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[bookmark: _Toc69915273]Introduction
This essay aims to present and evaluate the Adidas Company's activities. This is one of the most well-known companies globally for manufacturing athletic apparel, clothing, and accessories. The business, as well as strategic and marketing planning, are presented in the study. The marketing process is a logical series in which, from analysis to product production, marketing operations in the enterprise take place (actions from analyzing marketing opportunities, research and selection of target markets, formulation of marketing strategies, planning of marketing programs and tools and implementation and control of marketing activities). The following measures take the marketing effort in each company: First phase: study and review of environmental marketing information; The external environment analysis can be done with PESTEL tools for analysing the political, economic, social, technological, ecological, and legal factors that may impact the marketing of Addidas negatively.  Second phase: training in strategic planning in marketing strategy; Third stage: marketing campaigns are being developed by marketing mix tools (price, commodity, positioning and communication - 4P - prices; product; location; promotion) - tactical planning; Fourth phase in marketing: organization, administration, execution and regulation. 
Definition of the marketing mix
Marketing mix" is one of the most commonly used terms in marketing. Each company has its marketing mix. It is a combination of several essential elements. The company must combine these elements in a certain way to reach its target market.
Therefore, the marketing mix is ​​a set of decisions that each company makes to move its products to customers.
Several models are known to help better understand the marketing mix and related solutions. The most famous model that defines the marketing mix is ​​the 4P model. Marketing professor Jerome McCarthy proposed it in 1960.
According to the 4P model, the elements of the marketing mix are:
· Product
· Price
· Placement (Distribution)
· Promotion
These four elements of the marketing mix have already become a classic. Individually and together, the 4P elements are crucial to the market presence of any organization. Furthermore, for each element, the company need to make confident marketing decisions. 
· Product – is a good or service that a business may provide to the consumer. The goods must meet and respond to the needs of the customers (Goi, 2009).
· Price – the amount of money a buyer pays to get the goods they need. The price is a fee for a good or service that the consumer exchanges to get the profit and profits from it (Kotler, 2000).
· Place – this marketing mix component is concerned with product delivery. The locations and choices include the target consumer company's goods (Singh,2012).
· Promotion – these are the activities through which the organization communicates with consumers and presents its goods to potential customers in order for them to purchase them (Kotler,2000).
About Addidas
Adidas is a multinational organization based in Germany. It is located in Herzogenaurach, Germany, and was founded by Adolf "Adi" Dassler. Initially, the business only made sports shoes, but it later expanded to include various sports clothes and accessories (Smit, 2007). Adidas is also one of Europe's leading sportswear manufacturers. Adolf "Adi" Dassler is the founder of this world-famous brand. He was born in the small German town of Herzogenaurach in the year 1900. Adi's narrative is a fascinating one. He completed his formal education in 1913 and planned to work as a baker. Adi, on the other hand, was uninterested in the bakery business. He spends a lot of his free time with his friend participating in and practising sports. 
Adi was committed to establishing its own shoe company after the First World War ended. He witnessed the country's economic recession following the war's conclusion. Adi struggled to find materials and machines due to the economic downturn. His imagination comes in handy, and he has invented several non-electric devices and equipment. Later, in 1923, Adi and his brother Rudolf founded their shoe factory, which began manufacturing shoes for Olympic athletes.
Nowadays, the company is managing and holding by Adidas Group. This group has consisted of Reebok sportswear company, 8% from German football club Bayern München, Runtastic, and Austrian fitness technology company.
Marketing Mix of Adidas
According to Kotler and Armstrong, the marketing mix is a set of situational marketing resources that the organization can manipulate. The marketing mix is a blend of quality, price, place, and advertising that can be used to promote the company's activities.
• Product – is a good or service that a business may provide to the consumer. The goods must meet and respond to the needs of the customers (Goi, 2009).
