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Introduction
Marketing mix has been one of the most comprehensive management strategies which could help in growing the organization to be more quickly. The proper significance of the marketing mix and the ROI increment is analyzed through the main aspect of marketing through the targeted approaches, which is helpful for understanding. The Seven P's of marketing mixes such as Product, price, place, promotion, physical evidence, people and process are very well signified through the high quality of management status. The marketing and promotional aspect is based on the high involvement of the population for the product demand and their uniqueness which are also analyzed for the better product development and the marketing to be signified. The process of stakeholder engagement such as customers, suppliers, manager and the route employees are also taken into consideration for betterment of making the Product to be well versed with the future of the organization to be more sustainable. In order to highlight the above-mentioned factors, the study has shed light in the business policy, and he is marketing policy of one of the largest sports shoe company “Adidas”. Gebrüder Dassler founded this organization in the year 1924 which was known as Dassler Brothers Shoe Factory till 1949. The operation of the organization is controlled from Herzogenaurach in Germany. The success of the organization reflects from the revenue which was €21.915 billion in the financial year 2018-19. In aiming to expand it products from different segments such as shoe, sportswear, apparel, and sports equipment this organization takes up different strategies which will be discussed in the study. 
[bookmark: _Toc57126249]Processes and stages of marketing including the role of the marketing mix
The process of the marketing mix is one of the most complex aspects which is seen in the strategies of adidas to enhance its reputation and expand its target market. There are mainly seven aspects in the marketing mix which are followed by adidas, also help to define the different terms of marketing within the particular aspect of managing the diocese application of a product or service.
Product
The Product is related to the end of different types of need of different clients as was per the need of catering the service and product specification it will be helpful for the future of sustainable development to occur. The products are based on the extensive new features and within the peripheral budget and scope of resources through the company, which could help in establishing the future of the proper recognition and brand establishment through this process. The products are developed through employee management as well as their implication of making it fruitful for the future. The Product plays an important role in marketing, which is speed on the unique specialties and features of that particular Product for the benefits of the customers. In aiming to leave a mark in the market adidas gives importance towards the material that makes the products premium, soft, comfortable and durable. Along with the quality this organization also sheds light over the design and color which generates a high demand in the market. 
Price
The price is one of the most important aspects which help the Product and services to be well recognized for the betterment of the marketing of any particular products within the particular industry. The Product or service-based prices mostly depend upon the factors like the population, supply and demand as well as the budget and income of the legion in which the Product or service are being launched. The process of managing different types of products and services are mostly based upon the different segments of the process which are concurrently made differently from the similar products which are made in the market through other companies that distinguish the difference among them. In aiming to make the brand different and give it a brand value the products designed in a premium way and that increases the price of the products. The target market is the middle and higher economic class people and that is why the price of the products are little higher. However, in comparison to the market the price of the products are justified due to its topnotch quality and design. 
Place
The place is the most important aspect in making the future of the marketing of different products and services which are being catered to the clients. The palace helps to cater to the reputation and recognition of different products and services which are established through the popularity of the region-based demand among the products which are being served. The process of analyzing the demand of population along with the different places is thus the most important part in the marketing of the products to be well versed through the online and offline based platforms. The place-based marketing will be more helpful through the traditionally based promotion through the place-based specialties within the future of organizational reputation to be established.
Best quality of products and their viability is helpful in making the utilization of place-based aspects in the marketing mix. To maintain the brand value the products are not sold in local retail stores as they are much conscious about their product quality and customer service also. In the offline retail business, the organization has their partner retail stores where the products are available and only verified products are said to meet the customer satisfaction level. 
Promotion
This is based on the popularity among the customers about the Product as well as the trending of different story-based availability to be taking place as per the future of the Product and the organization to be signified. The promotion of any particular product is based on both online and offline based promotion as per the recognition and need of the proper products to be served to the customers. In case of the offline business the promotion is dependent on the posters and leaflets. In this case the organization gives importance towards the casting of the famous persons. 
On the other hand, online promotion is not limited to any particular location but slow the different types of confidentiality which are limited to be shown in the traditional aspect are not being imposed here. The organization has given importance towards the digital media for the promotion of the company as well as the products. Hence Facebook, YouTube, Instagram are the main digital area to generate leads.
People
The people who are based on having the different types of sustainability by purchasing the needful products from the market are based on having the indulgent themselves to be high in making profits as per the discount, and occasional benefit is given to them by the company. The comprehensive management of making stronger evidence in gaining better organizational growth is through various development orientation of market establishment. 
Inclusiveness of locations and the higher aspect of getting the face and recognition among the potential clients, this aspect is very much important which could help in gathering mass to be effective in the future prominence. On case of adidas the process of getting higher growth and sustainability by selling the partial Product, the ideas and recommendation to make the Product to be more improved are essentially needed to be placed in the organization. The recruitment and diversified training based culture in the organization will be very well established through the Human resource baked professionally in the company, which is essential for the proper growth of the company. 
