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Introduction 
Marketing refers to the activities that a company carries out to promote the buying or selling of its goods and services, which include advertising, selling, and delivering of these goods and services to the consumers or to other businesses who then sell to the end consumers (Baker, 2016). In another definition, marketing is the process of management that ensures goods and services are transferred from concept to the consumer and which entails four elements referred to the 4P’s of marketing; the product, the price, place, and promotional strategy (Baker, 2016).
Adidas is a world-renowned manufacturer of sportswear, apparel, and shoes. The company ranks as the second world’s largest in its market, and its success has significantly been brought about by the management, production, and marketing strategies adopted by the company (Hertrich & Mayrhofer, 2015). The mission of the Adidas Group is “to strive to be the global leader in the sporting goods industry with brands built on a passion for sports and a sporting lifestyle. The company is committed to continuously strengthening its brands and products to improve their competitive position” (Adidas). The mission statement of the company is comprised of three essential components which include improvement of sports, exceeding the expectations of the customers, and innovations. On the other hand, the company’s vision statement is “to be the design leaders with a focus on getting the best out of the athletes with performance guaranteed products in the sports market globally” (Adidas). These two statements, added to the company’s core values of performance, integrity, passion, and diversity, enhance the success of most marketing strategies that Adidas implements (Hertrich & Mayrhofer, 2015).

Macro environment relation with PESTLE factors for Adidas
Adidas has encountered and overcome many challenges in the past and has solidified its stance as one of the world’s most celebrated brands in clothing and sports accessories market (Hertrich & Mayrhofer, 2015). The external factors that relate to the success of the company, and the hardships that they have had to overcome in the past include:
Political factors
Adidas, like any other multinational corporation, highly values political stability as this means that the company can operate with friendly and simple trade policies. The political factors that Adidas focuses on include war, expropriation, terrorism, and nationalization as these factors lead to heavy losses in money and time as shipment and product deliveries are delayed (Wright, 2019). Also, political systems keep on changing and with the change in tax policies and wages that make operation in many countries complex on many occasions (Wright, 2019).
Economic factors
The economic factors such as per capita income, unemployment, inflation, and taxation all affect the profitability and the revenue generated by the company. Essentially, these factors affect the consumers and reduce their purchasing power and thus the sales of Adidas products are heavily affected (Wright, 2019). 
Social factors
Adidas is a brand that has established itself as a leader in fashion and its design is distinctive. The company’s products are fit for use in any religion, lifestyle, age, and race. Social factors that maybe have required the company to rethink their design are religion, due to the distinctive sporting outfit that is used in Islam. The company is yet to have a proper and complete kit for Islam consumers, and that would be highly recommended (Wright, 2019).
Technological factors
Technology is at the core of Adidas’ success in the market. Adidas has invented and owns various technologies that distinguish it from any other companies in the market. Using these technologies, Adidas has been able to fend off some competition from other brands, as well as save time and money in production. Some of the technologies include Boost and ultra boost technology for shoes, in addition to the smart balls and online platforms for sales (Wright, 2019).
Environmental factors
Adidas adheres to environmental policies and according to the company, they do not use any restricted materials in their production. The main aim of the company is to encourage using sustainable raw materials for maximum functionality and increasing the quality of their products (Wright, 2019). 
Legal factors
As big as the company is, Adidas should be aware of all the legal proceedings that may involve them. The company must be aware of all legal aspects involved in the production, sales, exports, imports, product promotion, as well as trademark laws (Wright, 2019).
Porters 5 forces
Adidas is the leading shoe manufacturer in Europe and lags only Nike worldwide. Porter’s Five Forces of Adidas are as follows:
Potential of New Entrants
There are many entry barriers in the industry and only companies with the significant brand and capital investments can compete. Also, Adidas can use elite athletes to promote its brand, something that new entrants cannot. Thus the threat of new entrants is relatively low (Byun, 2015).
