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1.  Introduction

The subject of the assignment is ADIDAS, the German based company which produces sports clothing, shoes, and other accessories for both men and women. It has been founded by Adi Dassler in 1949 in Germany. (Adidas, 2019) The company continues to grow and it’s still a well-known global brand nowadays. The German brand puts continuous efforts into quality products, marketing and building relationships with their consumers.

2. Definition of marketing

Marketing is the total of activities involved in providing the goods and services from producers to consumers. The main function of marketing is to promote exchange. Marketing helps humans and group of humans to obtain what they want by exchanging products or services. (Kotler, 2020) The marketing process can only happen when two or more parties are involved.

3. The marketing process

According to CIM (2015) the marketing process is vital to the business performance of the companies of any size, because it reveals the important aspects of the market. The competitive marketplace has to be understood whilst the company has to be flexible in adapting to trends and needs of the customers. The professionals who shape and implement the marketing strategy contribute to the economy very highly, these skills make the customers to spend more and become more loyal to certain brands. (CIM, 2015)
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Fig. 1. The marketing process diagram (Prakash K.B.,2020)
According to Pisani & Lupoi (2020) by the end of 2019 Adidas was the world’s second largest multinational in the sportswear industry, but the beginning of 2020 has hit the company rather hard because the lockdown forced people to stay at home and not shop as much as before. This inconvenience had to be reviewed by Adidas and the company had to adapt in order to survive on the market.

4. Marketing process – the main stages

The marketing process is a five-step procedure that helps organizations to identify customer issues, analyze market opportunities, create, and capture customer value. According to Kotler & Armstrong (2018) the marketing process identifies the customers’ needs and wants, provides marketing strategy driven by value of the product or service offered, creates an integrating marketing program offering superior value, builds a relationship where the customer feels appreciated and valued, the customer offers back value, and the company gets profits.
a) The mission statement of the company
The first step into creating the marketing process is to identify the mission statement of the company. (Bergstrom, 2019) All of the company’s marketing efforts will rotate to satisfying the customer’s needs. According to Adidas (2020) their strategy is to increase brand credibility, elevate the experience of the consumers and push the boundaries of the sustainability. By doing so the brand develops more credibility to the customers and builds a relationship with them.
b) The situational analysis
The second step is an analysis of the marketers with the help of the SWOT analysis, the 5C’s or PESTLE analysis. SWOT analysis stands for Strengths, Weaknesses, Opportunities and Threats. (Gomer & Hille, 2014). The 5C’s stands for Company, Collaborators, Competitors, Climate, Customers. The PESTLE analysis stands for Political, Economic, Sociological, Technical, Legal and Environmental. (CIPD, 2020)
c) Objectives
The objectives of a company represent the aim of which an organization has launched. The company seeks to achieve its objectives through its existence and operations. The most important objectives of a business are economic objectives, human objectives, global objectives, national objectives, social objectives. (Chand, 2018) 
As Adidas (2020) states their objectives are to continue building great sportswear, to execute a cross-category plan to accomplish product excellence and elevate the women’s experience, produce more sustainable products, reduce the CO2 footprint etc.
d) Strategy
Effective marketing starts with a well-informed marketing strategy. The marketing strategy helps define vision, mission, business goals. (Business Queensland, 2020) The marketing strategy involves segmentation, targeting, positioning the product/service in the targeted market, and value proposition in the targeted market.
e) Implementation and control
The implementation is the result of translating the intent into action. The control involves setting a desired standard, measuring variations from the standard and taking the suitable action. (FAO, 1997)




