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Marketing refers to the activities and processes including various institutions for communicating and creating as well as exchanging business offering having values for clients with partners including consumers and society (Contreras and Ramos, 2016). This study will include the advantages that marketing has on consumers and will be defining branding with ways it creates values for the customers. Ansoff Matrix would be used for creating value and relationship marketing will be discussed in this study. Further, the study will be demonstrating the understanding about stakeholders including the external as well as internal ones with examples. Furthermore, the study will be stating ways business communicates with stakeholders and ways they affect the activities of marketing.
Adolf Dassler founded Adidas in the year 1949 with headquarter in Herzogenaurach, Germany. The business offers their consumers with shoes and accessories and clothing for women and men including kids. Chief executive officer of Adidas is Kasper Rorsted and the business has earned annual revenue of €23.640 billion (report.adidas-group.com, 2020).    
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The role of marketing in creating value for customers
Societal Marketing concept refers to businesses making great decisions of promotion, considering the wants and needs of their consumers including the requirement of the company and society’s longer-term interests (Zbuchea, 2016).
Businesses following the concept of societal marketing are focused over the welfare and goodness of humans with actions and decisions jeopardising peace for the whole society. Adidas has partnered with Parley for the Oceans for raising awareness about the fragility and beauty of oceans and for implementing comprehensive strategy for ending destruction. The business has joined UN Climate Neutral Now for promoting wide understandings of need as well as opportunity for the society for becoming conscientious about the weather (adidas-group.com, 2020). Adidas ha presented “Sport Infinity” for bringing various industries including academics for developing materials, which can get recycled endlessly through adhesive-free and waste-free process. The business is focused over society’s changing attitudes and beliefs including expectations so that consumers are inclined towards caring their environment (Charter, 2017). Adidas has become plastic-free globally, has mitigated 99% of per-fluorinated and poly substances, and has been focused over making dress for tennis from materials considered bio-fabricated based over protein and cellulose. These actions of Adidas affect their members as well as the social society’s environment by adopting social-oriented strategies of marketing.
Marketing Advantages to Customers
Adidas Keeps customers updated by creating awareness about latest product and trends and customers are able to seek informant, which are current. Marketing provides consumers the access to information considered relevant and important and it helps in creating engagement. Consumers demand relevant current information when it becomes visible as they need to be updated with latest changes and trends in the businesses so that consumer value can be created (Romero and Yagüe, 2016). Marketing is a great way for Adidas to keep their consumers informed and make them aware about latest products and services including promotions that is going to be available in the market. Consumers having the access of information considered relevant helps the customers in making their buying decisions as they get armed through information, creating a feeling of being informed.
Adidas offers quick and convenient service as people around the globe are focused over accessing information efficiently and quickly, as time is highly precious. Marketing provides consumers with ways considered convenient for purchasing products as well as accesses of the consumers’ service when they require help (Nizam et al., 2018). Consumers gain access to the materials of marketing, which can help Adidas gain exposure of their brand, leading towards conversion by providing consumers with a great experience of shopping. This can help in creating consumer value.
Adidas builds better relation as though marketing businesses gain trust with their audience as consumers see the material of marketing and learns about the business. Consumers become familiar with the business because of marketing and begins trusting the company, felling greatly comfortable to choose Adidas their preferred brand. Marketing helps in creating better consumer experience where customers feel highly valued and the business get leads considered valuable, providing them with great opportunities of consumer loyalty.
Adidas is personalising the experience through marketing online where consumers feel valued and the potential audiences get the materials of marketing as per their desires and interests. Adidas can be targeting their potential audiences based over their interests and demographics as well as their behaviour of shopping as people look for products aligning with individual interest. This creates a better consumer experience and helps them to get engage with the business. It is worth nothing that consumers do not like viewing materials considered irrelevant and time has been considered valuable (Chaffey, 2019). Therefore, it is important for businesses to realise the irrelevant marketing content cannot create any engagement. Considering personalisation, it has huge impact on the consumer experience as customer get information about services and product that they are interested in. Businesses are responsible for running campaigns for their marketing as per previous researches and the needs and wants of their audiences for creating consumer value (Bala and Verma, 2018). Marketing considered personalised create the environment which can make their audiences highly likely for being converted into sales. Consumers experiencing marketing tailored as per their interests can probably engage with the business, leading towards better recognition of the brand and increased engagement.
Moreover, Adidas provides audiences with various options by giving them access to several differentiated products with different style and colour. This can provide consumers with several options and customers have choices at the time options provide them with differences considered meaningful. It is important to understand that customer like to have various options at the time distinction have values and is considered apparent. Marketing allows consumers to have various options available with a business and this provides them the opportunity to select the best fit as per their requirement. Adidas can provide varieties to their consumers and it can create an experience considered personalised, targeting the audiences based over their taste and interests.
Branding
Branding refers to the practise of marketing where a business creates design or symbol and name which can gets identified easily as company’s belonging with true representation about the business (Davis, 2017). Businesses with branding help in distinguishing themselves from other’s services and products.
Importance of Branding
Recognition is gained through branding, building consumer awareness as logo acts the vital brand element being the company’s face. Businesses need to have a professional designed logo that should be memorised easily and is powerful and printed products helps in creating impression over consumer through their first look (Matović et al., 2019). Adidas logo helps people understand the name of the brand through instantly, creating distinction from others with greater consumer value.
Increase value of the business as branding helps businesses in creating greater leverages in their industry. Banding helps a business to reinforce their position, which attracts greater quality of consumer that higher rate of retention, raising value perceived by the consumer of the products offered by Adidas.
Generates newer consumers is possible with branding as it helps in creating positive company impression amongst the consumers. This can create a likeness amongst the consumers. There are high chances that they might repeat purchase since they become familiar with Adidas, assuming dependability for using their name, which can be, trusted (FOGARTY, 2017). It is important to note that brands considered as well established then the word-of-mouth technique of advertisement can be considered as the best method of marketing for creating consumer value.
Improves the satisfaction and pride of the employees if the company is a strongly branded making the staffs having greater contentment in their work. Staffs employed with Adidas having great reputation in the market makes the workforce feel fulfilled and enjoyable. Offices being branded help the staffs feel highly satisfied with the conscious of belongingness towards their company. This is usually achieved when a company uses their promotional merchandises for their desktop.
Branding contribute towards advertisement as advertising is considered as a part of brand identify. The strategies of advertising can reflect brands directly and the desired depiction. The brands of a company can be considered as the most vital asset, providing the business with recognition, which can make the company memorable and can create consumer value (Gielens and Steenkamp, 2019). This can encourage consumers to make purchases from Adidas and support their marketing including advertising.
Adidas can use Ansoff Matrix for development of a product for creating value by developing newer products for catering their existing consumers. This can involve extensive development through research including product expansion. Businesses can employ the strategy for development of product at the time they have stronger understandings of current markets. This can help them in providing their consumers with solutions considered innovative for meeting the existing needs of the market (Ibrahim and Gilmour, 2016). Adidas can invest in research & development for developing newer products in order for catering existing consumer. It is essential for business to acquire the products of their competitors as well as merge resources for creating newer products which can meet the needs of the current market. Businesses can even form strategic partnership with different firms for gaining access of every distribution channel of their brand in order for creating consumer value. It is worth nothing that Adidas need to be innovation regarding their products so that consumers can be provided with newer solutions with articulation of their needs which can add value in ways considered new. Development of newer products helps the business in distinguishing themselves with competitors.
Relationship marketing strategy can be used for emphasizing consumer retention as well as satisfaction including lifetime value of their customer. Adidas provides their customers with memorable consumer support through personalisation and reciprocity so that great relationship can be built with the buyers. The business understands the needs of their consumers and even encourages their consumers to provide them with feedbacks so that their product design can be renewed (Palmatier and Steinhoff, 2019). Further, it also helps them in getting their model updated for meeting the demands of their consumers as well as gains an edge over their competitors. Adidas has various deals of sponsorship with some of the top world’s athletes as well as clubs. The business is keen about learning their existing consumer behaviour as well anticipates their needs including interaction with effective marketing communications. This helps them crate consumer’s value and retains customers considered right. Businesses prioritising relations marketing creates stronger connections with their customers and can psychological for their brands for promoting loyalty. This can help Adidas in increasing their value of their consumers for lifetime. Further, it even helps the business in staying closely connected with their consumers and understands their ways of using the products including observing meets being unmet.


