports either. “Patagonia Action

Works " is the first thing you find, when you entry to their webpage. Then if you
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go further and click it, the page will ask to allow to locate you and then “What’s
the best way to get involved with the issues you care about? Connect with
grassroots activists working in your local communities.” 1f you allow to use
your location and click “Act Now” you’ll face the issues, which are categorized
to grants that Patagonia supports and then they are asking from you “which
issues would you like to get involved with?” When your location is Helsinki,
Finland, they have categories like biodiversity, climate, communities, land,
water or then you can always use all issues, when you have chosen the category.
They are asking you to explore it. They show you the environmental grantees
nearby and event, although for location Helsinki all the nearest events are

basically in USA. (Patagonia 2019a)

They are asking you to “Answer with Action,” they state that they have
supported grassroots groups working to find solutions to the environmental
crisis for almost 40 years. They have experienced that found that cotton was the
biggest villain, even though it didn't have to be. In 1994 they made the decision
to take their cotton sportswear 100% organic by 1996 and has been ever since.
But it’s often hard to know the best way to get involved, they decided to connect
individuals with their grantees in order to take action on the most pressing issues

facing the world today. (Patagonia 2020a)

The company’s information begins from the mission statement and then you can
find more in Company Info. (Patagonia 2019b) “As the climate crisis deepens,
we see a potential, even probable end to such moments, and so were fighting
to save them. We donate our time, services and at least 1 percent of our sales to
help hundreds of grassroots organizations all over the world so that they can
remain vigilant and protect what'’s irreplaceable. At the same time, we know
that we risk saving a tree only to lose the forest—a livable planet. As the loss of

biodiversity, arable soils, coral reefs and fresh water all accelerate, we are
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doing our best to address the causes, and not just symptoms, of global warming

(Patagonia 2019bc).”

Patagonia (2019c) says that to produce the best product, the criteria is based on
function, repairability, and durability. “Making the best product matters for
saving the planet.” They aim to cause no unnecessary harm and they reminds
that they business activities is part of the problem. “We seek not only to do less
harm, but more good.” Patagonia states that their success lies in developing new

ways to do things.

On the Patagonia (2019f) webpage, there is Corporate Responsibility section
and on the July 1% 2019 you can read from the first sight the headline.
“Promoting fair labor practices and safe working conditions throughout
Patagonia’s supply chain.” They explain for the reader, what the Corporate
Responsibility (CR) is in general and what does it mean for the Patagonia. They
describe that Corporate Responsibility is a broad-based movement in business,
which encourages companies to take responsibility for the impact of their
activities on customers, employees, communities and the environment.
Patagonia states that responsible companies are as well committed to the

international labor and human rights standards. (Patagonia 2019f).”

Patagonia (2019g) shares the list of all Patagonia’s finished goods factories.
There is document, which lists the factory name, since when they have been
supplier and then address. Then their factory scoring system is described.
"Here’s what we're doing to ensure that Patagonia products are produced
under safe, fair, legal and humane working conditions throughout the supply
chain — and some background on how we got to where we are today (Patagonia

20196.”
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Labelling as communication tool is used, 480 styles of Patagonia line-up was
labelled as Fair Trade Certified™ in 2017. As well Patagonia’s Fair Trade
program has impacted more than 72,000 workers in 10 countries around the
globe. They tell about their Fair Trade Program in their webpage with text and
video. (Patagonia 2021a) Patagonia repairs old clothing, but as well all products
which they got back they recycle them 100 percentage. They state that “One of
the most responsible things we can do as a company is make high-quality stuff
that lasts for years, so you don't have to buy more of it. Keeping clothing in use
just nine extra months can reduce the related carbon, water and waste footprints

by 20-30%.” (WRAP, 2012) (Worn Wear 2021)

Patagonia tells transparently that they made a research and they found that the
"natural" fiber, which was used in most of their sportswear proved to be by far
the greatest environmental evildoer of the fibers studied. They learned that 25%
of all toxic pesticides used in agriculture is used in the cultivation of cotton, that
the resulting pollution of soil and water is huge and that evidence of damage to
the health of fieldworkers is strong, though they admit that it is difficult to
prove. Many materials which are presented are recycled, including recycled
cashmere, wool, spandex, nylon, cotton and even recycled fishing nets.
(Patagonia 2019¢) NetPlus® material is made from 100% recycled discarded
fishing nets collected in fishing communities in South America, they. Tell that
the reson for that is “the world’s oceans are choking in plastic.” Derelict fishing
nets in the marine environment are one of the most harmful forms of plastic

pollution. (Patagonia 2021b)

They are not only telling the materials and technologies; they are telling the
impact on environment and what does it consists and what are the benefits for
using it. For example, the section about organic cotton, Patagonia states that

they require certificates issued by an accredited third-party certification body.

56



The cotton has to be organic like the USDA’s National Organic Program defines
it. Certificates are issued to farms that follow organic practices, to factories that
process organic cotton separately from conventionally grown cotton, and for
shipments of organic cotton between different companies in the supply chain.

(Patagonia 2019e)

Regarding the Worn Wear (2021a) program they have their own webpage, “Why
extend the life of gear? Because the best thing we can do for the planet is get
more use out of stuff we already own, cutting down on consumption. Join us to
repair, share and recycle your gear.” The idea is that Patagonia offers you to
trade in and. get paid, you can trade old Patagonia clothing, they’ll wash and
repair it and sell to next customer. You’ll get paid and you can buy new

Patagonia clothing or buy recycled one.

5.2.2 Social media

Patagonia (2019a) has social media channels Facebook, Twitter, Instagram,
Google+, Tumblr, Pinterest, Vimeo and Youtube, They have multiple profiles
in same channel, for their repair program Worn Wear, Patagonia has own
@wornwear profile for that in Instagram (2019f), but they communicate about

the program in their on international account as well.

Patagonia’s Mission Statement (2019b) “We re in business to save our home
planet.” The mission is stated in every social media channel, including
Youtube, where they are structed their profile to have videos related to climbing,
trail running etc. but then as well environmental activism. They have stories of
their surf activists, they describe with the storytelling what has happened for the
environment example in Chile or “Blue Heart: The Fight for the Europe’s Last
Wild Rivers, Patagonia is saying in their mission statement that they appreciate

that all life on earth is under threat of extinction. They aim to use their resources
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to do something for the earth, including their business, investments, voice and
imaginations. The description of the video is : "The Balkan Peninsula is home
to the last wild rivers in Europe. However, a deluge of more than 3,000
proposed hydropower developments threaten to destroy the culture and ecology
of this forgotten region. Blue Heart, now in its first digital release, documents
the battle for the largest undammed river in Europe, Albania’s Vjosa, the effort
to save the endangered Balkan lynx in Macedonia, and the women of Kruscica,
Bosnia and Herzegovina, who are spearheading a months-long, 24/7 protest to

protect their community’s only source of drinking water (Youtube 2019d).”

