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This report aims to present the nature and changes that have taken place in the last few years at Adidas. At this report, applying a PESTEL analysis helps to analyze the external influences on the strategy and management of the company. 
[bookmark: _Toc71212746]Adidas company
Adidas is a German-based multinational corporation. It was founded by Adolf "Adi" Dassler and is located in Herzogenaurach, Germany. Initially, the company only manufactured athletic shoes, but it has since grown to include various sports apparel and accessories (Smit, 2007). Adidas is also a significant sportswear retailer in Europe. 
Adolf "Adi" Dassler created this world-famous brand. In the year 1900, he was born in the small German town of Herzogenaurach. Adi's story is interesting to follow. In 1913, he finished his formal education and intended to work as a baker. Adi, on the other hand, had no desire to work in a bakery. He spends a lot of his free time engaging in and practising sports with his mate.
Following the end of World War I, Adi was determined to start its own shoe business. Following the end of the war, he experienced the country's economic downturn. Due to the recession, Adi had difficulty obtaining materials and equipment. His inventiveness comes in handy, and he has developed several non-electric devices and equipment. Adi and his brother Rudolf later founded their shoe factory in 1923 and started producing shoes for Olympic athletes.
The Adidas Group now owns and manages the brand. Reebok sportswear, 8% of Bayern Munich, Runtastic, and an Austrian fitness technology company comprised this group.
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	Adidas focuses mainly on the broad differentiation technique. The corporate approach of Adidas focuses on ingenuity to produce innovative products, services and methods to compete with each other. In 2014, a centralised management planning & excellence unit was created to guide and monitor worldwide sales roles. The Group's multi-brand product portfolio offers a significant competitive benefit. This included a global distribution feature responsible for promotional activities and an international brand feature responsible for promoting all products.
Two separate departments, wholesale and retail, addressing the various demands of the two business models, split the global marketing function. That was done to support its corporate plans on a long-term basis to enhance the commitments of these branches and work hard in their respective departments. 
Having a wide variety of brands that allowed them to cover almost everyone from all industries adopted a multi-brand strategy. This helped them keep one voice and concentrate on their core capabilities.
Adidas focused on the best marketing and supply chains in different countries by objectively evaluating customer buying practices. More customers and consumers are even more attracted, and they have taken on e-commerce to succeed. Adidas supply chain is closely shared and thus enables to personalise their products to meet more customers. The company culture of Adidas must be innovative for community staff. 
This company obliges them to produce highly innovative products, and the application of emerging technology makes them very consistent. The workers of their factories and environment find the right balance between shareholder wishes and their employees' needs and concerns to become a sustainable company. They develop products using modern technologies based on Adidas-Salomon know-how (2004a) that enhance the competitiveness of sports and focus on the sports used by athletes who can fly, such as football, cricket, basketball, and even exercise shoes.
Adidas brand philosophy relies extensively on innovative technology growth targeted to meet customer requirements. By creating a high-performance clothing portfolio that concentrates on the unique needs of athletes and clients rather than investment in product approvals, the company is trying to prove its importance. It focuses more on accelerated product creation and production by continually improving infrastructures, processes and systems. They also emphasise the significant decline in the sector's volatility by rationalising the global product portfolio, consolidating the warehouse base and harmonising customer services.
Adidas started some programmes in March 2017 to improve brand development and accelerate top-and bottom-line growth.  
Whether a brand, a website or a market, both companies should contribute to the growth of their industry. Adidas regularly assess their portfolio's success and strategic fit with a continued focus on our significant areas of sports footwear and accessories. This ensures that their business objectives with Adidas and the brand Reebok will be less ambiguous and more closely monitored. In 2017, their hockey firm CCM and the TaylorMade sales, Adams Golf and Ashworth brands were made. Adidas has begun implementing the Muscle Up tournament programme of Reebok, which aims to speed up the growth of top-of-the-line brands and increase earnings.
North America is the biggest sporting goods market with a total share of about 40%. North America gives the brand Adidas the most excellent chance from a geographic perspective with its relatively low market share compared to other countries. North America has become a strategic priority to enhance the overall role of the Adidas brand in the region. North America has dramatically expanded our investment in North America to be more significant and still available to customers.
In these conditions, our loyalty to our organisational framework has grown in recent years, including the continued expansion of our US headquarters in Portland. In every three years that have passed, North America has seen a solid double growth due to these measures, faced with an extraordinarily dynamic and promotional environment. Though Adidas is pleased with the developments in North America in recent years, they are still disappointed, and they will progress dramatically in the years to come.
Therefore, our North American game plan will begin to be implemented in the future so that we can further increase our market share and meet our €5 billion goals for Adidas brand revenue by 2020. North America, though, is not just a storey of market share because our profitability still falls behind our international levels of profitability even after significant adjustments in 2017.
They are constantly looking for operational continuity. ONE Adidas includes a range of tactics to allow our company to work smartly, efficiently and in line.
Adidas' focus on three bases – brand leadership, marketing success and operative quality – contradicts current norms and organisational practices. They also rely on the opportunities for standardisation and harmonisation of current processes and procedures to build a more scalable business model. Implementing several projects in 2017 also resulted in several positive first findings in this context, which would significantly improve organisational efficiency in the years to come. For instance, They have further reduced the number of goods and marketing ideas.
