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[bookmark: _Toc58929732]Introduction
	This report aim is to present and analyze the activities of the Adidas Company. This is one of the most famous worldwide company for producing sports footwears, clothes, and accessories. The report is presenting the company and strategical and marketing planning. The marketing activities of a company is analyzed by different marketing tools like SWOT, PESTEL and Marketing mix analysis. Through those analyses, it is going to examine the situation in the Adidas company and its future development.  
[bookmark: _Toc58929733]The Adidas Company
The Adidas company is a German multinational corporation. It is founded by Adolf “Adi” Dassler and it is situated in Herzogenaurach Germany. First, the company was only producing sports shoes but later it started to manufacture different sports clothing and accessories (Smit, 2007). 
Nodaway, the Adidas Company is one of the largest sportswear factories in Europe. 
The founder of this world-famous brand is Adolf “Adi” Dassler. He is born in 1900 in a small town Herzogenaurach Germany. The story of Adi is very interesting. In 1913, he has finished his formal school education and he is going to be a baker. Unfortunately, Adi was not interested in the bakery industry. He spends many of his free time taking part and practising sports events along with his friend Frotz Zehlein. Adi was the one who made his own equipment that is needed in particular sports that they have been practising (Smit, 2009). 
In 1914 Adi decided to start learning from his father who was a shoemaker. Adi was an athlete and start considering the opportunities for improving its sports performance by using a special shoe. He experiments and found out that the special shoes for sports can improve the performance and the result of athletes (Smit, 2009). 
Later, after the end of the First World War, Adi was committed to starting its own shoe business. He saw the economic crisis that the country was faced after the end of the war. Because of this economic crisis, Adi struggled to found out material and machines. His creativity helps him out and he invented some machines and equipment that do not need electricity. It can be said that Adi is the first man who invented shoes with sharks that nowadays, they are using by football players (Smit, 2007).  
Later, in 1923 Adi and his brother Rudolf are starting own shoe factory and they started producing shoes for the Olympic athletes. 
After, a few years the two brothers separated the business. Rudolf Dassler is the founder of Puma.  That is why Adi decided to significantly be separated the uniqueness of its shoes. He decided to colour the straps that are reinforcement the sides of shoes. The “three stripers” became the unique mark of Adidas shoes. 
Later, in 1948 he registered the logo as a trademark. The name of the company is the combination of his name and family Adi-Dassler. The first idea was to be “Addas” but it was rejected and Adi add “I” between “Adidas”.
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.  
The company is employing over 59,000 people around the world. In 2019, our company is produced over 1.1 billion sports and sports lifestyle products with the support of independent manufacturing partners. The main strategy of Adidas is to create new and continue inventing and improving the product of the company (Smit, 2009).    
The Adidas company is having 7 key location Herzogenaurach Global headquarters, Amsterdam, Portland, Boston, Shanghai, Hong Kong, and Panama (Adidas, 2020).    
[bookmark: _Toc58929734]Strategical and marketing plan of Adidas company
	According to Kotler and Armstrong, the marketing can be defined as a social and managerial process that individual and groups obtain what they need and want through creating and exchanging products and value with others (Kotler & Armstrong, 2016). 
           Marketing is a process that is operated by the management of organizations. The aim of marketing is to support the organizational process in answering the needs of customers. 
           The mission of Adidas company is through sport, to have power and change lives. The Adidas company to be a leader in the global sports products industry. The company is committed to improving its brand with an innovational process that is impacting positively on its market position (Adidas, 2020).  
The vision of the Adidas company is to have a wide range of products and solution that will help their customers and satisfy their needs. 
The main strategy of Adidas is to create new and continue inventing and improving the product of the company. The Adidas company is committed to innovation and a new design that will make more comfortable their footwear and sports clothes.  
[bookmark: _Toc58929735]SWOT Analysis of Adidas Company
 	 SWOT analysis can be defined as a marketing tool that is used for strategical management and planning in organizations. According to Thompson, the SWOT analysis is a simple tool that is used to define the organization capabilities and deficiencies, its possible market opportunities, and external threats in future (Thompson et al., 2007). 
