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1. Introduction

Some use the term "marketing" as a fashionable word for "selling." Of course, selling is part of the marketing process, but marketing is much more than that. Others use this term for all types of promotion and advertising. Again, they are all part of it, but not everything. Marketing is much broader than promotion, advertising and sales. In a complete sense, marketing is a general term that includes the position of a company among competitors in the market, its competitive advantage and the selection of viable market segments on which to focus. So how do we define marketing? According to Kotler and Armstrong in Principles of Marketing, marketing is "the process by which companies engage customers, build strong relationships, and create customer value to capture value to customers in return."[footnoteRef:1] One of the most active companies recognized worldwide for the campaigns through which they try to promote their products is Reebok and this is the company I will analyze in this report.  [1:  Kotler P, Armstrong G, Harris, L, Piercy, N., (2017). Principles of Marketing, 7th Edition, Pearson, page 6.] 


Reebok was founded in 1890 by Joseph William Foster in the United Kingdom for a reasonably simple reason, "athletes wanted to run faster"[footnoteRef:2]. Currently, Reebok is an American clothing and footwear company that has been operating as a subsidiary of Adidas since 2005. Reebok manufactures and distributes fitness, running, and CrossFit sports equipment, including clothing and footwear. Although Reebok and Adidas are part of the same company, they are two different brands. On the American market, Reebok has a strongly consolidated position, being well imprinted in the memory of the American buyer, sponsoring over time various sporting events such as the National Football League (NFL), the National Basketball Association (NBA), Women's National Basketball Association (WNBA) and the National Basketball Development League (NBDL). Being a world-renowned brand, the company was not limited to the American market. For example, in Asia they sponsored the Mohan Bagan A.C. football team from India. In Europe, they sponsored several football teams, including Bolton Wanderer, Liverpool, and F.C. Cologne. Reebok collaborates with the sports world to sell its products and personalities from the music industry to promote the brand. Names like Jay-Z, Kendrick Lamar, 50 Cent, and Ariana Grande collaborated with Reebok. Through the Reebok Foundation, they have developed a Build Our Kids' Success program that offers schoolchildren in the United States the opportunity to engage in physical activity. A few percent of product sales go to this program.[footnoteRef:3] [2:  www.reebok.com, 2020.]  [3:  www.reebok.com, 2020.] 
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                                                                                                                            Source: Internet

2. The process and stages of marketing. The role of the marketing mix to Reebok.

2.1 Definitions of the marketing process – marketing plan and stages.
One of the essential concepts of today's society is that of "profitability." A product is profitable if it is sold; an enterprise is profitable if it offers products or services that are sold. We can tell that the marketing process is significant for any company. Creating value for customers by identifying their needs and satisfying them is the primary role of the marketing process.[footnoteRef:4] [4:  Kotler P, Armstrong G, Harris, L, Piercy, N., (2017). Principles of Marketing, 7th Edition, Pearson, page 6. ] 


2.2 Marketing process-diagram
The process can be described as a five-step sequence: The Situational Analysis, Objectives, Strategies, Implementation, and Control. Each of these steps, I will briefly explain. I will focus on two of the components of the marketing process - the Situation Analysis and Strategy.[footnoteRef:5]  [5:  https://moodle.uwtsd.ac.uk/course, 2020.] 

[bookmark: _Hlk48753274][image: ]
                                                               (Fig. 1 Source: https://moodle.uwtsd.ac.uk/course)



2.3 Situational Analysis
It is the foundation of a marketing plan. Internal and external factors that affect a business are carefully examined in the situational analysis. This creates an overview of the organization that will facilitate the further positive development of the company.[footnoteRef:6] Examples of situational Analysis are PESTLE, SWOAT, and Porter's five forces. However, in this report, I will only analyse the SWOAT and Porter's five forces models.  [6:  Baines (2014, page 8)] 


(A) SWOT – it is a frame that analyses the internal and external factors that can impact the company's capability. I will use SWOAT analysis to identify strengths, weaknesses, opportunities and threats that affect Reebok, including advantages and disadvantages that could affect the business.