Physical evidence
The physical evidence is based on the trust and establishment of a good relationship to be done with the organization, such as the customized decor and the employee behavior of the adidas to be analyzed. The biggest advantage of adidas is the work environment is ment to be one of the best places to work at. The employee behavior is based on having better aspects of different verbal and non-verbal communication-based behavior to be well signified. In aiming to enhance the efficiency the organization gives importance towards the different strategies that changes based on the location and the human resource available for the location.
The physical evidence-based aspect also includes the different types of sustainability in the packaging and the delivery of the products according to the needs of different location-based customers. The packaging and the other logistics are more or less the same in the different location or branches of the companies, which helps the relationship with the customer and the company to be fruitful and long-lasting. This will help in sustaining products to be well versed in terms of the company based commitment to keeping the quality of the products intact. However, in case of online business the organization also sheds light in the proper packaging and logistic service and gives importance towards the customer query to meet the customer satisfaction level.
Process
The process is basically the different types of processes in delivering the products to the customers, from the raw material collection till the proper delivery and distribution to retailers which are the key to sustaining quality customers. The business process of adidas included the online and offline based selling also which are indeed based on the marketing and reputation to be taken into consideration. Though there were demand of the products due to its popularity, quality and design, after the expansion of the business through digital media it has become a challenge for the organization to meet the requirements or demand of the customers (Syapsan, 2019). 
The customer-centric forum, along with the IT-driven technologies of Adidas is mostly based on the high quality of processes as per betterment of products to be served to the customers. The process of technological aspect is needed to be considered for the future of sustainable development to be present in the aspect. The research and development are one of the most important factors which help to make the innovation and creativity to be present in the proper Product to be developed through the proper process of significance to be justified. In Adidas, the process of managing high quality based products is to be properly established through the convenience of customers to have pertained. The process of making collaborative significance with the marketing prospect is needed to be very well managed and comprehended through the high quality of sustainability to be maintained. 
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Stakeholder engagement is one of the most important aspects in making marketing tactics to be effective in different location and region basis development. Stakeholders are those who are directly or indirectly involved with the organizational process such as manufacturing, distribution, and other processes to be sustained. The impact of high qualified stakeholder is based on having the impact to be directed towards the marketing activities to be sustained. There are mainly two categories to be sustained tinder the particular category that is involved in marketing such as
Primary Stakeholders in Business:
Investors, employees, customers, suppliers, business and local communities
Secondary Stakeholders in Business:
Competitors, trade associations, media, labor unions, civil society organizations and NGOs, governments, and policymakers, involvements of primary stakeholders are based on having the direct involvement of marketing and the other aspects which could help in attracting customers towards the company based competitors. The employees and Investors try to have the concurrent marketing strategies to be implied within the organization based aspect such as the involvement of properly precise and very well sustained products by making proper utilization of the resources for the future of the consumer attraction to be developed. The high quality of marketing is based on the traditional and nontraditional aspect to be implied through the primary stakeholders to be directly involved. 
The traditional marketing of the stakeholders is based on word of mouth as well as the leaflet and poster based marketing tactics which could help in covering the urban areas of a particular region which are needed to be made for the catering of particular product distribution. The destruction of a particular Product through the chances of retailers for the companies are based on having the high quality of sustainability in the revenues to be collected through the beneficial comprehensively to be involved. The best quality of marketing strategies is maintained through the higher involvement of direct and primary stakeholders to be attached with the organization based strategy. There are mainly seven stages which could help in the proper engagement of the primary stakeholders to be present in the organization. These steps are :
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Figure: Steps of stakeholder involvement
(Source: Braciníková and Matušínská, 2017)
The first step of engagement is based upon proper planning of the marketing perspective of a particular product which could help in engaging the most relevant customer towards the company. Thus, a proper measurement of the targeted audience and the future sustainability is based on the product establishment in their market to be easily done. The second process is based on the understanding of the process which is based on proper analysis and research of making targeted approaches to be productive towards the higher consideration of elevating the marketing (Pogorelovaet al. 2016). The marketing is based on only high quality of involvement of the discrimination to be resolved through the region and demographic-based aspects to be properly sustained. 
The third process is based on internal preparation and alignment, which could help in the execution of the predetermined plan that has been made for beneficial marketing towards the prospected industry-based market. The prices of alignment and internal preparation is based on the proper making adjustments with the marketing process in different types of media and the other platforms which could help in making the popularity to be much increased in comparison to the previous. The higher amount of advertising strategy in different regional and non-regional channels would help in making products to be famous, and the targeted approach of making more potential customers to be drawn in the company would also be successful (Abriland Rodriguez-Cánovas, 2017). The time and focus both are property needs to justify the process of making the approaches to be effectively established in the different perception of marketing within the organization. According to the effective management of the different types of the commodity which are being served through proper nourishment of suppliers, the production and marketing will also have to be made according to the highest possible management strategies. 
The fourth stage is based on the building trust which could be gained through proper time scope based deliveries of the products to the customers which is essential in making the future of the organization to be more sustainable. The trust and relationship will be stronger in terms of making the proper need-based Product to be delivered as per the time, and convenience of the customers which is essential in the market capturing statistics and the marketing tactics also will help in making the effective strategies to be meaningfully originated through the high quality of statistical adjustment to be sustained under the particular management based strategies through the Human resource management and higher authority based applications. In order to make the meaningful consideration of engagement as well as the trust to be maintained within the prospect, it is needed to delivery as power the committed Product and services to customers of the company which could help in building better sustainability as per the future development (Subagiyoand Adlan, 2017).