5. PESTLE analysis of ADIDAS
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Fig. 2. PESTLE diagram (Libaskus,2020)
The framework that is used by companies to analyze key factors (Political, Economic, Sociological, Technological, Legal and Environmental) is called PESTLE. (CIPD, 2020)
Political factor – Adidas should be aware of the way Americans spend their money, in America Nike is preferred as Nike is an American brand, otherwise people from different countries buy Adidas regardless of this fact. This factor could be unfavorable because people tend to be more involved with their own brand from their own countries.
Economic factor – the German brand should be aware of the economic growth, inflation, exchanging rates, tax, and VAT rates for the country the brand wants to start selling. For example, BREXIT has brought less revenue to the UK firms, including Adidas which has shops all around UK, since people from Europe are not ordering as much from UK. This can be favorable or unfavorable depending on how the country economy is evolving.
Sociological factor – Adidas is a well-known global brand around young people mostly because their collaborations with Beyonce, Kanye West, Pharrell Williams etc. (Adidas,2020) Their products meet the latest trends. This factor could be favorable if the brand continues to adapt to trends and be on demand.
Technological factor – Adidas is using the latest technology for building their products and their websites. This could be a favorable factor as technology is part of everyone’s lives nowadays.
Legal factor – A company so well known as Adidas should be aware of all legal factors. This could be an unfavorable factor if the company does not adapt to the legal factors.
Environmental – According to their website, Adidas is aware of the pollution and environment, so they thrive to reduce their carbon footprint and use sustainable products and recycle more. (Adidas,2020) This can be a favorable factor if the company is transparent and it starts to use renewable energy, recycle, and care about the environment.

6. Porter’s five forces
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Fig. 3 Porter’s five forces diagram (Training industry,2020)
Porter’s five forces a framework analysis developed by Michael E. Porter in 1979 for assessing and evaluating the competitive strength and position of a business organization. (CGMA, 2013)
The five forces are as they follow: 1. Supplier power- an assessment of the ease which the supplier can drive up the prices, the less suppliers on the market, the bigger the prices, 2. Buyer power – an evaluation the fact that buyers can bring down the prices, 3. Competitive rivalry – the more competitors on the market, offering similar products or services can reduce the attractiveness of the market, 4. Where substitute products exists on the market, the customer can switch to alternatives in case the prices will go up, 5. Threat of new entry – profitable markets attract new entrants, the possibility for competition is rising. (CGMA, 2013)
The supplier power is low, for a brand like Adidas the suppliers are keeping the prices low if not doing do, the brand can find other suppliers easily.
The buyer power is also low as customers want to own a product from Adidas they don’t have the power of bargaining. (Adamkasi, 2017)
The competitive rivalry is not huge but its still there, as Adidas’s biggest rival is Nike, there are other competitors on the market such as Puma, New Balance etc.
Threat of substitutes is quite low, even though on the market there are a few sports brands that rivals Adidas, the brand is trying to fight the substitute products, but they are not lowering their prices.
The threat of new entry is low as well, Adidas is manufacturing most of their products in China, gaining revenue and manufacturing at cheap prices, also they invested a lot in advertising, positioning other brands under Adidas. (Adamkasi,2017)

7. SWOT analysis
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Fig. 4 SWOT analysis diagram (SERC,2018)
Strengths – Adidas manages to bring new products and sell them fast, they provide good quality for the money, they innovate products, have a diversified portfolio and young people usually prefer Adidas.
Weaknesses – Adidas mostly offers sportswear, so many potential customers may not be into what Adidas has to offer. The limited product line and the expensive prices might turn some people away from the brand.
Opportunities – As nowadays people are more focused on health and wellbeing, Adidas could start selling wellness products as they are very popular and in high demand.
Threats – Any company has threats like brand rivalry, Adidas is known to be the rival of Nike which also sells sportswear. Other threats for the German brand might be other companies like Puma, Fila, and Asics as well as counterfeit products is an issue that can affect the brand image.

Advantages and disadvantages of SWOT analysis

The advantages of the SWOT analysis are: determine threats, understand the business, resolve weaknesses, develop strategies and achieve goals, take opportunities. (Business Queensland, 2017)
The disadvantages of SWOT analysis are: too much information, does not provide solutions, does not prioritize issues.