Patagonia has videos in Youtube and Instagram, where they do ask people to
“read how we’re reducing our carbon footprint by Patagonia.” They call
climate crisis as a human issue. They published video “Why Recycled? See ‘Why
Recycled’ to learn why our industry needs to change.” Regarding to that they
states that in a year, the clothing industry will contribute 1.2 billion tons of CO2

emissions into air.

Promoting their clothing repair program Worn Wear they have multiple post
like for example @wornwear is taking to the road with three trucks, traversing
the slopes in North America, Japan, and Europe to extend the life of the clothing
you’ve already got. Click the link in the profile for the #WornWear tour dates.”
(Instagram 2019¢)

Patagonia produced a documentary, “Artifishal,” to defend the wild fish, and
Patagonia says that they tell the truth about the devastating cost of hatcheries,
fish farms and the willful ignorance of scientific fact for political expediency.

In March 2019, Patagonia posts in Instagram that "/ really want us to face up to
the fact that we 're destroying the planet. It could very well end up uninhabitable

in 80 years. That’s why we recently changed the company’s mission statement:
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“We’re in business to save our home planet.” —Yvon Chouinard (Instagram

2019¢)

“Today’s FDA decision allowing genetically engineered salmon to end up on
dinner plates throughout the U.S. demonstrates a continued arrogance that
humans can dominate nature. For over 40 years, Patagonia has fought for wild
places and the natural biodiversity they support. Scientists and watchdog
groups indicate that genetically modified salmon pose serious risks to health,
wild fish populations, local fishing economies and the environment — and
labeling laws won'’t go into effect until 2022, leaving citizens in the dark. Instead
of opening the market to high-cost, risky technology like GMO salmon —
particularly in this time of weakened government oversight — we need to
reinvest in  protecting  our  wild rivers and  wild  fish”
March 9" 2019 Rose Marcario, CEO, Patagonia (Instagram 2019¢). Posts with

informative content but as well political statement.

Regarding to activism they have post, where they ask followers to act now, vote
now or take part with them and another example from Instagram post from
December 25" 2018 : “Thank you for your continued support and activism in
2018.” Patagonia published in Instagram and in Youtube at 5" October 2019,
the video of the climate strike: “September 20" and 27" were among the largest
global protests in history: Thank you for making history.” In 2018 Patagonia
posted as well that they will donate 100% of its global Black Friday sales to
grassroots organizations working in local communities to protect our air, water
and soil for future generations. ”We are always looking for ways to reduce our
manufacturing footprint, including our company’s reliance on fossil fuels. We
also fund grassroots environmental organizations by giving away one percent
of our sales.” But in same post they are not only talking about donation and
reasons for that, they appeal to humanity, “by getting active in communities, we

can affect local change to protect the food we and our children eat, the water
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we drink, the air we breathe and the treasured places we love the most.” Today
they are not posting that long caption in Instagram, they let the picture or video

to tell the information or more or less do the storytelling and educative.

6. DISCUSSION

This chapter will discuss the findings of empirical part more widely by
answering the research questions and as well evaluating how the empirical

results follows the prior literature.

6.1 Theoretical contributions

The main research problem of this study is as follows:
Q1. How does the transparency of the company about its sustainability affect

companies’ marketing communications in sports industry?

Regarding to the Sustainability Marketing Mix, the interface is stronger when
the information is available and shared, transparently. The Mix presents the
transformation from traditional marketing mix to sustainability marketing mix,
which represents the interface between a company and its customers (Peattie
and Belz 2010). When the information seems to be shared transparently in
reporting and websites, but then it’s not that widely communicated in social
media, which lead to the assumption that in the social media marketing is

decided to keep more commercial message.

To communicate about the environmental attributes of a product, manufactures
are using pictures, symbols and logos, but possibly pictures could be even more
ambiguous than text for the consumer. It’s good to use the text and the symbols

to avoid that kind of distinction, but logo or image should follow the basic rules

60



and avoid misinterpretation or be misleading, greenwashing (ISO 2012). This
can be seen in variation of the content, there is videos, pictures, text and
labelling and of course in social media hashtags are combination of symbol and

text.

Adidas noted that the information on their website and in their Annual Report
contribute to meeting the GRI G4 (option 'Core') requirements, because this way
they are able to keep their reporting succinct and focused on performance and
progress while qualitative information is reported on the corporate website But
it really seems that Adidas Group expect that the consumer find their qualitive
information from their website, because there way more information about their

sustainability strategy than they communicate in social media.

The same phenomena can be found from Patagonia website compared to their
social media content, in website there is way more widely information about
their sustainability strategy and achievements. In social media they more or less
educate people not really inform their all going environmental practices or try

to activate people towards environment activism.

Customer solution

From traditional marketing perspective, Product a material goods and
immaterial services, which we purchase because they represent a perceived
solution to a particular problem linked to a want or need, which would be for
example Adidas’s or Patagonia’s T-shirt. From sustainability point of view,
products and services need to address both customer problems and socio-
ecological problems, when we are looking from sustainability point of view.
Regarding to the definition of sustainability product, it depends on the
sustainability of the energy and material resources, which are used to produce
the product, in addition how sustainable are those companies throughout the
supply chain. When we are estimating the sustainability of the life cycle of the

product, which includes purchasing and using the product, and what happens at
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the end of its life. (Peattie and Belz 2010) When the customer is trying to find
the solution to wear sport clothes, but not to harm the environment, they need
information about the products supply chain, it’s not enough that they would
know the origin of the product, they need to know more to find the best solution,
which meets costumer’s requirements. In Adidas and Patagonia cases, they are
transparently giving information regarding factories, where the product is

produced and the specific the materials in the T-shirt for example.

Patagonia says that to produce the best product, the criteria is based on function,
repairability, and durability. “Making the best product matters for saving the
planet.” They aim to cause no unnecessary harm and they reminds that they
business activities is part of the problem. “We seek not only to do less harm, but
more good.” Patagonia states that their success lies in developing new ways to

do things. (Patagonia 2019b)

Customer satisfaction, sustainable products or services will not survive at the
market in the long run, if they do not satisfy customer needs and regarding to
earlier, they have to give the solution for the customer, which meets customer’s
needs and requirements. Both companies are sharing their products the whole
life cycle from cradle to grave, including sourcing raw materials, transportation,
manufacturing, distribution, use, and post-use. The purely sustainable product
has solution for the post-use of the consumer, for example Adidas is marketing

their solution to recycle their shoes and remake new ones from that.