To meet the diverse needs of its clients, Adidas manufactures items such as athletic gear, boots, and fitness accessories. Adidas has some branches. The corporation has four major manufacturing branches. Reebok is the second brand. This subsidiary produces designs and sells exercise, racing, and CrossFit sports apparel and boots. T-shirts, hoodies, and trousers are among the clothing styles. The following company is Rockport, which manufactures outdoor boots, apparel, and accessories. Taylor Made is the final one. The company manufactures golf clothing and equipment. 
Reebok is one of Adidas' most powerful subsidiaries. Adidas manufactures a wide range of items, the most important of which are boots. Adidas brands are available in a variety of sizes, colours, and models. They are using celebrities to advertise their brand and products. They are building their brand by supporting sports athletes worldwide by developing special shoes, clothes and accessories for their best performance. The company's beginning is related to the support of different athletes by making their sports clothes and shoes comfortable for their best performance.
• Price 
Adidas brands are very competitively priced and inexpensive. Some special goods with premium costs are ideal for the upper class of consumers or athletes who need special treatment for their bodies when training and exercising sports.
New items are more expensive because they are advanced, such as new shapes, colours, styles, or materials. These prices are falling over time. Adidas' prices are very low as compared to its rivals. Adidas clothing costs more because of the content and nature of the fabrics and consumer demand.
• Price – the amount of money a buyer pays to get the goods they need. The price is a fee for a good or service that the consumer exchanges to get the profit and profits from it (Kotler, 2000).
Adidas brands are very competitively priced and inexpensive. Some special goods with premium costs are ideal for the upper class of consumers or athletes who need special treatment for their bodies when training and exercising sports.
New items are more expensive because they are advanced, such as new shapes, colours, styles, or materials. These prices are falling over time. Adidas' prices are very low as compared to its rivals. Adidas clothing costs more because of the content and nature of the fabrics and consumer demand.
• Place – this marketing mix component is concerned with product delivery. The locations and choices include the target consumer company's goods (Singh,2012).
Adidas' policy revolves around merchandise delivery and sales all over the world. The Adidas Company sells its merchandise through a separate platform. The corporation has its stores all over the world where customers can purchase their goods. Items are sent from the company's warehouses to their stores. Adidas has an online store as well. It is more convenient for the consumer.
Some sales networks that Adidas employs are those of intermediaries. Adidas is now collaborating with distribution distributors and mono-branded franchises. This enables Adidas to market its brands all around the world and extend its retail network. Another location is multi-brand showrooms, where customers can locate various other sporting brands made by Adidas rivals.
Adidas uses four major marketing channels: its outlets, intermediaries, retail, and the Adidas website. The samples are delivered from warehouses where Adidas products are manufactured. There are three options to market them: to distributors, retail, or in their stores. As a consequence of these three methods, goods can be delivered easily and quickly.
The Adidas retail network extends all over the globe. A strong delivery network means more sales and benefits.
• Promotion – these are the activities through which the organization communicates with consumers and presents its goods to potential customers in order for them to purchase them (Kotler,2000).
For successful marketing, the Adidas organization engages in various social media campaigns that promote online sales of its brands. Besides, the organization employs a variety of logos to aid in its advertisement. In 2011, the band coined the phrase "Adidas is all in." This slogan is a key component of Adidas' global marketing campaign. Television commercials and product placements do the majority of Adidas's marketing. One of the most common methods of bringing new goods to the consumer is through television commercials. Brand placements are another effective strategy used by Adidas.
Conclusion
As a result of the Adidas business review, it can be said that the company has a solid plan and good management. Since the business has a long tradition, the brand has been well presented and sold to people over this period. The group has top fens that have a deep attachment to the business. The Adidas group will have more prospects in the future because fitness and healthy lifestyles are still common in society. People's health is critical, and many people are turning to sports to improve their lives. As a recommendations to the company for their future marketing strategy is to improve their advertising model. They need to pay attention to the new technology and the implementation of their strategy. Another recommendation is related to the price of the products. The company is selling their new products at higher prices. However, some marketing tools can make sales better, like advertising the new products by influencers before releasing the products to the mass market.
Adidas is a brand that provides and cares about people's comfort when participating in athletics. There are many new features and innovations that a business should incorporate into its goods to improve them.
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