The fifth stage is based on the proper consultation of the prospective approaches with the different types of experts who are concerned in marketing and proper circulation of the different products. The prospect of making the analysis of effectiveness within the particular stage based consultations is needed to be done using the proper time and scope of the delivery of Product which will be helpful for the proper circulation of uniqueness and features which are new in the products. The different types of latest and very effective techniques to make the marketing properly considered are needed to be done through better development of working methods. The raw materials and their usage are needed to be done through the higher quality of sustainability to be developed under the particular comprehensive management status to be maintained in the organization through the intuitive marketing strategies which could be done through consultation (Subagiyo and Adlan, 2017)
The sixth stage is based on the proper implementation of the techniques which are already made and occulted through the opinions and recommendations of different experts. The process of implementation is sent to be done considering the current capacity and power of the organization, which will help in taking the effective strategies for circularity the advertising and promotional strategies of the Product also. If the proper implementation and its effectiveness are not seen in the marketing tactics, then it will be very difficult to make the proper popularity of the Product to be spread in the market which will, directly and indirectly, affect the overall growth of the company as per the need of future sustainability to maintain. The comprehensive management strategies are needed to be managed according to the customer demand and thus the supply of different essential products is also needed to be made available according to the future benefits to be kept in mind. 
The final stage or the seventh stage is abed in the proper monitoring of the different types of sustainable operations which are very well sustained as per the need of making the improvement in different products., the marketing analysis and their comparison with the smaller types of companies within and outside the country is very well needed to be available to the higher authority which could help in making suggestive changes in the market to be done (HR and Aithal, 2019). The future aspect of developing future sustainability in their other prominent aspect needs to be covered through the proper development of future based sustainability to be maintained aspect the need of developing economic prospects in the country and the company as well. The stage is based in the correct checking of the various kinds of economic tasks which are all around continued according to the need of making the improvement in various items, the advertising examination and their correlation with the more modest sorts of organizations inside and outside the nation is very much should have been accessible to the more significant position authority which could help in making intriguing changes in the market to be finished. The future part of creating future manageability in their other unmistakable angle should be covered through the best possible advancement of future based maintainable qualities to be kept up aspect the need of creating monetary possibilities in the nation and the organization also (Othmanet al. 2019). 
The process of managing the different types of stakeholder-based engagement is needed to be considered for the growing prospect of organizations through their marketing concept. Communication and behavior of the stakeholder as the main aspect which could help in promoting the quality and quantity of products well signified. The very well-mannered and behavior-based employees are the managing aspect which could help interim the customers to be attracted for the benefit as well as ROI to be covered. The process of managing high quality of essence in personal skills and attire is needed to be done through high-quality aspects. The promotion and marketing campaign needs to be considered through the significant aspect to be justified through a step-by-step process which involves the comprehensive management of product development for the future and potential customers to be attracted. Maintaining simplified strategies are needed to be made for the high quality of sustainable products to be made which is entailed in making the marketing of any particular product to be done through the high quality of development, the high quality of internal and external measurement-based parameter is needed to be taken into consideration for the relationship to be well signified.
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Figure: Effect of engagement
(Source: Abriland Rodriguez-Cánovas, 2018)
The way toward dealing with the various kinds of partner based commitment should have been considered for the developing prospect of the associations through their showcasing idea. Communication and conduct of the partnership as the principal perspective could help in advancing the quality and amount of items to be all around connoted. The very polite and conduct based workers are the managing aspect which could help interim the clients to be pulled in for the advantage just as ROI to be covered. The way toward overseeing high caliber of embodiment in the individual aptitudes and clothing is should have been done through top-notch viewpoints. The advancement and advertising effort should be considered through the huge viewpoint to be supported through a bit-by-bit measure which includes the thorough administration of item improvement for the future and expected clients to be pulled in. Keeping up streamlined procedures are should have been made for the high caliber of economic items to be made which is involved in maintaining the promoting of a specific item to be done through the high caliber of advancement, the high caliber of inner and outside estimation-based boundary should have been mulled over for the relationship to be well signified.
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This study has shed light on the business and marketing planning of adidas which has helped this organization to become successful. Promoting blend has been one of the most far-reaching the board systems which could help in developing the association to be all the more rapidly. The best possible importance of the advertising blend and the ROI augmentation is dissected through the principal part of showcasing through the focused-on methodologies which is useful for comprehension. The Seven P's of promoting blend of adidas has been discussed, for example, Product, price, promotion, place, actual proof, individuals, and cycle are all around meant through the high caliber of the executive's status. From the above discussion it can be concluded the brand value of Adidas has been developed based on the quality of the products, design of the products and the tactics of marketing to meet the requirements of the target customers.  The cycle of partner commitment, for example, clients, providers, administrators and the course representatives are likewise thought about for advancement of making the item to be knowledgeable with the fate of the association to be more manageable.
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