Significant improvements sustainable products and services should make
significant contributions to socio-ecological problems on a macro level or socio-
ecological problems of products analyzed and identified with instruments of life
cycle assessment or then both. Adidas’s Parley of the Ocean project has started
in 2015 and it’s going strong further, the clear message is that Oceans are full

of plastic waste and it has to be stopped. Every year, millions of tons of plastic
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waste is washed into our oceans, threatening the air we breathe and the wildlife

that lives there. Our oceans are at risk, but we have the power to turn the tide.

Patagonia is communicating about the macro level issues like pollution to
micro. They have stories of their surf activists, they describe with the
storytelling what has happened for the environment example in Chile or “Blue
Heart: The Fight for the Europe’s Last Wild Rivers, Patagonia is saying in their
mission statement that they appreciate that all life on earth is under threat of
extinction. They aim to use their resources to do something for the earth,
including their business, investments, voice and imaginations. The description
of'the video is : "The Balkan Peninsula is home to the last wild rivers in Europe.
However, a deluge of more than 3,000 proposed hydropower developments

threaten to destroy the culture and ecology of this forgotten region.

Continuous improvement, sustainable products and services have to be
continuously improved regarding customer, social and environmental
performances. Patagonia assessed the dyes they are using and eliminated colors
from the line that required the use of toxic metals and sulfides. But like they
say, since the early nineties, they have made environmental responsibility a key

element of everyone's job in their company.

Competing offers, even though a product or service satisfies customer needs and
that provides environmental and social improvements, it is possible that might
still lag behind competing offers. In sport industry the competition is tight and
your decisions to produce sustainable solution / product / service is not the only
one in the market. For example, Adidas and Patagonia are marketing their
sustainable solutions, products like T-shirt, the retailer as a customer choose
your product to their collection or not and then the consumer makes the final
decision buy the one from the store or buy it from the webstore of the brand or

then the competitor’s solution.
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Customer cost

In traditional model and commonly as well, Price represents the money, which
is charged for a product or service, in sporting goods industry the goods have a
price and there is products and services as well. But total customer cost
represents an alternative concept, which addresses the total consumption
process, and also non-financial transaction costs of time and effort. (Peattie and
Belz 2010) In sporting goods industry, the total customer cost includes that
process that the consumer finds the product, the industry is known by big brands
and then you can’t expect that you find always exactly that product in that color,
when the consumer walks into the local retail store, the collection of the brands
are so wide and global. But one option is to order from brand’s own webstore,
but then the time and effort, which customer will spent if the customer has to
return or change the product, if the size is not right or the product does not meet

the expectation.

But from sustainable perspective and regarding the Worn Wear (2021a)
program, which idea is that Patagonia offers you to trade in and get Worn Wear
Merchandise Credit valued at up to $100, you can trade old Patagonia clothing,
they’ll wash and repair it and sell to next customer. You’ll get paid and you can
buy new Patagonia clothing or buy recycled one. If you buy the same kind of
product as recycled, it might be that you won’t pay any extra in money than in
the first place and the material of your old clothing is going to be recycled. If
you don’t buy anything at that point, you’ll get Merchandise Credit from

Patagonia and the cost is your act to be part of Worn Wear-program.

This is example that the total cost of the product is taken account and at the
same time, the total cost for the planet is taken account. It’s win-win for the

customer and the planet, the product will get new life after repair and the

64



customer has got paid by the credit or repaired product by free service, of course

the effort and cost is that the customer has to post the product.

Convenience

In the conventional marketing mix variable Place has some weaknesses from a
sustainability point of view. It emphasizes the physical distribution of products,
which creates a focus on the exact point of exchange or the service, but from
sustainable point of view the total consumption proces begins before the product
is available for the customer, then it continues during the use and then after the
use. In addition, today the physical place does not have real matter, because in
many markets consumption process has moved into an online environment. In
the end consumer values that the distribution process delivers is convenience,
the products and services are widely available and easily accessible. (Peattie and
Belz 2010) This is related to the total cost of customer really closely, when the
customer is making the buying decision it’s relevant where the customer finds
the product or service, what is the distance, how long it takes and from
sustainability point of view, what is the environmental footprint of the purchase
process. If it’s ordered online and then delivered from long distance and the
possibly it has to be returned or exchanged, if the customer will not return it but
not use it either, it’s pointless consumption. Unless the product will be recycled,
the footprint is smaller then. From sustainable point of view, it’s important to
think from where and how the customer will make the purchase, which
packaging materials are used and what kind of transportation is used and what

1s the distance.

The example to educate the customer about our company’s sustainability
efforts, sustainable innovation is to limit the available volumes, make the
customer to share your message in their social media and then they are able to

win the possibility purchase the limited product. Like Adidas did, when they
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released the first edition running shoe in partnership with Parley for the Oceans.
The adidas Group released only 50 pairs of the iconic running shoe available
worldwide, but people could not just buy them, they had to earn them first.
Instagram users were given the chance to win a piece of sportswear history by
raising awareness of the cause and uploading a video to show how they
implement Parley A.LLR. and pledge to avoid single-use plastic (Adidas
GamePlan A. 2016). In this case that was not really convenient to purchase, but
it was the way to spread message regarding the new revolutionary product in
the sport industry, which were first only available for the awarded ones. After
the product was launched, it has been available for everyone to buy. Although,
you can find well sustainability information regarding their collection, when
you are purchasing them from Adidas’s own online store or their brand store,
but from retailer the information is not that transparently available, which makes

the sustainable solution purchasing not that convenient.

The same kind of problem is with Patagonia. When you would like to purchase
their clothing, it’s more convenient to buy it from Patagonia’s own online store,
brand store or then sustainable clothing focused online store. In Finland you are
able to buy the product from their brand online store, but not from brand store
because the nearest brand store is in Berlin. Then one option is that you have to
find the product from the retailer. The online store option is convenient, when
you want to get sustainability information transparently, they summarize it in
the purchase stage once again, they tell from example that the materials are
recycled and 1% of purchase will go to a grassroot organization and then you

are able to “learn more” regarding that info.