SWOT analyses have four main components that are “Strengths”, “Weakness”, “Opportunities”, and ”Threats”. Strengths and weakness are internal factors that are controlled by organizations. The opportunities and threats are external factors beyond the control of the company and are part of the external business environment. The organization can minimize the impact of those factors but could not change them (Humphrey, 2005). 
SWOT Analysis of Adidas Company: 
· Strengths – this is related to some characteristic of the company that makes it more competitive compared to its competitors (Humphrey, 2005).
· The brand with a long history that started in 1949. This gives a legacy to the trademark. 
· Variety of products: The company is offering a wide range of products that are suitable for different market segment and customers. They are providing different footwear and sport accessories. 
· Financial position: The Adidas company is having good financial statements. In 2019, the company is generated more than 23.260 billion euros by sales.
· Good Network: The company is having a distribution network that is selling its products all over the world. The company is having 7 main facilities that are distributed products to their providers. 
· Sustainable brand: The Adidas company is having a sustainable business strategy that is environmentally friendly. 
· Weakness – those are characteristics that are disadvantageous comparing to other competitors (Thompson and Strickland, 2001). 
· Varying prices: The price range is so different. New products according to their innovations are more expensive than usual. The prices are moving up and down. 
· Affordable to the limited customer: The new products are only affordable for the limited customer's segments because they are expensive at the beginning. After while the prices are lower but then the company is releasing new products. 
· Promoting more subsidiaries: The Adidas company is also promoting the Reebok company. It is subsidiary to the Adidas but still, they are a competitor in the market. 
· Opportunities – those are related to the situation or condition that are suitable for the organization. This means that situations or trendies are favorable for organization and supporting it in achieving goals and objectives (Harrison, 2004). 
· Increasing demand for premium products: The Adidas company is offering premium products to the limited customer but with the time that limitation is wider. More customers are preferring to buy premium products. 
· Lifestyle improvement: The company is helping the national economy to grow because of an increase in their sales. This help to increase the GDP of national economies where the company is situated its activities and production. Also, the economic improvements are influencing on people life they have a better payment and can afford premium products. 
· Threats – this is a situation or condition that reflect negatively on organization activities. 
· Competition: The biggest competitor of Adidas is Nike. The Adidas is placing in second place in preferred and sales raking after Nike. Other brands that are the main competitor are Puma and Reebok.
· Outsourcing: Most of the production of the company is outsourcing this means that the suppliers are having more power in negotiating. Also, this can cost a price increase. 
The advantages of SWOT analysis are that is can help the Adidas company to generate more solution to their problem, to look on their current place, and to settle some improvements that will be helping improve products and technology. The disadvantages of those analyses are related to the current external environment. Until the analysis is done the situation may have changed this will affect negatively to the analysis effects.
[bookmark: _Toc58929736]PESTEL Analysis of Adidas Company
	The PESTEL is an acronym of six sources of factors – political, economic, social, technological, environmental, and legal. This analysis is used as a marketing tool to examine the influence of those factors on business organizations (Rastogi and Trivedi, 2016). 
PESTEL factors that are infecting on Adidas company: 
· Political factors – The political factors are related to the national government and international policy (Rastogi and Trivedi, 2016).  
The Adidas company is a multinational company that needs to work according to policies in countries where the company is operating. Adidas need to follow the global political law and regulations considering the labour law. There need to be analyzed the governmental regulation that may affect the business of Adidas company. The company also need to follow and examine different trade agreements that can affect sales and operations. 
· Economic factors – those factors are related to employment opportunities, fiscal implications, the cost for materials (Rastogi and Trivedi, 2016).
The Adidas company is economically stable. The company have economic growth. In 2019, the Adidas company is produced over 1.1 billion sports and sports lifestyle products with the support of independent manufacturing partners. The company is dealing with economic crises by decreasing operating cost and improving quality products. Most of the factors that are reflecting the company are exchanges, inflation rates and economic growth. The exchange rates are a problem for the company because of its international dissemination of the activity. The changes in currency rates are damages the company's profits because the currencies need to be equated to one - dollars. If the price of the dollar is low against other currencies, then a company loses in transfers and exchanges. The influence rate is a problem from most of the companies because it is rising prices affect consumers' purchasing power.