Rebook SWOT Analysis 

	Strengths

1. Reebok is one of the most successful companies selling athletic footwear and athletic clothing in the world.
2. Reebok adapts well every year to new technologies combining them to create new products.
3. The company successfully uses online social networking platforms. For example, Reebok has used Facebook and Instagram to promote its combat training shoes by creating forums and discussions where they can determine the needs of the target audience.
4. It is a versatile company capable of entering new markets—for example, the Indian market.
5. Reebok is well connected with the world of sports by sponsoring various international teams, players from different segments. For example, football, cricket, basketball, motorsport, etc.


	Weakness

1. Many existing products on the market that claim to belong to the brand are just faking misleading potential buyers.
2. Become a famous brand; its image is affected by any kind of controversy.
3. Trying to cover as many segments of the market as possible can result in inefficient management of some segments. This may cause a company to lose its market share in the long run.


	Opportunities

1. The market is quite large, and an increase in demand is expected.
2. A former leader in sportswear and footwear sales, a lost place in front of rivals from Nike, the brand has big plans to vindicate itself by conquering new categories of people as ethnic models, unique clothing for women, and footwear for children.
3. Creating new connections with sports academies and schools around the world
4. New technologies can help the company develop more competitive products.

	Threats

1. Reebok has fierce competition on the market, the products of the competitors being well seen and fashionable.
2. The technology and preferences of buyers are changing quite quickly and adapting to new requirements can be quite tricky.


       



(B) Porter’s five forces – Fig 2 represents a business analysis model that helps to explain why various industries can sustain different levels of profitability.[footnoteRef:7]  [7:  Michael E. Porter (1980).  Competitive Strategy; page 8.] 
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 (Fig. 2 Source: Internet)
 
As we can see in Fig. 2, five forces can influence a business's profitability. The model allows ranking the importance of each force as high, medium, and low. In this paper, I have applied the five forces framework to Reebok according to one of the marketing stages. 

• The threat of new Entrants – Low
Reebok is an industry giant with some essential elements that give it an advantage over any newcomer. The brand, the capital, and the loyalty of the clients are the main advantages they have. To enter this industry, you need a lot of money, a well-developed distribution network, and your footwear design. The big manufacturers register their model as it is difficult to copy or imitate. Production costs are low since most giants move their factories to Asian countries. Reebok applies the same strategy.[footnoteRef:8] Overall, there are low threats for Reebok for new entrants. [8:  Varghese (2013)] 


• Suppliers Power – Low
Many suppliers can provide raw materials such as leather, rubber and other materials needed to make shoes, clothes etc. There is no cost associated with switching of suppliers as the quality remains the same. Also, using backward vertical integration acquisition with suppliers is common in the shoe apparel industry. There is a fragmented supplier concentration. Some of the suppliers are Eminent Industries and Viscotex Composites. Reebok only requires the suppliers to meet specific quality standards, and any supplier that can do so will be potential suppliers if the current supplier tries to increase the price. Thus, the power of suppliers is low in the case of Reebok.[footnoteRef:9] [9:  https://www.slideshare.net/, 2012.] 


• The threat of substitution – Medium
Except for sports or orthopedic shoes, footwear can be replaced by sandals. Also, the switching costs are meagre. Reebok produces specialized sports shoes that ensure athletes' safety and comfort during training. The alternative to these types of shoes is sandals that cannot be considered as substitutes. Therefore, the threat of substitution for Reebok is of a medium.

• Buyer Power – Low 
The power of the brand gives increased powers. Reebok can establish itself the price points for their products. Except for specialized products such as sports, orthopedic or dance shoes, the alternatives for these products are usually low quality. There are almost no bulk buyers in this industry. The loyalty shown by buyers towards the brand shows low sensitivity to the price. However, the brand offers benefits to seasonal shopping. Thus, the threat of buyer power is low. 

• Competitive Rivalry – High  
A limited number of companies operate in the sporting goods industry, but these companies are dominant. Companies like Nike, Adidas, and Puma have substantial brand capital and exposure so that Reebok's stay at the top is complicated.



