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[bookmark: _Hlk70153012]One of the major contributors in a business’s success is marketing (Thabit and Raewf, 2018). It is a process that helps to understand and satisfy customer demands (Wu, et al., 2018). Marketing fundamentals consists of ideas and tools that can be used by businesses to grow and increase their sales. This project will be discussing about various stages and processes of marketing that will be also be including the marketing mix, that is, product, price, place, and promotion. 
The company chosen for this project is Adidas. Adidas is a global sports company that was founded in 1964 by Adolf Dassler. The company has it headquarter in Herzogenaurach, Germany. Adidas has its stores worldwide and sell products like apparel, sportswear and equipment along with others. It generated a revenue of €21.915 billion with the help of over 62,000 employees (adidas-group.com, 2021).

[bookmark: _Toc69841791]Main body 

Mission
Mission statement of a company can be explained as the purpose behind the functioning and existence of the company. It is usually in the form of a short paragraph or a single sentence and revolves around the culture values and ethics of the company. Adidas have their mission as being the best sports brand worldwide as they believe athletes do not settle for average and thus, they need to serve the best products to them. Furthermore, the company also aims to deliver best customer service and experience in a sustainable way (adidas-group.com, 2021).
Corporate objectives
Every organisation has set of goals and objectives based on which all the activities of the organisation revolve. This set of objectives help the company to plan and organise all the tasks that will be assigned to employees which will result in in achievement of these goals. These objectives also help to set expectations towards stakeholders of the company like investors, employees, and customers. 
Situational analysis 
Identify opportunities
It is necessary for an organisation to identify opportunities that come along with all the arising situations. Identifying opportunities is necessary as it helps the business to prepare for those opportunities and utilise them in the best possible way.
SWOT analysis
SWOT analysis consists of four main factors and it acts as a tool that helps in strategic planning (Gurel and Tat, 2017).
	Strengths 
	Strengths of a company can be explained as skills or aspects that act as an advantage for a company. These aspects help business during opportunities as well as threats faced by them.
Brand image is one of the major strengths of Adidas as the brand value of company is continuously growing from $7,098 billion in 2016 to $16,669 billion in 2019. It is considered as the second largest company dealing with sportswear worldwide (statista.com, 2021).

	Weaknesses 
	Weaknesses can be said as drawbacks of a company that might have a negative impact on the business if not improved. These act as a major disadvantage during various situations. The pricing strategy of Adidas may act as a weakness making it not so affordable by overall population of the world.  

	Opportunities 
	Opportunities for a company are positive situations that benefit the company in multiple ways like bringing in new customers or increasing the sales. E-commerce has been acting as a major opportunity for Adidas has it has helped the company to grow globally and earn one-third revenue from e-commerce itself (adidas-group.com, 2020).

	Threats 
	Threats are disadvantages for the company that are negative situations that may arise. These have negative influence on the company. Other companies like Nike, Skechers, Fila, and others are threats for the company (statista.com, 2016).


Table 1: SWOT analysis 
[image: ]
Image 1: Brand value of Adidas 
(Source: Statista.com, 2021)
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Image 2: Adidas’ competitors 
(Source: Statista.com, 2016)
PEST analysis
It consists of four factors from the macro environment of the company and is a situational analysis tool (Perera, 2017).
	Elements 
	Factors 
	Influence 

	Political 
	The exit of UK from EU lead to Brexit which created impacts in various factors including political factor. 
	Europe was one of the major contributors in Adidas’ revenue as through Europe alone Adidas generated 30% of its income (cnbc.com, 2019). The impact of Brexit on European economy will also create an impact on Adidas’ revenue. 

	Economic 
	Covid-19 is a deadly virus whose outbreak has led to worldwide pandemic resulting in lockdown. This impacted businesses as stores were shout down and people were not allowed to go out of their homes.
	Lockdown due to covid-19 also resulted in Adidas’ outlets temporarily being closed down and thus, the revenue of Adidas fell by 27% in euro terms and € 8.332 billion (adidas-group.com, 2020).

	Social 
	Customers are the ones that bring profits to businesses and thus, their comfort plays a vital role to retain customers. 
	Adidas recently launched a new activewear collection that is specially designed for pregnant ladies keeping in mind their comfort. This collection is designed in a way that the clothes grow with the women throughout their pregnancy which enables them to wear the same set of activewear throughout the duration (news.adidas.com, 2020).

	Technological 
	E-commerce is one of the most useful technologies and can be said as an effective utilisation of internet as it allows businesses to sell products using internet and digital platforms. This is helping businesses to grow and earn more profits.  
	Adidas sells its products online through their official website along with their partners’ e-commerce website/platforms which helped them to generate more than one-third of its income through e-commerce (adidas-group.com, 2020).