· Social factors – there are defines as social environment of the organization. The company is impacting the society and community where its activity is settling. The social factors are reflecting the reputation of the company in society (Rastogi and Trivedi, 2016).
	The social factors that affect Adidas company are relation with people health, more stagnant lifestyle, the lack of public interest in sports. Those factors are affecting negatively on sales in Adidas. That is why the company is using more famous athletes to promote their products and the positive impact of sports activities. Another social factor that can be considered is related to population growth rate with its increase, the company needs to produce more goods in a shorter time to meet market demand and consumer needs.
· Technological factors – technological invention and innovation are impacting the development of the company (Rastogi and Trivedi, 2016).  
Most of the impact that technological factors are influencing the Adidas company operations are related to automatization. This request investment in new technological innovations which are expensive. Innovation is needed in Adidas company production because technological development is also affecting the activities of sporting good manufactures. 
· Environmental factors – those group of factors is related to the sustainability of a business. The environmental impact on business operations and activities (Rastogi and Trivedi, 2016).
Some environmental factors may affect the Adidas company operations like weather and climate changes. Because of those general environmental problems, there are some regulation and restriction that the national governments and international regulations made to minimize the impact of factories. The Adidas company is having a strong sustainable business strategy to minimize the impact that its activity on nature. 
· Legal factors – those groups are relating to the legal operation of the company, for instance, the health and safety of employees (Rastogi and Trivedi, 2016).  
Those factors that impact the Adidas company usually are related to consumer, trade, and employment law. The company need to examine the regulation and laws in each country there their factories are operation. Also, there is some international trade regulation that multinational company like Adidas is influenced by. There must be some regulation that is making company activities harder and need to be identified to minimize their impact on the company.  The Adidas company is operating according to the labour principles of the International Labor Organization. This organization is working to protect the workforce rights and regulate who the employer is treating its employees. 
The PESTEL analysis is providing simple and easy information that can be used from the Adidas company to minimize the impact of those factors. The PESTEL analysis is helping the management to develop a suitable strategy that can predict threats and found opportunities for the company. The main disadvantage of PESTEL analysis is that it needs to be conducted regularly because factors are changing fast.  
[bookmark: _Toc58929737]Marketing Mix of Adidas Company
According to Kotler and Armstrong, the marketing mix is a set of tactical marketing tools that can be controlled by the company. The marketing mix is a combination of product, prices, place, and promotion that can be supporting the company activities. 
· Product – is good and services that can be offered form company to the market. The products have to satisfy and answered the customer’s needs (Goi, 2009). 
The Adidas company is producing products like sports clothing, footwear, and sport accessories to answer the different need of customers. The Adidas company is having subsidiaries. The company is having four main producing subsidiaries companies. 
The second brand is Reebok. This subsidiary is manufacturing and designing, and selling fitness, running, and CrossFit sports clothing and footwear. The clothing items are T-shirts, hoodies, and pants. The next brand is a Rockpot, it is producing the outdoor footwear, appeal’s, and accessories. The last one is Taylor Made. That brand is producing golf clothes and types of equipment. 
The Reebok is the strongest subsidiaries of Adidas company. The Adidas company has a variety of products but the main one is footwears. The products of Adidas are coming with different designs, colours, styles. Most of its footwear are sneakers and athletic shoes directed for athletes and certain sports. The other part of Adidas products assortments is clothes and accessories. The cloths are T-shirts, jackets, sweatshirts, shorts, pants, and others. The Adidas company is answering the need of its customers by creating a variety of products.
· Price – is what customer pay to get the products they needed. The price is a charge for product or services that customer exchange to get the value and benefits from them (Kotler, 2000). 
The price of Adidas products is very competitive and affordable. There are some special products with higher prices that are suitable for the upper class of customers or athletes that need special care for their body while are practicing and exercising sports.
 The new products are at higher prices because they are innovative like new designs, colors, styles, or material. Those prices are getting lower with time. The price of Adidas is very competitive comparing to its competitors. The price of Adidas clothes is higher according to the material and quality of the materials and the market need.
· Place – this element of the marketing mix is related to product distribution. The places and options that are offering the target customer company products (Singh,2012). 