Stakeholder engagement and their impact on the marketing activities of an organisation
Provide a definition of a stakeholder
Stakeholders are the parties who are interested in the company and are affected or can affect the business. As stated by McGrath and Whitty (2017), “Stakeholders are those persons or organisations that have, or claim to have an interest or share in the project undertaking”. This means that stakeholders get bounded towards a business having some sort of interest considered vested for long-term and reasons for greater needs.
Provide definitions of internal and external stakeholders and provide some examples of your company’s internal and external stakeholders.
Internal stakeholders are the entities that are within the business. As stated by Ramatong, (2017), “All the employees across different levels or positions in the organisation”. This means that people having interests in the company coming through direct relationships namely, ownership and employment and can be investment. As for example, the internal stakeholders of Adidas are their employees who have noteworthy time and financial investments inside the business. They play defining roles in business tactics and strategy as well as the operations of the organisation. Further, the stakeholders considered internal to Adidas are authorisers namely, the directors as well as trade association (sustainabilityreport.adidas-group.com, 2020).
External stakeholders are entities that are outside the business. As stated by investopedia.com (2020), “External stakeholders are those people who do not directly work with a company but are affected in some way by the actions and outcomes of said business”. This means that stakeholders considered as external does not work directly with the organising but get affected in various ways by their outcomes and actions. As for example, the Adidas stakeholder considered external are the partners of the business such as suppliers and providers of various services. Further, workers that work in the factories of their suppliers are shareholders considered external. Opinion-formers namely, members of the community and journalist including special interested groups are shareholders considered external. Customers of Adidas namely, professional sport person including retailers and distributors can be considered as shareholders that are external to the company (sustainabilityreport.adidas-group.com, 2020).
State how the company communicates with their stakeholders and how the stakeholder’s impact on the marketing activities of your chosen company.
	Stakeholders
	Contact
	Power
	Interest
	Engagement
	Impact over marketing