•Advantages and disadvantages of SWOT analysis
[bookmark: _GoBack]SWOT analysis is called a method of strategic planning, which identifies the factors of the respondents' external and internal atmosphere, which can help to form a very structured understanding of working conditions. The result of the study provides an opportunity to make the right decisions. Managers and traders highly appreciated such an analysis. Advantages of SWOT: - It's easy to do - It requires little time and no financial effort - Brings some new ideas - It's a good source of information - Represents base planning strategist - Help the problem of overcoming and the goal of readjustment - It's a useful forecasting tool.
The disadvantages of this method are much smaller than the pluses, but you need to consider. Please note that the analysis is indicative and cannot take the place of a detailed report. Besides, it can only be useful if action is taken based on the results and conclusions reached.
3. The STP Process

Market segmentation refers to the process of dividing the target market into groups and segments, depending on several criteria, to answer your questions about the customers you want to serve and show you the characteristics of the market in which you want to activate. It plays a crucial role in marketing strategy.[footnoteRef:10] [10:  Kotler, Philip (1997, page 9)] 
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(Fig.3.Source: Internet)

3.1 Segmentation
Athletes and non-athletes are the two major segments that Reebok is targeting. 
It should be noted that the main segment that Reebok focuses on is athletes. So, following this information, the best segmentation for Reebok is demographic. The ages of those who try Reebok products differ. The company focuses mainly on people who want to be fit and have a sporty life. Another segmentation that Reebok does is based on gender; it manufactures products for both women and men. The company also produces children's items. The product ranges have been segmented according to age and the required comfort and design for different age groups.[footnoteRef:11]  [11:  https://www.slideshare.net/annavarghese1485/, 2012.] 


3.2 Targeting
Within the marketing strategy, urban consumers belonging to the upper-middle social class occupy a vital place. Fans of contact sports, such as Mixed Martial Art (MMA) or fans of a healthy lifestyle are an essential niche for Reebok. Reebok has an exclusive deal with Cross-fit and has become the exclusive provider of apparel, footwear, and accessories for the brand.[footnoteRef:12]  Reebok focus on a differentiated targeting strategy with a separate marketing mix for men compared to women. [12:  www.reebok.com, 2020.] 


3.3 Positioning 
In terms of positioning, Reebok has a unique approach. They understand that consumers are unique and have different requirements. Reebok's position is to appreciate people; in particular, they know that each of us has distinct qualities appreciating them for what they are. It celebrates authenticity and individuality. Reebok positions itself as a leading woman’s brand encouraging women in the #FitToFight campaign to fight and be physically, mentally and socially fit.[footnoteRef:13]  [13:  www.reebok.com, 2020.] 

• Objectives
As an objective, Reebok wants to offer every professional or unprofessional athlete up to children on the playground to carry out their activities in the best possible conditions.
• Strategy	 
Reebok's main advantage is that they understand what they are addressing and what measures they need to take to satisfy the needs and desires of buyers. For example, when the company arrived in India, most buyers wanted an international brand of footwear that they could afford, and Reebok offered them these products at an affordable price. The figure below shows the composition of the strategic plan that can be applied to every business.

[image: ]
(Fig. 4 Source: Internet)
The product line of a Reebok store generally consists of sporting goods. The product line can be divided into four sections:    
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• Shoes • Apparels • Sport Equipment • Exercising health product • Personal grooming









4. Implementation 
Marketing implementation is the process that turns marketing plans into action assignments and ensures that such assignments are executed in a manner that accomplishes the plan’s stated objectives.[footnoteRef:14] In the case of Reebok, many of the marketing plans have become a reality. [14:  Kotler 2000, page 21.] 

5. Control 
Marketing control consists of a set of measures that each organization should consider. With the help of these procedures, any organization can achieve its market objectives and strategies. (Fig.5)
[image: ](Fig. 5 Source: Internet)


6. Conclusion
In conclusion, the company should focus on the most promising customers (women and children), creating as many new products as possible and improving the current ones. They have successfully reinvented themselves in recent years by becoming one of the industry's most influential companies. Opportunities will arise, and Reebok has all the necessary elements to take advantage of these opportunities.




7. Recommendation 
In recent years, Reebok's marketing strategy has been quite smart. The market segmentation was made with precision, the products destined for a specific segment of buyers being intensely promoted. For example, women’s segment or kids’ segment. In terms of price, Reebok has made sure that as many people as possible can buy by offering their products at prices that vary for different target segments. Become a product as widely as possible in all social segments in as many countries as possible (for example India). Given that the above strategies have been successful, I recommend that Reebok continue the same marketing strategy. Also, they could sell their products to older people by promoting exercises that keep you fit and offering certain discounts.
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