Supplier power
The supplier power for Adidas is very low since the company has a strong brand power that attracts many suppliers. Also, the company has a worldwide supply chain in which the suppliers are of different types such that none of them can significantly affect the company’s production alone (Byun, 2015).
Consumer bargaining power
The buyer bargaining power is low to moderate because the consumers need high-quality products, and also because of the presence of strong competitors like Puma and Nike (Kell, 2017).
The threat of substitute products
The number of competitors for Adidas is neither small nor too large, meaning that the threat of substitute products is low to moderate (Kell, 2017). Essentially, some of the competitors target high-end consumers and while local competitors can provide goods for lower prices, Adidas makes it impossible for these to meet or challenge the quality of its products (Byun, 2015).
Rivalry among competitors
The rivalry between Adidas and its competitors, especially Nike and Puma, is very high. Other competitors like Under Armor, New Balance, and several upcoming brands are coming in with a wide range of products, though they are yet to challenge Adidas’ position in the market (Kell, 2017).
SWOT analysis of Adidas
Strengths
Adidas has healthy financial records that set it aside as a profitable brand. With constant innovation and development of new products for the market, as well as an effective point-of-sale network globally, Adidas has been able to maintain a strong presence in the market. Also, the brand is the leader in the European Market and only second to Nike globally (Mahdi et al., 2015).
Weaknesses
Adidas has a few weaknesses which include limited financing, the risk of the foreign market and foreign exchange, and strong competitor actions which impact on its business (Mahdi et al., 2015).
Opportunities
The rise in popularity of health and fitness trends is a major opportunity for Adidas as that is its main area of production. The continued growth in the Asian market, as well as a rise in e-commerce as a driver in market growth, also provides significant opportunities for the company (Mahdi et al., 2015). 
Threats
Adidas is heavily and almost entirely dependent on the sports and fitness segment, meaning that if a downward trend emerged in the segment the company would not survive. Competition from the likes of Nike, Puma, and Reebok also poses a threat to Adidas (Mahdi et al., 2015).
Marketing mix elements (4Ps)
Adidas is one of the world’s top brands in the footwear and sportswear market and as such, the company has experienced and overcome multiple ups and downs in the market (Ang & Rusli, 2018). These challenges and successes have led to the company’s formulation of a successful marketing mix. The 4P’s of marketing for Adidas can be analyzed as follows:
Products
The company has a range of products which are produced and marketed under the four subsidiary brands as already mentioned. Adidas as a brand is itself present in clothes and footwear alike (Ang & Rusli, 2018). Reebok is a well-performing brand in shoe manufacturing, and Rockport specializes in outdoor footwear, accessories, and apparels. The fourth brand is Taylor Made which focuses on golfing equipment and clothing (Ang & Rusli, 2018). In the Adidas Group, Reebok has recently emerged as the strongest, followed by the Adidas brand itself in market performance. Adidas products include off-course footwear, which makes up the majority of the company’s production, followed by apparels and accessories like T-shirts, sweatshirts, swimwear, and jackets that have a very high demand. Adidas is stronger than Reebok in apparels and clothing while Reebok continues to challenge it in footwear (Ang & Rusli, 2018).
Pricing
Adidas uses skimming prices and competitive pricing strategies for different products. For the products that are run of the mills, Adidas faces tough competition from Puma, Nike, and its subsidiary Reebok. Therefore, these products market under competitive prices in the market. Newly introduced and uniquely designed products, however, are marketed under the skimming price strategy (Brown & Brison, 2018). Adidas apparels use skimming prices and they are higher priced as a result of Adidas’ brand equity in the apparels market. Also, the target market for the company is the upper middle class and the luxury classes whose pricing strategies are higher than lower-class consumers, thus Adidas does not usually lower its product prices (Ang & Rusli, 2018).
