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This report helps us to understand the importance of marketing in the business operation. Various stages involved in the strategic marketing process is discussed and understood with the help of this report. Application of Porter’s five force model in the Decathlon Company is included in this assignment. SWOT analysis is applied to the company to identify the strengths, weaknesses, opportunity and threats of the company. Relationship of SWOT analysis with the Porter’s five force model is also included in the report. Through this report we will understand the relationship among the segmentation, targeting and positing. This report also includes the 7 p’s of marketing mix of Decathlon. Finally, a conclusion and recommendation are given. The second section of the report includes the concept of stakeholders their types and their influence in the business operation of Decathlon. Finally, a conclusion and recommendation are there in the report. 
Decathlon S.A. is a sporting goods retail company founded in the year 1976. Its headquarter is in Villeneuve d'Arcy France. The company recorded revenue of 10.5 billion pounds in 2019 which is incremented by 9% from the previous year. The company follows a marketing strategy of providing quality of goods in an affordable price range. 
In the overall marketing offering, products are a critical component. Marketing mix planning starts with establishing an offering that delivers value to target clients. To develop and maintain profitable customer relationships, the offering must become the base and structure (Kotler and Armstrong, 2013, pp.249-260). Decathlon know how important customers experiences are and the customer in-store experience is a key differentiator that plays a tremendous role within the company’s beliefs, expectations and values. In order to create value for customers, its employees are sports people, experts in their fields, full of energy and passion for what they do. They are inspired to innovate and develop, and in particular, to make changes for the better (About Us - This is Who We Are | Decathlon, 2021).
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It is an activity performed by the marketing employees of a firm to promote the products and service offered by the company. Marketing helps to build the image of the products and services offered by an organisation and increases the sales of the organisation (Contreras and Ramos, 2016).  
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                                                Fig. 1 Marketing process 
The marketing process is a process in which value is created by the action of the company and the reaction of the customer by identifying their needs. Decathlon company adopts a powerful marketing process to attract a large number of customers by identifying their needs. Following are the steps involved in the strategic marketing planning process.
1. MISSION - for a strategic marketing process planning it is very important to keep the mission of the company in mind (Eneremadu et al., 2016). The main mission of Decathlon is to make sportswear accessible for everyone around the globe. The company wants to guide and give the best experience in sportswear to its customers (Eneremadu et al., 2016).  
2. SITUATION AL ANALYSIS - the second step in the process of marketing planning is to analyse the situation. This can be by performing a SWOT analysis and by analysing the external and internal environment of the organisation.  Decathlon determines the needs of its customers by conducting many marketing research and surveys and analyse the situation according to the environment (Eneremadu et al., 2016).
3. MARKETING STRATEGY - Decathlon has a unique marketing strategy. It has sports items for every kind of sport like basketball, football, tennis, cricket, badminton for both men and women at a very affordable cost with the best quality of service (Eneremadu et al., 2016).
4. MARKETING MIX - Decathlon follows product, price, place and promotion marketing mix strategy in which they provide sportswear for every kind of sport maintaining the best quality of the items within a very low price (Eneremadu et al., 2016). They have around 1647 stores globally. In terms of a promotion strategy, its products are eventually promoted by its customers through word of mouth. They maintain the quality of their services so well that the customers spread good words for their products which increase the brand image and sales of its products. This strategy should be aligned with the funds available to the organisation (Eneremadu et al., 2016). 
5. IMPLEMENTATION AND CONTROL - after developing a successful marketing plan the next step is to implement and control the plan. In this step, Decathlon implements its plan through various social media website and analyse how much traffic it is capturing through certain tools and techniques (Eneremadu et al., 2016). 
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Pestle analysis helps to identify the economic, political, social, technological, legal and environmental aspects of a country to find the opportunity and threats for an organisation based in that particular boundary. 
1. POLITICAL FACTORS- the UK is one of the countries in the world which has stable government because of controlled laws and low corruption. There are laws which are certain and do not change for the retail industry which is an advantage for the company like Decathlon (howandwhat, 2020). The UK has a very strong economy along with this it is also a permanent member of the United Nations. Strong relations of the UK with the US are also an advantage for the country to expand its retail business globally. After Brexit i.e. exit of UK from European Union has proved to be advantageous for the country that it will create many employment opportunities for the people of the country and ultimately benefit the company to expand its business (howandwhat, 2020).  
2. ECONOMIC FACTORS- UK economy is diverse that means there is a chance for every business to grow until there are demand and supply in the market. This helps the retail industry's business to flourish in the UK (howandwhat, 2020). Due to a friendly culture of the country, many foreign investors are investing in many sectors of the economy of the country like technology, real estate, food, clothing, grocery which give the benefit to Decathlon. Due to the regular increase in the inflation rate of the UK, it attracts more customers to buy the sportswear of the company. Due to the decrease in the corporate tax in the UK many investors are attracted to invest in the retail sector (howandwhat, 2020).  
3. SOCIAL FACTORS- As the UK's population is increasing which means the company will be in profit to fulfil the demand of new customers. Today the people of the UK are more conscious about their health and fitness which is a benefit for the company like decathlon which is involved in the business of sportswear (howandwhat, 2020). Due to the decreasing rate of unemployment and inflation rate the income of the people in the UK increases which increases the customers of the company. 