This not only benefits earnings but also increases the impact of their product franchises. Adidas also significantly simplified inventory, packaging and processing, which have helped increase the profitability of goods. We have completed our pipeline of projects for scaffolding and organisational leverage and expect more gains.
This not only benefits earnings but also increases the impact of Adidas product franchises. They have made considerable simplifications in material, packaging and production to increase material margins. Adidas is full of scalability and leverage efforts, and we see more advantages in the years to come.
The digital revolution radically changes the behaviour of their customers and how we work. Technology has enabled us to accelerate direct customer ties. The improvement of digital capabilities across the supply chain allows them to communicate with the customer and be quicker, improved, and more effective across the enterprise. In 2017, we set up the 'Data Leadership Team' to organise digital projects around our business and assist functional decision-making teams.
In coordination with the Executive Board, the Digital Leadership Team has identified a clear digital road map. Adidas.com and Reebok.com are our most significant and most essential e-commerce dealers, which enables our development to an exclusive, integrated and personalised consumer experience. This is what Adidas is doing. In this regard. The paradigm shift for Adidas 2020s 4 trillion euros eCommerce sales plan was significantly changed in 2017 when our business was shaped and harmonised with new technology.
If Adidas continually enhances the digital capacity to satisfy the consumers in the best way possible. Adidas launched new features and technology to enhance the shopping experience on its online portal in 2017. In comparison, the Adidas shopping app was launched in 2017 with over 600,000 downloads in less than two months.
The long-term creation of equity for the owners of companies guides the whole method of decision making. Adidas also focuses on strict management, making business decisions that promote healthy income, profit growth and, essentially, operational cash flow. These are all aspects under our influence. Adidas is committed to raising shareholders' return with above-average market performance and dividends for the business.
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Political, economic, social, technical, environmental, and legal influences are all part of the PESTEL acronym. This study is used as a marketing tool to investigate the impact of such factors on businesses (Rastogi and Trivedi, 2016).
The following are the PESTEL causes that have infected Adidas:
· Political factors – Political factors have to do with the national government and foreign policy (Rastogi and Trivedi, 2016).
Adidas is a global corporation that must operate by the laws of the countries in which it does business. In terms of labour law, Adidas must adhere to international political laws and regulations. The regulatory regulations that could affect the Adidas company's business must be studied. In addition, the organization must monitor and assess various trade agreements that could affect revenue and operations.
· Economic considerations – these include job openings, fiscal consequences, and manufacturing costs (Rastogi and Trivedi, 2016).
Adidas is a financially sound business. The business is expanding economically. With the support of independent manufacturing partners, Adidas manufactured over 1.1 billion sports and sports lifestyle items in 2019. The business is coping with economic downturns by lowering operating costs and improving product quality. Exchange rates, inflation rates, and economic growth are the most common factors that reflect the business.
 Because of the company's international distribution of operations, exchange rates are a concern. Since the currencies must be equated to one - dollar, fluctuations in currency rates hurt the company's income. When the dollar's value against other currencies is lacking, a business loses money on transfers and trades. Most businesses are concerned about the influence rate because increasing costs affect customers' buying power.
· Social factors – the organization's social atmosphere is described. The organization influences the environment and culture in which it operates. The social factors represent the company's standing in society (Rastogi and Trivedi, 2016).
The relationship between people's wellbeing, a more stagnant lifestyle, and a lack of public interest in sports are social factors that influence Adidas. These factors are hurting Adidas' revenues. As a result, the organization is enlisting the help of more well-known celebrities to support their brands and the positive influence of sports. Another social factor to consider is the pace of population growth. As the population grows, the business would need to manufacture more products in a shorter amount of time to satisfy market demand and customer needs.
· Technical influences – the company's growth is influenced by technological invention and innovation (Rastogi and Trivedi, 2016).
The majority of the effect that technical factors have on Adidas' operations is related to automation. This necessitates costly investments in new technological advances. Since technological advancements impact the activities of sporting goods manufacturers, Adidas needs to innovate in its output.
· Environmental factors – this category of factors is linked to a company's long-term viability. The effect of the climate on company processes and activities (Rastogi and Trivedi, 2016).
Weather and climate change are two examples of environmental factors that could affect Adidas' operations. Because of these widespread environmental issues, national governments and international organizations have enacted laws and restrictions to reduce the effects of factories. Adidas has a solid sustainable business plan to reduce the effect of its operations on the environment. 
· Legal considerations – these groups are concerned with the legal activity of the business, such as employee health and safety (Rastogi and Trivedi, 2016).
Consumer, exchange, and employment law are typically the factors that affect the Adidas group. The corporation must study the regulations and laws in - country where its factories are located. A global corporation like Adidas is also affected by specific foreign trade regulations. There must be some legislation that makes business operations more complex, and that needs to be identified to reduce the company's effect. The Adidas group follows the International Labor Organization's labour standards. This group is working to protect workers' rights and control how employers handle their workers.
The PESTEL analysis provides clear and straightforward knowledge that the Adidas organization can use to reduce the effect of certain variables. The PESTEL analysis aids management in developing a viable plan for predicting risks and identifying opportunities for the business. The critical drawback of PESTEL analysis is that it must be performed daily due to the fast-changing nature of the variables.
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	With the PESTEL analysis, it can be said that Adidas has a flexible strategy and is able to deal with the difficulties it faces. Also, the company is one of the leaders in the sportswear market, which transforms its business model and the changes that have taken place in recent years in the company as a successful approach to its management.
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