Place
Adidas majorly sells through retail outlets. The company owns exclusive stores where materials from the company are available. Also, many leading multi-brand showrooms stock Adidas products, mainly from distributors or from the company itself (Brown & Brison, 2018). Thirdly, Adidas has adopted online distribution and sales of its products through online stores as well as its official website. Adidas has excellent brand equity, making the operating margins higher and thus motivating the distribution channels and earning better promotion for the company (Brown & Brison, 2018).
Promotion
Adidas carries out brand promotion on multiple platforms but television and product placements are the primary modes of promotion. The company’s tag line, “Impossible is Nothing” is a very strong marketing tool for the brand (Advani). Adidas ties up with many top players in the world including Lionel Messi and Ronaldinho, who give the brand massive popularity. The company also sponsors some of the most famous teams such as Real Madrid, the English national football team, and the South African cricket team, among others. There are also multiple outdoor promotion campaigns and events marketing to promote the brand, and these conclude the marketing mix of Adidas (Brown & Brison, 2018).
Segmentation and positioning
Adidas is segmented according to psychographic, demographic, and behavioral factors. In this respect, the company has a strong portfolio that comprises of four brands including Reebok, Rockport, Taylor Made, and Adidas; all made and targeted for different segments of customer groups (Mahdi et al., 2015). The strategy that Adidas uses to target the customers is a differentiated strategy which primarily targets children, young adults, and adults who have a passion for fitness and sports. The primary customer age group of the target for the company is between ages 13 and 40 years, essentially from the upper-middle class to the luxury class, most of its customers lie within the age gap between 15 years and 30 years (Mahdi et al., 2015).
Adidas employs user-based and benefit-based positioning strategies to create a distinctive market image in the minds of its prospective consumers. The company emphasizes the value of quality products, and with this emphasis, the company can develop trust in the brand consumers, thus being in a position to maintain its brand essence in the market (Ratner, 2017). The company also spans its portfolio to cover all areas of sports, with Adidas-performance covering the competitive sector, Reebok and Reebok classics for active and casual sports, and Adidas Originals, Rockport, and Adidas Fun for sports fashion apparel (Ratner, 2017).
Role of Marketing in creating value for Adidas customers 
A marketing concept is a philosophy that a brand uses to analyze the needs of their prospective customers and make an effort to meet those needs (Baker, 2016). The marketing concept that is employed by Adidas involves recognition of the target consumers, recognizing their needs, and inventing their time and money to fulfill these needs (Ang & Rusli, 2018). Essentially, Adidas takes significant importance in high-quality products, but the most important need that Adidas needs to meet for the customers is comfort as the products are mostly for exercises and sporting activities. The company also develops different types of products that are adaptable to different situations (Ang & Rusli, 2018).  
By targeting consumers of a certain age group and who have a specific passion for sports and fitness, Adidas has set itself as one of the most recognized brands in the world of sports, as well as fitness and outdoor fashion (Jayawardhana, 2016). Also, due to its high value of quality in its products, Adidas has built a culture in its consumers that relate its products with high quality and high-end status, thus the consumers are unlikely to require low prices as they feel that would compromise the quality in the product (Wright, 2019). In some sense, this allows the company to employ relationship marketing strategies since its main idea is to focus on the same customer group instead of reaching out to lower classes of consumers (Wright, 2019).

Stakeholder engagement and their impact on the marketing activities of Adidas 
A stakeholder refers to a party who has an interest in a company and can affect or be affected by the business outcomes of the company. These stakeholders include investors in business, employees, suppliers, and customers. These are divided into two; internal stakeholders and external stakeholders (Adidas). Internal stakeholders are greatly affected by the proceedings of the company and they are also easy to identify.  The stakeholders of Adidas are a diverse group who include the company’s employees and the management of the company who play significant roles in the day-to-day running of the company (Adidas). The second type of stakeholders includes the external stakeholders who comprise of those stakeholders that are not involved in the daily activities in running the company. These include governments, pressure and environmental groups, the neighbors and surrounding community, and local councils (Adidas). 