Porter’s five forces and SWOT analysis
Porter’s five forces is a comparative analysis strategy which can be used to establish the competition the industry along with weaknesses and strengths, also it can be used to identify profitability. (Hall,2020)
The SWOT analysis is a tool used to shape the success of a business, place, industry, product. This analysis is considered a more macro review as it could give an idea if an objective is reachable.
In conclusion, both of these analysis tools are crucial in a business success.


Segmentation, targeting and positioning

Adidas has different segment of products like Adidas Performance, Originals, Neo, and Style, each of these categories segments a different kind of customers, for example Adidas Originals segments the stylish and sporty kind of customers while Adidas Performance is more targeted towards athletes. Adidas Neo is a cheaper version of Adidas whilst Adidas Style is more popular towards young people.
Adidas is primarily targeting sports participants including athletes and non-athletes who are into sports, the company offers a variety of products for sports use. The company’s strongest user market is 20-29’s age groups that are passionate about sports, they are also extending their targeting groups to the future athletes which are aged 14-19. (Reference,2020)
Adidas products can be bought through direct and indirect channels. Direct channels include their own website and own stores, and indirect channels include other retailers stocking their products like JD and Footasylum. 
The brand is collaborating with athletes, celebrities, and bloggers in order to position their products and promote them. The position statement is based on three strategic choices: speed – how we deliver, cities – where we deliver and open source – how we create: collaborate and innovate. (Heartofcodes, 2018)

8. The marketing mix

The marketing mix stands for what a company is going to do, the prices they are going to charge, the way they are going to deliver the product/service to the customers and how they are going to promote it. At first there were 4Ps known as Product, Price, Place and Promotion and after a while three more Ps were added – People, Process, Physical evidence. (CIM, 2015)
The product has to be something useful, something that will be bought. Adidas is selling mostly sportswear clothing, shoes, and accessories. Their products are good quality, and they create value for the customers. Adidas motto is ‘’Impossible is nothing’’ creating the brand’s motto by engaging with consumers with a powerful message. The brand promotes its essence for people to push themselves, not give up, remain confident, this way Adidas shows what the brand is really about as well as what their products can help its customers achieve. (CanzMarketing,2018) 
The price has to be enough to bring profit and value for the customer, if the consumer pays more for the product they will expect a better value. (CIM,2015) Adidas prices for shoes for example varies from £20 to £300, usually Adidas products are good quality, and they last a long time. Adidas uses price high/low prices, meaning they offer discounts but also keep some of the higher prices, this way the customer does not think that the brand is low quality.
The place is where the product can be found, for example Adidas has physical shops and online shops. Lately with the COVID-19 lockdowns people tend to order more online to have their products delivered at home.
The promotion is the way the company communicates to the consumers what they are offering. The promotion should gain attention of the customers and give them a reason to buy the product. (CIM,2015) Adidas offers online newsletters to their consumers where they inform about new promotions and discounts, they also use Ads which attract the attention of consumers.
The people are a crucial part of the marketing mix, they are staff which contact the customers. Situations should be handled in a good manner for the customer to be satisfied and return.
 The process is the experience where the customer buys the product, and the feeling lasts from the moment they discover the product to the moment they purchase it. The process should be smooth and enchanting for the customer. Adidas offers a very fast delivery for the customers to make sure they get in the possession of the product in 3-5 working days. (Adidas,2021)
Physical evidence is the last part of the marketing mix, if the customer is unsure about buying a certain product that they never bought before Adidas goes beyond expectations offering plenty of pictures and even videos of the products for the customers to have a real idea of the product itself.



9. Conclusion and recommendations

In conclusion Adidas is one of the most known global brands that manufactures sportswear for men and women. Even though on the market there are other brands manufacturing similar products, Adidas has gained the customers loyalty by brining good quality products on the market, by caring for the environment, by investing in advertising and by adapting to new trends. Even though it’s a successful company, my recommendations for Adidas are to expand their clothing line to more casual clothing, to invest even more in environment and recycling, to skip the fast fashion phase like other companies nowadays and to invest more in their labor by rising the salaries and value their staff more as a closer relationship with their workers is only beneficial to the image of the brand.
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