4. TECHNOLOGICAL FACTORS-The technology of UK is very developed which gives a benefit to the retail sector to introduce a new system in its operation which will be convenient to use for the customers of the company (howandwhat, 2020). 
5. LEGAL FACTORS- The employment act of 1996 provides many benefits like sick pay, minimum pay, holiday pay and leaves to the employees of the company based on the UK. Along with this equality act 2010 also ensure that the employees of an organisation can't be discriminated based on caste, colour and gender (howandwhat, 2020).
6. ENVIRONMENTAL FACTORS- according to this factor the raw material used in the manufacturing of a product should not the environment. Decathlon's products are manufactured by such a material that it will not impact the environment negatively (howandwhat, 2020). 
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                                                       Fig.2 Porter's five force model
BARGAINING POWER OF BUYER - There are many small individual customers of the brand so they can't force this brand to reduce the prices of its items. Also, there are diversified sports items offered by the company so the buyers are dependent on the brand.  On the other hand, buyers switching cost is low which means they can switch to other brands at a low price. So overall the bargaining power of buyer is moderate (Decathlonsustainability, 2020).  
In order to overcome the bargaining power of buyer Decathlon should focus on product differentiation strategy so that customers prefer their products in terms of quality and low price (Decathlonsustainability, 2020). 
BARGAINING POWER OF SUPPLIER - the power of suppliers depends on the number of suppliers in the market. Many suppliers supply the raw material at a very low cost. Decathlon can prefer the supplier who provides raw material at a very low cost. That makes the bargaining power of buyers low. When more products were needed by the company then due to the dependency on the existing suppliers in the production country then this will be a threat to the company (Decathlonsustainability, 2020). 
THREAT OF NEW ENTRANCE- there are barriers like the requirement of huge financial capital and costly human resources to manufacture and distribute the products in France. This requires a huge investment for the firm which is new in the market. Low prices offered by Decathlon are also a threat to the new entrance in the market because they can't offer the products at a low price at the beginning of their operations. The economy of scale also benefits the big competitors like Decathlon now. Hence the threat of new entrants is low in the market (Decathlonsustainability, 2020). 
THREAT OF SUBSTITUTE- there is a huge demand for sportswear in the France market due to the increasing number of sports players. Normal clothes can't replace sportswear. On the other hand, there are competitors of sportswear in the market which are also available at low prices. So the threat of substitute is medium for Decathlon (Decathlon, 2020). 
To avoid the threat of substitutes Decathlon should focus on the innovation of its competitors and the demand in the market (Amelia et al., 2019). 
COMPETITIVE RIVALRY- the last force according to Porters is the result of all the four forces. To measure the competitive rivalry Decathlon adopts concentration strategy in which they focus on the quantity and size of its rivals' business. In the second strategy, they analyse the diversity of competition. Competitive rivalry for Decathlon is very high because there are many brands like Nike, Reebok and JD sports (Decathlonsustainability, 2020). 
To overcome competitive rivalry Decathlon should focus on the marketing strategy which differentiates its products from its rival's products. They should make innovations in its products to attract more customers which the company already has and provide innovative products in its existing brands. Customers' service improvement will also lead the company towards profitability (Amelia et al., 2019). 
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STRENGTHS- 
· Decathlon has around 20 innovative brands available for different sports. Hence there is a large portfolio in the sports section for the customers. 
· Brand retention of Decathlon is very high they focus on customers' loyalty and provide them satisfaction which increases its profitability (Marketing91, 2020). 
WEAKNESS-
· Decathlon is dependent on the UK market a lot. It is saturated with its 300 stores in the country so focusing on this market is not profitable for the company.
· The market is very much matured in the European and BRIC countries but failed in other parts of the globe (Marketing91, 2020). 
OPPORTUNITY-
· Decathlon is an established brand in the UK market it has a very good brand image so introducing the new brands other than sportswear in the new areas of the different country will be profitable for the firm (Marketing91, 2020). 
· Opening new branches in the big countries of the world will help the country in the expansion of its business (Marketing91, 2020). 
THREATS- 
· There are substitutes available in the UK retail market against the products of Decathlon. 
· Increment of the rental costs in China fixed cost of operation of the company can be increased in the Chinese market (Marketing91, 2020). 
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Five forces of porter model can be related to the four factors of SWOT. The five forces can be the strength, weakness, opportunity and threat for the company. 
· When the bargaining power of the buyer is high then this gives the benefit to the organisation like Decathlon which provides different varieties of products at high prices. This is the strength of the company. While in the case when it is low then it became a threat and weakness for the firm (ÖNEREN et al., 2017).
· When the bargaining power of supplier is low then this is the strength for the company because there are other suppliers available in the market to replace. In the opposite case when the bargaining power of supplier is high then this became a threat to the organisation (ÖNEREN et al., 2017).
· When the threat of the new entrance is low or medium then there is an opportunity for the firm to grow its business because of less competition from the new entry (ÖNEREN et al., 2017). 
· When the threat of substitute is high then this is a threat for the company because of the availability of other products in the market. This can decrease the sales of the company (ÖNEREN et al., 2017).
· When the competitive rivalry is high then this is the threat and weakness for the company due to other competition in the market (ÖNEREN et al., 2017). 
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ADVANTAGES
· SWOT analysis can be applied to an individual unit, an organisation or a group. It can evaluate the objectives of many projects (Vlados, 2019). 
· It is done through the brainstorming process in all the analysis whether it includes strategic analysis, competitive analysis, opportunity analysis, business or product development process (Vlados, 2019).  
· It is the simple method which can be performed by anyone whether expert or not. Thus, this also involves less cost (Vlados, 2019). 