Adidas communicates with its customer through several channels which include bulletin boards, e-mails, direct home mailings, and company letters and newsletters. Annual meetings and reports, as well as media coverage, customer care, sales calls, contracts and workshops, are also ways that Adidas uses to communicate with its stakeholders (Qingchun, 2017). Some methods are specific to a certain group of stakeholders such as annual reports and meetings for investors, customer care for the community and consumers, and workshops for suppliers. These stakeholders are involved in making policies that govern the company’s operating environment, management strategies, and investment decisions (Qingchun, 2017). 
Conclusion 
In conclusion, Adidas is a large company that takes up the second place in the global shoe and apparel industry after Nike. The company is, however, more concerned with sports and fitness segments and it is involved in many sports, teams, and top players. Due to its strong brand, Adidas attracts many top teams and players and as such, its product promotion is strong. However, the company is facing a tough competitor in Nike, although the competition has not weakened the brand. Adidas focuses its market to people between ages 13 and 40 years, although its products can be accessed by people outside this range who have a particular interest in sports and fitness. Its dependence on the sports and fitness segment, however, maybe its weakness as the brand is less present outside these segments. The company also has multiple stakeholders both internal and external, which requires Adidas to come up with multiple ways to communicate with each of these groups of stakeholders.
Recommendations
Adidas is undoubtedly a successful company in its market. However, there are a few things that the brand could do and extend its success. First, the company can develop clothing, shoes, and apparel that are oriented with Islamic practices for the people practicing the religion to use in sports and for daily lifestyle activities. This could extend the success of Adidas in Asia and the Middle East where Muslim consumers are many. Also, the company can begin to invest in diverse segments outside sports and fitness, so that the company would stop being overly dependent on one segment whose decline would go down with the brand.
Reflection
Communication 
Communication refers to the process of transferring a message from one end to another. The end from which the message is taken is referred to as the sender and the destination is the recipient. Between the sender and the recipient is a medium through which the message is transmitted (Zerfass & Viertmann, 2017). Therefore, a communication model or process includes a sender, a medium, and a receiver. In most communication operations, the sender expects a message back from the recipient; the message is referred to like the feedback. Thus, a complete communication model should have four components; sender, message, recipient, and the feedback (Zerfass & Viertmann, 2017).
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Figure 1: THE COMMUNICATION MODEL
Tactical communication tools
Adidas has been a company that uses technology to propel its production and sales to market success. In this sense, the company has easily adapted digital methods of communication and product promotion. These methods include blogs, websites, e-mails, and other different means of communication between the company and its stakeholders and consumers (Wirtz & Lovelock, 2018).
Integrated marketing communication
Integrate marketing communications refers to the careful linkage of all communications and messages with a company’s system. In this essence, integrated marketing communication refers to the establishment of a system for a company such that all the promotional tools are harmonized and they work together seamlessly (Andrews & Shimp, 2017). A company such as Adidas uses multiple promotional tools and strategies, and since the principle of integrated marketing communication is that the sum of all the individual marketing tools is greater than each tool, there is a need to have the promotional tools the company uses managed as a single entity to ensure that the company gets the most out of all the tools (Andrews & Shimp, 2017). Some of the tools that Adidas uses for product promotion include blogs, such as the one developed for this unit. These tools are integrated into different ways such as internal, vertical, external, and horizontal integration and all these methods are customized to help strengthen the communication strategies for the company (Andrews & Shimp, 2017).
Conclusion
The conclusion here is that communication is a vital process for a company like Adidas, which has multiple communication strategies for different recipients and different purposes. The model communication process includes four elements including the sender, the message, the recipient, and the medium, while the feedback is also part of the process only that it goes the converse direction to the message. Adidas uses many communication strategies, and most of these include technological methods such as blogs, websites and the internet. The integrated marketing communication strategies used by Adidas seek to enhance the success of the company in effectively communicating with all its stakeholders.
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