Communication
Traditional marketing mix includes narrowed and unidirectional notion of
Promotion, because more or less an appreciation of the importance of two-way

communication with customers. Although, for the sustainability marketer,
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communication is much more important than for conventional marketer.
Communication has really crucial role in marketing mix, because without
effective communication it can be said that it basically impossible to make
consumers aware of sustainability solutions that have been developed and how
those effect on consumer’s life. Like earlier mentioned, it’s complicated to
communicate sustainability efforts for the customer for example in retailer
store, where the product is often next to other brands’ products. Labeling is one
key to stand out then and of course the fact that in some cases the salesperson
is the store has important role. For example, Adidas Parley of the ocean shoe,
the information can’t be only in box, because in many cases the shoe is in the

wall between the other brands’ shoes, the info has to be shared otherwise.

Labeling as communication tool is used, 480 styles of Patagonia line-up was
labeled as Fair Trade Certified™ in 2017. As well Patagonia’s Fair Trade
program has impacted more than 72,000 workers in 10 countries around the
globe. They tell about their Fair Trade Program in their webpage with text and
video (Patagonia 2021a).

Sustainability marketers face the challenge to develop communicate through the
campaigns which suit the nature of their consumers and the solutions they
develop for them. Even more challenging is to take advantage of the power of
marketing communications tools and channels, because they face the fact that
consumers are concerned and aware about greenwashing. (Peattie and Belz
2010) Regarding to this, labeling can be seen as greenwashing, if there is not
more information, only the label. One possibility is to add QR-code in the label,
then the retailer’s staff and consumer can read that and get to access to get more

information about the sustainability.

In sport industry transparency of supply chain is coming more and more

common and companies are reporting for example their energy efficiency,
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recycling programs, the total environmental footprint of the business, including
the whole value chain from the sourcing raw materials to the consumer, and
including their social sustainability efforts throughout the value chain. But at
the same time consumer is expecting higher quality with lower price, there is a
price for being sustainable. The company is investing to be sustainable, then all

shareholders should be communicated about your efforts.

Like mentioned, since 2001 Adidas has published their annual sustainability
report, which is highlighting the progress made toward targets set. Although, as
the year 2017 reporting, Adidas combines its financial and non-financial
information in one combined publication, the 2017 Annual Report for the first
time. Additionally, they promise on their corporate website that they are going
to inform about their relevant updates on work on the corporate website. But the
customer has to go to their webpage to read the report. Although, they are
communicating by podcast, videos and picture content in all social media
channels about their sustainability efforts, projects and programs. They are
awakening the follower to the topics, why they are doing this, “Marine plastic
pollution is everyone's problem.
Wherever you are in the world, be part of the solution this World Oceans
Day.”As well the women in sport “She breaks barriers’has been important
topic in their social media marketing, “Use #CreatorsUnite to share your barriers
to sport so we can create change together.” They use social media in
communicating their efforts and values, so when the consumer goes to purchase
sport wear, they would choose the sustainable option, which communicated the
topic which fits to your values. Using hashtags in social media, the customer is
able to find the posts, if they try to find it by searching for sustainability-related
hashtags.

“Patagonia Action Works” is the first thing you find, when you entry to their
webpage. Then if you go further and click it, the page will ask to allow to locate
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you and then “What’s the best way to get involved with the issues you care
about? Connect with grassroots activists working in your local communities.”
If you allow to use your location and click “Act Now” you’ll face the issues,
which are categorized to grants that Patagonia supports and then they are asking
from you “which issues would you like to get involved with?” Patagonia is
activating people to vote and take part of activism, they are not only selling their
products or educating consumer. This might turn against them as well, if the
consumer prefers sustainable clothing but is against activism action. This is
strategic decision to make and Patagonia has decided to act, not to please

everyone.

When Patagonia is asking people to act and take part of activism, they ask
people to save the planet with them by activism. Adidas is activating people to
run for the oceans, which means to take part of donate by running. To different
kind of ways to activate people, but both have the aim to activate people to think

and share their message to act towards better tomorrow.

Siltaoja (2006) found that the most significant factor affecting company
reputation is trust. More specifically, goodwill trust, which means that the
company is doing more than it is formally required. These two companies by
their transparent business has important role to reach the trust, but of course as
well the customer promise accounts, how the product will serve the customer in
long run. All these 4Cs build the customer promise, not only communication.
Transparent communication is telling transparently about their sustainability in

reports and then transparently communicate is by using marketing tools.
And the sub problems are as follows:

Q2. How do the sustainability marketing content vary between marketing

channels?
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Regarding to Tuten and Solomon’s (2015), social media tools and platforms can
be organized around four zones of social media. Case companies are working
on the zones 1, 2 and 4. On the zone 1, social community is able to participate
in with others who share the same interest. Thus, social communities feature
two-way and multi-way communication, conversation, collaboration, and the
sharing of experiences and resources. All this is possible on Instagram and

Facebook.

On the zone 2, social publishing sites help dissemination of content to an
audience. All case companies are publishing blogs, micro sharing sites like
Adidas’s Parley of the Ocean collaboration, which has their own webpage and
social media accounts. Then Patagonia has their Worn Wear-program, which
has own webpage and social media account. As well they have their sub-profiles
in social media, which content is more focused to the topic like mountain biking
or football, there the content is not that sustainability focused than in official

account.

On the zone 3, social entertainment encompasses channels and vehicles that
offer opportunities for play and entertainment. These include socially enabled
console games, social games and gaming sites, and entertainment communities.
The case companies are not on the zone 3, they do not have any opportunities

to play games on the sites.

On the zone 4, social commerce refers to the use of social media to assist in the
online buying and selling of products and services. This means that is a subset
of e-commerce, which is the practice of buying and selling products and services
by the internet. Both case companies have their own online stores, but the
consumer is as well able to navigate the closest store or dealer from the website

of the brand. On the Instagram you can see the posted pictures, where is the
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tagged the product and you can move to the online store, but the case companies

are not using that tool.

Adidas and Patagonia are not only promoting about their sustainable solutions,
they are educating consumers and their other stakeholders by their
communication channels. They are showing the reasons behind their actions,
the pollution and the poor communities. However, in the sense of social media
channels Patagonia is active in their all profiles to promote environmental
sustainability, they are asking people to act, not only be noted or make right
purchase decisions. They are using political content, they made for example
documentary, “Artifishal,” to defend the wild fish and like they describe e/l the
truth about the devastating cost of hatcheries, fish farms and the willful
ignorance of scientific fact for political expediency. Mixture of political and
commercial, because it has to be remembered that they are producing and

marketing their product at the same time.

