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Abstract

The primary objective of the study was to examine the implications of social representation theory from the
perspective of Saudi Arabia’s customer buying behaviour towards leading sportswear brands. The revealed re-
sults demonstrate that Adidas has higher purchasing intention as compared with Puma among the e-consumers
in Saudi Arabia. Furthermore, an attitude, social representation, and preferences influence the purchase inten-
tion of the customer buying behaviour. Social class, gender, age, living area and educational level work as a
significant mediating factor for customer buying behaviour. The study also revealed that e-consumers need
more engagement with sportswear brands (Puma and Adidas) to build online trust and experiences for custom-
ers’ buying decision making process. The study recommended that the marketers need to improve the marketing
e-commerce strategies to attract the various consumer groups in the kingdom. The study only focuses on the
customer buying behaviour towards Adidas and Puma. However, future studies can be carried out by including
other sportswear brand operating in Saudi Arabia.
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I have a positive outlook
when buying Adidas | 556 | 597 | 8156 | 1331 | 0.00 |339 |092 |8482 | 1617 | 0.00
sportswear brand from
sports shops.
I have a comfortable
feeling when | buy | 297 | 1.11 | 7421 | 7.16 0.00 3.06 1.08 76.45 | 8.58 0.00
o Adidas sportswear brand
2 When | buy Adidas
b= sportswear brand, | feel | 3.21 | 1.02 | 80.33 | 11.80 | 0.00 2.89 1.07 72.18 | 6.02 0.00
< others respect me.

Total 3.15 | 0.69 | 78.70 | 15.93 | 0.00 311 0.65 | 77.82 | 15.68 | 0.00
| do buy Adidas sports- | 55y | 1 08 | 7500 | 781 | 000 |307 |108 |7673 | 876 |0.00
wear brand by myself.

Purchasing Adidas
sportswear brand from | , o, | 4 58 | 7360 | 693 | 000 |304 | 108 |7591 |826 |o0.00
the online store is com-
g fortable and enjoyable.
S I think it is beneficial to
£ buy Adidas sportswear f 550 | 409 | 7506 | 789 | 000 |307 | 100 |7682 |870 |o0.00
2 brand from online sports
o stores.
Total 298 | 081 | 7462 | 10.19 | 0.00 3.06 0.77 76.48 | 11.97 | 0.00
_ I intend to buy Adidas
o sportswear brand from | 2.85 | 1.04 | 71.33 | 5.73 0.00 3.26 1.04 8145 | 12.12 | 0.00
3 online stores.
= | intend to buy sports-
S wear Adidas brand from | 2.99 | 1.12 | 74.74 | 7.40 0.00 3.05 1.12 76.36 | 8.23 0.00
@ sports shops.
Total 2.92 | 0.89 | 73.03 | 8.03 0.00 3.16 0.78 | 7891 | 13.97 | 0.00
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I have a positive
outlook when buy-
ing Puma sports- | 2.08 | 1.07 | 51.90 | -6.58 | 0.00 | 2.23 | 1.10 | 55.63 | -4.10 | 0.00
wear brand from
sports shops.
| have a comforta-
ble feeling when 115 16 | 101 | 5453 | -5.26 | 0,00 | 206 | 093 | 5157 | -7.70 | 0.00
buy Puma sports-
wear brand.
8 When | buy Puma
2 | sportswear brand, | - -
£ | feel others respect 1.80 | 1.03 | 45.11 11.19 0.00 | 1.61 | 0.88 | 40.22 16.61 0.00
< | me.
Total 2.02 | 0.62 | 50.51 -1283 0.00 | 1.97 | 0.58 | 49.14 '1527 0.00
I do buy Puma
sportswear brand by | 2.13 | 1.05 | 53.26 | -5.83 | 0.00 | 1.99 | 0.99 | 49.82 | -8.45 | 0.00
myself.
Purchasing  Puma
sportswear rand
from the online | 2.28 | 0.94 | 56.97 | -3.89 | 0.00 | 2.22 | 0.88 | 55.54 | -5.22 | 0.00
store is comfortable
and enjoyable.
) I think it is benefi-
g | cial to buy Puma i
E sportswear  brand | 2.00 | 1.10 | 50.00 | -7.54 | 0.00 | 1.85 | 1.04 | 46.13 10.41 0.00
& | from online sports '
O | stores.
Total 2.14 | 0.68 | 53.41 | -8.90 | 0.00 | 2.02 | 0.64 | 50.49 '1234 0.00
. | intend to buy Pu-
>—
T g ma sportswear | » 3 | 995 | 55.80 | -4.68 | 0.00 | 2.18 | 0.88 | 54.43 | -6.03 | 0.00
< 2| brand from online
M -2/ sores.
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