The Adidas strategy is related to distribution and selling products all around the world.  The Adidas Company is using a different channel for selling its products. The company have its own shops all around the world from where customer can buy their products. The products are delivering from company factories to their own shops. The Adidas is also having an online shop. It is more accessible to the customer. 
Other distribution channels that Adidas is using are intermediaries’ ones. The Adidas company is also using a partnership with retail partners and mono-branded franchises.  This allows Adidas to sell their products all around the world and expanded its network stores.  Another place is multi-brand showrooms where customer can find many other sports products manufactured by Adidas competitors.  
There are main distribution channels that Adidas is using – own stores, intermediaries, online and Adidas website.  The products are delivering from manufacturing factories where the Adidas products are producing. There can be identified three ways of selling them, to the distributor, selling them online or in their own shops. The result of these three ways is products to get easy and fast delivered to customers. 
           The Adidas network of stores is all around the world. Good distribution network means to increase revenue and profit.
· Promotion – those are the activities that the company is communicated with customers and presenting its products to target customers to buy it (Kotler,2000). 
For effective promotions, the Adidas company is doing a lot of social activities in social media that support the online sells of its products. Also, the company is using different slogans that are helping its advertising. 
In 2011, the company made a popular slogan “Adidas is all in”. This slogan became one of the main parts of the global marketing strategy of Adidas.
The other slogan with is relevant now is “Impossible is Nothing”. This slogan is supporting the company promotion to the public and communities. This slogan had a major role in the popularization of the brand. 
Most of the promotion of Adidas company is in a TV commercial and product placements. The TV commercial is one of the most popular ways of introducing new products to the market. Another effective way that Adidas is using is product placements. 
The special is that Adidas company is using support from famous sports players. One of the popular faces of the Adidas company is Lionel Messi.  The company is also a sponsor of popular football teams like Real Madrid. Moreover, the Adidas company is supporting many other sports events. Also, the Adidas is organizing sales promotions regularly with special lower prices that their products can be affordable from most people.
[bookmark: _Toc58929738]Market and Market segmentation
The Adidas company is a global leader in sporting products. The brand is built upon a passion for sports and an active lifestyle. The company is the biggest European sportswear manufacturing company. It is in second place in worldwide after its main competitor Nike. 
The company market segmentation is directed to a group of people in the age of 13 to 40 years, but most customers bases are people between 15 to 30 years. Those customers are form middle to luxury class. The Adidas is marketing athletes from all ages over the world, from professionals to amateur athletes. The Adidas is having different segmentation strategy (Adidas, 2020). 
The demographic segmentation of Adidas is dividing the market into different criteria – age 15 to 40 years old, higher income level, middle and luxury social class, male, and female people. The behaviour segmentation is according to criteria like sports benefits, athletic, active sportsmen, sports fans. Also, the Adidas is segmenting the customers according to their locations, state, cities, and countries.  
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	The Adidas company is showing its Annual Report and all important information that is considered the shareholder of the company on their official website (Adidas, 2020). 
           For 2020, the structure of shareholders by investor groups of Adidas company is 89% are institutional investors, 9% are a private investor and undisclosed holding and 2% are treasury chares. 
           The Adidas company is sharing information about its position on global stock markets, the company performance and important indicated at the end of the year. Between 30% and 50% of the net income of the company is defined to go for divided to shareholders. 
           The company is paying a dividend of € 3.85 per dividend-entitle share to the shareholder at the Annual General Meeting, in 2020. According to this decision, the total payout amount is € 752 million comparing to 2018 when this payout was 664 million. The payout ratios are 39.2% of net income from operations and activities of Adidas company comparing to 38.9% in 2018 (Adidas, 2020).    
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	 As a conclusion of that analysis of Adidas company, it can be said that the company have a strong strategy and good management. The company history is very long, and this means that the brand is well presented and promoted to people during this period. The company is having its top fens that have a strong connection with the brand. 
           The Adidas company is having many opportunities in future because sports and active life is always a trend among society. The health of people is important and some so many people are turning to sport to make their life better. The Adidas is a company that gives and look after the comfort of people during practicing sports. There are many new things and innovation that a company can implement in its products to make it even better.
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