Even though Patagonia is making profit, they are built to do it sustainable way.
Their message is clear and their way to communicate is transparent. The
message that repair your clothes before buying new one can be implemented to
other  consumer goods as well. Adidas and Patagonia not only report and do
marketing regarding to their sustainability efforts, they educate their followers
in the social media. They share stories, but as well the research data. They show
by videos, pictures and reports, how global the sustainability issues are and how

they effect on the planet.

Q3. How has the sustainability marketing changed during last years?

Regarding to Belz and Pettie (2009), marketing sustainability is not same than

sustainable marketing, but today to be sustainable you have to be transparent

and it’s important part of marketing sustainability. Consumers are demanding,
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they get lot of information easier than ever before, but they might know which
information is relevant and true. As a company, you have to make sure that the
information regarding your actions won’t harm your reputation, then it’s better

to act transparently and communicate your processes and production.

During last years, there can be seen more videos in social media marketing, the
storytelling is common, there is more videos about the production for example.
Transparent communication can be written message, but if you share the video
the consumer can see by themselves, not only trust to written. For example, the
first posts regarding sustainability from 2018 of both case companies had long
captions for the posts, really informative. Today the posts have shorter caption,

but the story is told by video more often.

The focus of Adidas in their sustainability marketing has been from 2016
environment especially the situation of the oceans, problem of plastic waste and
they have done marketing regarding the topic, the women in sport. The same
issues can be found from Patagonia’s marketing channels, but they are more
focused on rivers than oceans, they communicate the importance of repairing,
not only recycling like Adidas. When Adidas started their journey against
climate chain like they state in 2016, Patagonia has been active already. Adidas
way to promote their actions and new products from recycled materials,
Patagonia is at the same time activating people to act towards the leaders of the

countries and showing the beauty of the nature, which should be saved.

Sustainability marketing in sporting goods industry is more transparent than five
years ago, more informative content, but still really focused to environmental
issues. Other aspects of sustainability, social and economical is included to
sustainability reporting and webpages Sustainability parts, but from marketing
point of view the focus is on the environment. The brands explore their all

processes and for example, Adidas states. That they do not use plastic bottles in
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their meetings at its headquarters anymore. The decision to phasing out plastic
bags, in addition the adidas Group will not use plastic microbeads across all
their body care products since December 31, 2015. Minor issue for someone,
but this is one example that the companies try to find better practices to save

planet.

Technological solution to reuse materials and reduce pollution are in the focus,
then the marketing is focused to communicate about the solutions, efforts and
reasons to choose the product, the reasons why the brands have decided to use

recycled materials for example.

6.2 Managerial implications

This thesis provides important insights to different parties in the field of
sustainability marketing. Sport industry can be seen really commercial, but there
is different players with different mission. Sustainability is well-discussed topic
in energy or wood industry, but it is important topic in every market. This study
offers the overview of sustainability marketing, made by the most transparent
fashion companies in sport market. The background of the companies are totally
different, but both are working towards more sustainable sport business. There
is managers, who do not see how the other players on the field are ahead of them
in. sustainability, you have to be transparent when you start your sustainability
communication or you will against greenwashing speculation. All shareholders
including consumers are more and more aware about sustainability issues, you

have to be part of it, but do it fairly.

Even if the company is not public, they should publish their sustainability
reports annually in today’s business world. It’s not transparent, if you just
basically tell a story about your sustainability targets and projects. There have
to be results as well published, based on the Global Reporting Initiative (GRI)
Standards. This thesis shows that reports is good to be published in webpage,
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so when the consumer see the social media posts, she can go and learn more
from reports. The reports are published in the webpages, but the results and

targets are told in social media channels.

These two case companies have long history with sustainability topics and the
competitors have to admit, it’s not a sprint. There is more and more information
for consumers, they are becoming more educated and people care more and
more sustainability issues. The companies have to explore new possibilities to
develop more sustainable solutions to the market, but that is big investment,
which have to pay back. Marketing of sustainability is not only commercial, it
can be always seen educative, if it makes the consumer to explore the topic or
makes them to purchase based on communication of sustainability. If Adidas
decides to produce shoe, made from recycled plastic bottles from the ocean, that
might make the consumer to think, why from the plastic, why. It’s from the
ocean. Many of the consumers do not know the situation of the oceans or

grassroots, which are in focus of case companies communication.

6.3 Limitations and future research

It is important to note that thesis is not without limitations. The first limitation
is regarding the size of sample, the quantity of the companies when compared
to the big size of the industry, which lead to the reduction of the generalizability
of the results. To ensure more generalizable results, a larger sample size within
the industry, sporting goods industry would have been needed different method.
The research design and structure was functional solution to this topic in the

case that the data can be collected externally.

The second limitation concerns the industry, this study was only limited to
sporting goods industry, fashion brands which are in sport industry. These

results would be drawn by evaluating sport organizations for example sport
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clubs or foundations, or sport brands which were not in the top of Fashion

Transparency Index 2019.

The third limitation relates to the data sourcing, because this study can have
limitations because it’s based on case companies’ webpages and social media
content. One limitation is that one case company is not reporting annually like
the other, even though it’s taking part to activism against climate change, that
might seem really big effort but it might be just storytelling. The other company
is reporting structured and annually, which makes the comparison between the
companies difficult, but it gives valuable information regarding the differences

in the market.

Regarding to the reliability and validity of the data, there are guidelines
according to sustainability reporting, but there is not that strict guideline for
communication in social media. For example, the part of the research data is
collected from their Instagram profiles, which the case companies are able to
publish and unpublish with a single click and as well the “posts” are possible to
edit afterwards. As well the fact that the data is based on the timing of authors,
when she has gathered the data, when the data can be deleted or edited. These
actions affect the reliability and validity and creates this limitation, some posts
can be deleted already, but this way is possible to get bigger picture of their

communication in social media anyhow.

In terms of future research, it would be interesting to see how do these
companies communicate about their sustainability, when the sustainability
marketing become more common in sport industry. As well it would be
interesting make a research around these two companies and the consumers, do
the consumer who purchase their products know or care about their

sustainability efforts or what is the reason to choose their product.
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7. CONCLUSIONS

The world's most transparent fashion companies market their sustainability in
the sporting goods industry, they communicate transparently by their reporting
and then in their marketing. The interface between a company and its customers
is strong when the information is available and shared, transparently. In Adidas
and Patagonia cases, they are transparently giving information regarding
factories, where the product is produced and the specific the materials in the T-

shirt for example.

Both transparent businesses are sharing their products the whole life cycle from
cradle to grave, including sourcing raw materials, transportation,
manufacturing, distribution, use, and post-use. The purely sustainable product
has solution for the post-use of the consumer, for example Adidas is marketing
their solution to recycle their shoes and remake new ones from that. Patagonia
is communicating about the macro level issues like pollution to micro. They
have stories of their surf activists, they describe with the storytelling what has
happened for the environment, verbal communication by podcasts, Instagram

stories and posted videos are common way.