	Employees
	employees@adidas.com
	The employees of Adidas own the power of making things occur in the business by influencing consumers as well as the organisation. They are the face of the company as well as the voice as they help resolve various issues of the consumers which resulting in customer satisfaction and loyalty.
	The interest of the employees at Adidas looks for getting challenging and meaningful jobs. Further, they are highly interested in securing their job as well as high pay including improved work conditions as well as diversity and equality at their workplace.
	Employees engage with Adidas via conferences as well as meeting that happen on a regular basis for determining any business areas, which required improvement.
	Employees believing in Adidas are highly motivated and increases productivity as well as communicate their zeal to clients. This helps them in becoming ambassadors of the brand over the social platforms, impacting marketing.

	Directors
	director@adidas.com
	Directors of Adidas have the power to make all and any decisions of the business. They have the authority of making calls over the shareholders and authorise shares and securities buyback. Directors have the power of issuing shares and securities as well as borrow funds for the business for investment. They approve the statement of finance and can even diversify Adidas.
	Directors of Adidas are interested in improving the corporate governances and the interests of the shareholders are their primary concern. They want the business to get enormous profits and be profitable consistently as well as enhance the resource and people productivity with growth considered sustainable.
	Directors of Adidas engage through board meeting for deliberating candidly as well as confidently and tread over topics considered sensitive.
	Directors of Adidas impact the marketing by making important decisions that are related with the budgets of marketing. They are responsible for shaping the philosophy of marketing as well as strategies related with it including implementation.

	Suppliers
	suppliers@gmail.com
	The suppliers of Adidas have the power for influencing the product price of the company including resource availability. They have the power of putting pressure on the company by lowering quality and raising process and it can be that they can reduce the product availability. This can severely impact the supply of the product in the market.
	The suppliers of Adidas are interested in having business considered sustainable with the organisation so that they can make consistent profits by supply the required amount of product.
	The suppliers of Adidas engage through the Service Level Agreements that covers the response and lead times including reporting as well as communicating regularly. They are in constant communication through electronic means along with meeting personally with the purchase department of Adidas.
	The suppliers of Adidas can positively and negatively impact marketing of the business. Suppliers providing the business with lower product quality can affect brand reputation. The suppliers proving slow service can create delay in displaying the products to the consumers. Therefore, Adidas need to have proper management of suppliers so that it cannot affect the business negatively.

	Customers
	customers@yahoo.co.uk
	Current and potential consumers of Adidas have the power of buying certain product quantity. They help businesses decide about the services and products that needs to be manufactured as per their preferences. It is important for businesses to understand the needs and wants of their potential audiences including their behaviour.
	Consumers of Adidas are interested in innovative products that can help them in satisfying their needs. They want the quality of the offered products to match the price with a convenient. Consumers look for something that is quicker and easier and is hassle-free.
	Consumers of Adidas engage with the businesses through social platforms as well as over the website including chat. This helps them in resolving all their issues as well as stay update with the latest offering by the brand and help build great relationship with the business
	Consumers of Adidas need to be understood by the business as their psychographics may affect ways marketers communicate with them. This is important as it can changes ways marketers construct messages which are symbolised for capitalisation as well as influence customers with existing judgement.


Table 1: Stakeholder Matrix
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Businesses require marketing as it helps them in attracting customer in crowded market as the targeted audiences are required to be aware about the business offerings. Further, consumers are required to choose the offerings of the business and they should need reasons which can be provided by marketing by education potential and current customer. The education includes information about the business as well as ways the offering of the company can server their needs and requirements. Reputation is important for a business and marketing helps in spreading out the words about the business. Brand having professional and strong marketing can create a perception in the mind of the consumers as business considered reputable. It is worth nothing that businesses cannot make sales if their potential audiences are not aware about their offerings. Marketing helps in extending the reach as well as draws attentiveness about what a brand is selling. This helps people to make purchases.
Recommendation
· To conduct research of the market for profiling the targeted audiences
· Identify the unique selling proposition (USP) for developing the brand
· To choose the right avenue of marketing and set realistic goals with budget
· Nurture the consumers considered loyal
· Always monitor as well as review the progress
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