Table 2: PEST analysis
Marketing strategy
Target audience
Target audience can be explained as customers that are primary focus of the business. They may be decided and divided into various groups based on factors like age, income, gender, and others.
The main target group of Adidas are athletes or people that are fitness oriented as people who are into sports are their strongest customer target. Adidas has various products for children, women, and men.
Measurable goals 
When a company breakdown its main objective into small goals it helps the company to measure them and track the achievements. These goals can change from time to time and situation to situation and influence the activities in the organisation but are ultimately aligned with the main organisational objective. Adidas can break down small measurable goals like increasing sales, retaining customers, turning potential buyers into customers, increasing revenue, achieving employee satisfaction, and others that together contribute in the main objective of Adidas.
Develop budget 
Developing budget helps the organisation to allot and divide finances among different departments based on the importance of each department and activity according to the current situation. Budget it is developed by analysing and evaluating the income and expenses from the previous year and the amount currently available in the company. This helps to use finances appropriately along with saving for future organisational needs.
Marketing mix
Product 
The product in marketing mix can be said as the product offered by the company. Adidas sells huge variety of products like shoes, bags, fitness apparels and others in the similar criteria. Reebok is also now owned by Adidas and thus, it can also be said as a part of Adidas' products. Adidas aims to manufacture footwear bye by using the best technology and designs which fulfil the needs and wants of the customers as well as brings them satisfaction. Whereas the apparels are more focused towards being comfortable considering the activities performed by their target audience.
Price
Price of a product or service should be decided based on various factors like target customers, affordability for customers, and other aspects that makes the product affordable for customers along with company earning profits. The pricing strategy of Adidas is aligned with targeting people of higher middle class and rich customers because it is a well-known brand. Price of the products are usually high as the quality of them justifies the price. Additionally, the prices of the products from famous brands also include the brand name and value making the final price of product high and affordable only by higher middle class and high-end customers.
Place
Place can be explained as the sources that will be used to sell the products along with geographical locations. Adidas’ products are sold through 3 major sources: Adidas outlets, multi-brand showrooms/malls and e-commerce; and the products are available globally. All these three sources help to bring more customers because places where Adidas stores are not available, malls or multi-brand showrooms enable customers to buy products. Considering the current situation of pandemic due to covid-19, e-commerce has majorly helped Adidas to still reach out to its customers and provide products to them.
Promotions
Various companies use multiple promotional techniques that help to attract people's attention and turn potential buyers into customers. Adidas majorly promotes through television advertisements that are very well and attractively shot to grab the attention and portray that the product is exactly what people are looking for. The company also collaborates with famous athletes that help to create an image that the best players choose products from Adidas. Additionally, the brand is also using social media to promote and reach to a wider range. 
Implementation and control
Action 
Taking right actions are necessary to achieve the desired goal. Adidas has its strategical plan till the year 2025 which is based on “own the game”. The company has kept customers as the centre of all activities happening in and out of the company. They are taking actions that help them to increase brand credibility along with providing customers with a better experience and working more towards sustainability (adidas-group.com, 2021). Actions are also decided on the basis of objectives of the business which further helps the brand to take all necessary steps. 
	Specific 
	Measurable 
	Attainable 
	Relevant 
	Time 

	Increasing sales by 5%
	This can be measured by analysing the sales of previous year of Adidas and setting up strategies that will help to increase the sales.
	Yes, with the help of appropriate marketing tools, it can be achieved. 
	This will help Adidas to grow and increased sales will result in increased profits.
	4-5 months.

	Increasing customer satisfaction 
	Customer satisfaction can be measured with the help of feedbacks that will enable Adidas to improve in required aspects.
	Yes, surveys will help to gain feedback and improve which will eventually help to increase customer satisfaction. 
	Increased customer satisfaction will improve Adidas’ brand image which will further also contribute in increasing the sales. 
	6-8 months. 


Table 3: SMART analysis 
Control 
Controlling comes right after action because just taking actions is not enough; to ensure fulfilment of desired results, taking control of activities is necessary. Adidas has taken various steps to control all such activities by developing capabilities that will help the brand to utilise opportunities efficiently along with attracting and retaining new talents in the company (adidas-group.com, 2021). Referring to the points discussed above in SMART analysis, to increase sakes and customer satisfaction, Adidas can come up with various strategies which will help to achieve these objectives. Those strategies then should be supervised regularly to ensure that they are achieved at the earliest and efficiently. 

[bookmark: _Toc69841792]Conclusion 

The project concludes that marketing fundamentals play an important role in an organisation’s growth. It can also be said that a company should follow the five basic steps of marketing planning process, that are, mission, situational analysis, marketing strategy, marketing mix, and implementation and control. All these steps together comprise of various other factors that help in the growth of business. 
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