When the information seems to be shared transparently in reporting and
websites, but then it’s not that widely communicated in social media, which lead
to the assumption that in the social media marketing is decided to keep more
commercial message. Although the quantitative information from sustainability
reports is not included in social media marketing, the core message towards

sustainable business is communicated.
Although, the consumer is not able to find easily sustainability information,

when they purchase the product from somewhere else than from the brand’s

own webstore. For example, when you are purchasing them from Adidas’s own
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online store or their brand store, but from retailer the information is not that
transparently available, which makes the sustainable solution purchasing not

that convenient.

Labeling as communication tool is commonly used on sporting goods, Fair
Trade Certified™, PVC-fee, Recycled materials have many different kind of
labeling. Regarding the labeling, 480 styles of Patagonia line-up was labeled as
Fair Trade Certified™ in 2017. Sustainability marketers face the challenge to
develop communicate through the campaigns which suit the nature of their
consumers and the solutions they develop for them. In sporting goods industry
companies use social media in communicating their sustainability efforts and
values, so when the consumer goes to purchase sport wear, they would choose
the sustainable option, which communicated the topic which fits to your values.
When awakening to the topic is not enough, the company like Patagonia is
activating people to vote and take part of activism, they are not only selling their
products or educating consumer. This might turn against them as well, if the
consumer prefers sustainable clothing but is against activism action. This is
strategic decision to make and Patagonia has decided to act, not to please

everyone.

When Patagonia is asking people to act and take part of activism, they ask
people to save the planet with them by activism. Adidas is activating people to
run for the oceans, which means to take part of donate by running. To different
kind of ways to activate people, but both have the aim to activate people to think
and share their message to act towards better tomorrow. During last years, there
can be seen more video content in social media marketing, the storytelling is
common, there is more videos about the production for example. Transparent
communication can be written message, but if you share the video the consumer
can see by themselves, not only trust to written. Social communities feature two-

way and multi-way communication, conversation, collaboration, and the
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sharing of experiences and resources. All this is possible on Instagram and
Facebook. Adidas and Patagonia are not only promoting about their sustainable
solutions, they are educating consumers and their other stakeholders by their
communication channels. They are showing the reasons behind their actions,

the pollution and the poor communities, diversity and human rights in general.
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APPENDICES

Appendix 1. Data coding

Sustainability report Website Youtube Instagram
Targets Company Created playlists Caption of posts
Naming of
Projects History playlists Text in pictures, videos
Results Sustainability Videos Hashtags
Achievements News Content in videos | Visual aspect of content
Certificates Webstore
Campaigns
Adidas
Plastic Parley of the Ocean | adidas x Parley #RunForTheOceans
Waste GamePlan Plastic Waste #adidasParley
Run For The
Recycled Run For The Oceans Oceans #HereToCreate
Futurecraft
Reuse World Oceans Day LOOP #Futurecraft
Awards and
Ocean Recognition Tennis x Parley #CreatorsUnite
World Oceans
the GRI Reporting Day #InternationalWomensDay
FTSE4Good Index FTSE4Good Index Diversity #ShebreaksBarriers
She breaks
Primeknit Primeknit Barriers
Futurecraft LOOP transparency Female athletes
human rights human rights
People and Culture Diversity
Creating the New She breaks Barriers
Patagonia
Fair Trade Program | Mission Statement The climate crisis | #strikewithus
Corporate
saving the planet Responsibility Why Recycled’ #AnswerWithAction
Recycled Act Now Wild Rivers #TimeToVote
Repair Activism Artifishal,” #SaveTheBlueHeart
Worn Wear program | fair labor practices LoveOurPlanet. #WornWear
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safe working
Return and Repairs conditions Worn Wear #MonumentsForAll
Patagonia Action
Works international labor Activism #FairTrade
human rights
organic standards Fly Fish #FairTradeFleece
Fair Trade
Carbon Footprint Certified™ #FairTradeDifference
soil fishing communities
labor
Reducing

Appendix 2. Adidas Group- social media posts. (Instagram
@adidas)

June 8th 2016
Today we start a journey to save the oceans.
Make the pledge to support@parley.tv's Ocean Plastic Program.

Create a movement.

November 4th 2016
The tides are turning. Parley meets performance to create unique footwear and
apparel made with Parley Ocean Plastic. Tap the link in our bio to learn more.

#adidasParley

April 21, 2017

Billions of years of history.
Reshape the past to create the future this Earth Day.
#adidasParley #UltraBOOST

April 22nd 2017
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The place we call home Qo

Pause for the planet this Earth Day.
#adidasParley #UltraBOOST

June 6 2017

This Thursday, New York City takes action for the oceans.
You can make your miles matter and join the global movement today.
Click the link in the bio to find out how.
#RunForTheOceans

#adidasParley

June 7, 2017

Marine plastic pollution is everyone's problem.
Wherever you are in the world, be part of the solution this World Oceans Day.
Sign up using the link in our bio.
#RunForTheOceans

#adidasParley

June 11, 2017
The race for the seas started in New York, but it's far from over.
Tap the link in the bio and join the global movement.

#adidasParley
#RunForTheOceans

October 13, 2017
From the shore to the street.

(wadidasoriginals and (@Parley. TVcombine in the fight against plastic

pollution.

#adidasParley #EQT
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October 14, 2017

The EQT Support ADV; using Parley Ocean
Plastic @adidasoriginalsand @parley.tv unite to turn a problem into progress.
Watch our Instagram story for more.
#adidasParley #EQT

July 5th 2018

Start the wave that makes a change. Runners from all over the world have joined
the fight against marine plastic pollution to Run For The Oceans. There’s still

time to join the movement. Hit the link in bio to run for a reason before Sunday.

(@adidasRunning @Parley.tv
#RunForTheOceans

#adidasParley

September 10 2018
Champions leave with a trophy, icons leave a legacy. 48 years

ago, @BillieJeanKing created a platform for women in sport and

yesterday @NaomiOsakaTennisbecame Japan’s first ever Grand Slam champion.

Use #CreatorsUnite to share your barriers to sport so we can create change
together.
(@adidasTennis

December 7th, 2018 vIDEO
Dear adidas,

It’s time to step up and level the field for women in sport.

December 10t 2018 VIDEO
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She. Breaks. Barriers.

@ Use #CreatorsUnite to let us know the barriers she faces in sport and the ways

we can remove them.

January 12" 2019 video

From the court to the coast, we must work together to protect our

oceans. @alexzverev123 joins forces
with @jian.thorpe, @natfyfe, @ellyseperry and @mimielashiry to play for the oceans in
the new adidas X (@parley.tv collection.

#HereToCreate #adidasParley

For the whole week videos and pictures, stories of the women athletes from

different cultures.

March 7th 2019 VIDEO
Less talk, more visibility.
We’re partnering with Twitter to livestream female high school sports, because

when she 1S seen, she breaks barriers.

Learn more at adidas.com/SheBreaksBarriers

#International WomensDay

March 8th 2019
Here’s to the women who fight for what they deserve.

Get inspired by @reeba04’s story of leveling the playing field, now on IGTV.

#International WomensDay

March 9th, 2019
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qual pay for equal play.

#FIFAWWC #WorldCup
—> FIFA 2019 Eric Liedtke picture of his statement

April 4th 2019 BEYONCE without any text, only the video

April 1712019
Futurecraft LOOP: Made To Be Remade

This is the turning point for plastic. To minimize waste and multiply the lives

of our materials. This is our first sports shoe that's made to be remade.

Futurecraft LOOP.
Learn more: http://a.did.assFUTURECRAFT
#Futurecraft

(@willowsmith

April 1812019
One shoe. 100% TPU. 100% Recyclable. Made to be remade without losing

performance. For a world without plastic waste.

Learn the story behind turning this six year long passion project into a reality,

now on IGTV.

#Futurecraft

May 2812019
Our oceans are filling up with plastic at a staggering rate. But if we come

together, we can create change.
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Lace up and join us as we #RunForTheOceans- learn more at

adidas.com/RunForTheOceans

#adidasParley @parley.tv

June 3™ 2019 fame people posting in their Instagram stories and this one was

sum up
Walk the walk, and talk the talk.
Lace up and join in as we #RunForTheOceans to take action against marine plastic
pollution.

Sign up now at adidas.com/RunForTheOceans

#adidasParley @parley.tv

June 8th 2019

Less than 10%  of  global plastic  waste is  recycled.
Although it might seem like an overwhelming challenge, there are simple
actions we can take to help drive the change we need. And when millions of

people make them  together, we can have real impact.

Sign up to #RunForTheOceans at adidas.com/RunForTheOceans

#adidasParley (@parley.tv

June 9 2019
Every participant makes a difference in the race to keep our oceans clean.

For every km run, $1USD will be contributed to Parley Ocean School (capped
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at $1.5 million) to educate today’s youth on how to create a better future for our

planet.

Head to adidas.com/RunForTheOceans to sign  up now.

#adidasParley @parley.tv

July 512019
Imagine a future that’s made to biodegrade.

The adidas by @StellaMcCartneyBiofabric Tennis Dress. A concept created in

collaboration with @BoltThreads.
From nature, back to nature.
Coming to your future soon.
Worn by @garbimuguruza
#aSMC #HereToCreate

July 712019

Imagine a future that’s made to be remade.

The adidas by @StellaMcCartneyInfinite Hoodie. A 100% recyclable concept

created in collaboration with @EVRNU.
Coming to your future soon.
Worn by @garbimuguruza
#aSMC #HereToCreate
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Appendix 3. Patagonia - social media posts (Instagram @patagonia)

November 22nd, 2016

LoveOurPlanet. This year Patagonia will donate 100% of its global Black
Friday sales to grassroots organizations working in local communities to protect
our air, water and soil for future generations. These are small groups, often
underfunded and under the radar, who work on the frontlines. The support we
can provide is more important now than ever.
For decades, Patagonia has demonstrated that caring for our planet is not in
conflict with running a successful business. We are always looking for ways to
reduce our manufacturing footprint, including our company’s reliance on fossil
fuels. We also fund grassroots environmental organizations by giving away one
percent of our sales. To date that amount 1is $74 million.
But during a difficult and divisive time, we felt it was important to go further
and connect more of our customers, who love wild places, with those fighting
tirelessly to protect them. This we know: if we don’t act boldly, severe changes
in climate, water and air pollution, extinction of species, and erosion of topsoil
are certain outcomes. The threats facing our planet affect people of every
political stripe, in every part of the country, of every demographic. We all stand
to benefit from a healthy environment — and our children and grandchildren do,

too.

By getting active in communities, we can affect local change to protect the food
we and our children eat, the water we drink, the air we breathe and the treasured
places we love the most. And we can impact global priorities, too, by raising
our voices to defend policies and regulations that will reduce carbon emissions,
build a modern energy economy based on investment in renewables, and, most
crucially, ensure the United States remains fully committed to the vital goals set

forth in the Paris Climate Agreement.
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At Patagonia, we will grow and deepen our resolve to protect what we love. We
will fight harder and smarter, and use every means at our disposal to prevail for
the sake of the country, the planet and the wild places and creatures that need
our voice.

We are here and we’ll keep fighting.

December 13th, 2016

Less carbon in the air, more carbon in the ground. If we switch from fossil fuel
intensive farming to organic and low till practices that put carbon back in the
ground, we can improve soil, grow more nutritious food and reverse the effects

of climate change.

February 9", 2017

To change the idea that doing business and protecting the planet are
diametrically opposed, we use the whole company as a tool for environmental
and social activism. The work in 2016 has been concerted, hard and honest. Fair
Trade, Worn Wear, Environmental Grants and more. Our 2016 Environmental
+ Social Initiatives booklet celebrates the past year’s successes, and stays
focused on the fights ahead. Read about it through the link in our profile, then

take action.

June 71 2017
Thank you, but the fight isn’t over. As part of his administration’s relentless
assault on the environment, Trump has threatened to remove protections from

26 additional monuments. We need your help to fight this potential devastation.
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The comment period ends July 9. Click the link in our profile to add your

voice. #MonumentsForAll

August 29, 2017

For 33  years, we have provided on-site child care.

Check out the profile link to learn why supporting working families is part of

being a modern, responsible business

October 11t 2017

What makes a factory #FairTrade Certified? Rigorous standards for health and
safety, respect for the environmental, no child or forced labor, maternity and
paid leave, community empowerment, and additional money back to workers.

Learn more about our #FairTradeFleece and the #FairTradeDifference through the

link in our profile.

January 5%, 2018
A captain of a sailboat in the Westfjords relies on his gear to withstands the
elements of his job and simple repairs to stay dry. See the full story of Vidar

Kristinsson through the link in our profile.

February 7', 2018

Patagonia Action Works: Sign up. Show up. Take action.

Click the link in our profile to discover and connect with environmental action

groups in your community and get involved with the work they

do. #AnswerWithAction
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April 16th, 2018

Does the  world need  healthy, free-flowing  rivers?

Watch our new film Blue Heart.

Head to our profile link to find a screening near you.

August 22nd, 2018
Blue Heart: The Fight for Europe's Last Wild Rivers is available on @iTunes.
See the film now in our story or profile link.

#SaveTheBlueHeart

September 24th, 2018

This week, dozens of leading companies announced new action to support a

vital common goal:  Getting more people out to vote.

CEO Rose Marcario writes about the #TimeToVote. Click the link in our profile

to read.

November 13", 2018
From a young age, the McDougall children have learned that if you find

something that works, you stick with it. Repair it. Outgrow it. Hand it down.

December 251 2018
Thank you for your continued support and activism in 2018. We hope you find
somewhere warm to tuck away with those you love. From our family to yours,

Merry Christmas and Happy Holidays.

January 2" 2019
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@wornwear is taking to the road with three trucks, traversing the slopes in North
America, Japan, and Europe to extend the life of the clothing you’ve already

got. Click the link in the profile for the #WornWeartour dates.

March 9% 2019

“Today’s FDA decision allowing genetically engineered salmon to end up on
dinner plates throughout the U.S. demonstrates a continued arrogance that
humans can dominate nature. For over 40 years, Patagonia has fought for wild
places and the natural biodiversity they support. Scientists and watchdog groups
indicate that genetically modified salmon pose serious risks to health, wild fish
populations, local fishing economies and the environment — and labeling laws
won’t go into effect until 2022, leaving citizens in the dark. Instead of opening
the market to high-cost, risky technology like GMO salmon — particularly in
this time of weakened government oversight — we need to reinvest in
protecting our wild rivers and wild fish.”

Rose Marcario, CEO, Patagonia
Read more about the decision through the link in the profile.
March 2152019

"I really want us to face up to the fact that we’re destroying the planet. It could
very well end up uninhabitable in 80 years. That’s why we recently changed the
company’s mission statement: “We’re in business to save our home planet.” —
Yvon Chouinard

Read more from Yvon Chouinard’s interview through the link in our profile.

March 27% 2019
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“Today, Patagonia joins Members of Congress, businesses, nonprofits and
especially the young activists across the country in support of the Green New
Deal. We support the scientists that tell us we can slow and even reverse the
climate crisis if we double down on investments in wind and solar energy,
promote sustainable and responsible agriculture practices and protect our public
lands and waters by instituting a temporary moratorium on new leases for oil
and gas drilling. These are solutions supported by Americans in rural and urban
areas and will improve our way of life, offer important economic opportunities,
and protect the planet for future generations.”

— Rose Marcario, President and CEO, Patagonia

9th May 2019
Misunderstood | A  Brief History of Hemp in the US

Natural. Misunderstood. Legal. This is the story of hemp in the United States.
A forbidden fiber in the U.S. since 1970, hemp has taken the heat for almost
five decades. Until the Farm Bill passed in December of 2018, hemp was
federally illegal to grow for commercial purposes, making it risky for businesses

to invest in a new crop that was incorrectly classified as a drug.

We made our new documentary, “Artifishal,” to defend the wild fish we love
and tell the truth about the devastating cost of hatcheries, fish farms and the
willful ignorance of scientific fact for political expediency. Join us to watch

“Artifishal”. Link in bio for tour dates and locations.

7™ August 2019
Salmon farming is now bigger than all of Chile’s industries except copper
mining. With near zero regulation and a wake of destruction behind them, the

largest companies are looking south to the pristine district of Magallanes for
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expansion. (@surfnavarro exposes the industry, its negative effects, and traces
the surprising origins of the industry.

Watch Estado Salmonero through the link in bio.

Five hundred miles off the Chilean coast, there’s a small island surrounded by
thriving seas and powerful surf. When Ramoén Navarro, Pato Mekis, Léa Brassy
and Kohl Christensen traveled there recently, they learned how the island’s
residents are working to protect their wild waters and wild fisheries—and why,
on the remote Isla Alejandro Selkirk, the word for outsiders is

plésticos. (@surfnavarro@leabrassy @deepwatersurf (@pmekis

What are you wading for?
@wornwear takes to the road to fix your waders this April, no foolin’.
Schedule in bio.

Video Read how we’re reducing our carbon footprint by Patagonia

At Patagonia, we’ve set an ambitious but attainable goal to reach carbon
neutrality by 2025 across our entire business, including our supply chain. Read

‘How We’re Reducing Our Carbon Footprint’ through the link in our bio.

14th September
Video: Why Recycled?

In just one year, the clothing industry will contribute 1.2 billion tons of CO2
emissions into our air. That’s as many emissions as international flights and
maritime shipping combined. See “Why Recycled’ to learn why our industry

needs to change.
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Video: Recycling Is Broken. Now What?
Link in profile.

21th September 2019 Video “Read the climate crisis is a human issue”
"Climate isn’t an issue—it’s a lens, a way to understand the economy, politics
and foreign affairs. If growth was how we understood the 20th century, survival
is how we’ll bottom line the 21st.”

Read ‘The Climate Crisis Is a Human Issue’ by Bill Mckibben through the link

n our bio.#AnswerwithAction

#strikewithus

23rd September 2019 video
At Patagonia, we’ve set an ambitious but attainable goal to reach carbon
neutrality by 2025 across our entire business, including our supply chain. Read

‘How We’re Reducing Our Carbon Footprint’ through the link in our bio.

28th September 2019 video

Unnatural performance from a natural source. A renewable, plant-based
replacement for conventional neoprene, the raw rubber for our wetsuits comes
from plantations that are Forest Stewardship Council (FCS) certified by

the @rainforestalliance to ensure the health of the forest is preserved. Check the

link in our bio to learn more.

4™ October 2019
Thank you for making history. This is just the beginning. Support youth
activists. Get involved with environmental groups near you. Text ACTION to

71333 or click the link in bio.
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5% October 2019
video of the climate strike: September 20 and 27" were among the largest

global protests in history:

Thank you for making history. This is just the beginning. Support youth
activists. Get involved with environmental groups near you. Text ACTION to

71333 or click the link in bio.

Being first is an arduous endeavor, but someone has to do it. That’s why we
decided to make all our waterproof jackets with recycled materials and
obsessively test them to ensure we weren’t compromising our standards for
durability or wet weather performance. And because we’ve now partnered and

launched Fair Trade programs in every factory that sews these shells, we’re also

supporting the people behind the product.
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