DISADVANTAGES
· There is no weightage of any particular factor over the other so can't determine the impact of one particular factor (Vlados, 2019).
· The data used in the business decision should be reliable, relevant and comparable while in the SWOT analysis the data is collected from the brainstorming of people. Hence the data used in this process is based on the thought process and data collected by an individual (Vlados, 2019).
· SWOT analysis sees one prospective like it can be the strength, weakness, opportunity or threat for an organisation but sometimes the decision of the company can be the strength and weakness or opportunity and threat at a same for the company (Vlados, 2019). 
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In a global business environment, it is very important to strategically use these three strategies for the best outcome and the profitability of the firm. Market segmentation is the strategy in which the market is segmented or sub-divided based on the similar needs and behaviour of the customers (Camilleri, 2018). After the segmentation of the market, the sub-divide market is targeted according to the products, the service offered by the company, the needs and highest potential of the customers. Positioning is the place that a particular product holds in the minds of its customers. It depends on the host of variables which are controlled by the marketer (Camilleri, 2018).  
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	 Marketing mix
	 Decathlon

	Product
	There are many items of sports such as sports equipment, clothes, accessories, footwear and other for men, women and kids. These sports items are available for not only popular sports like football, tennis, basketball but also for less popular sports like billiard, darts and hockey. The company also has its brands like Quechua for mountain sports, Kalenji for runners, Domyos for fitness and Artengo for Racquel (Decathlon, 2020).

	Price 
	With the motto of encouraging sports all over the world, Decathlon provides sports items at a very low cost to its customers by optimizing costs in internal design and logistic process (Decathlon, 2020). 

	Place 
	[bookmark: _Hlk60495360]The company has over 1647 stores all over the world and around 100 stores in Spain only. Thus, it has worldwide existence in terms of place. The stores in Spain are the delivery centres for all online purchase (Decathlon, 2020).  

	Promotion 
	Decathlon is a very innovative brand which provides high-quality clothes within an affordable price range. They promote their products through word of mouth, various social media platforms and other advertising processes (Decathlon, 2020). 

	Process 
	The process of Decathlon is pleasant for its customers.  The stores are beautifully organised. The employees greet the customers and ask them pleasantly for their demand in items.  There are separate sections for men, women and kids (Decathlon, 2020). 

	People 
	The company has around 87000 employees and planning to expand its business. They also organise various training and development programs for their employees. They have around 1647 stores all over the world and follows a low pricing strategy to attract more customers (Decathlon, 2020). 

	Physical evidence 
	The brand is available almost everywhere around the world with its 800 stores in the world (Decathlon, 2020). 
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· Decathlon has grown its business in the sports section well enough that the segment is saturated now in the existing country. Using its positive brand image in the market the company should enter into other product lines to expand its business. 
· It follows a very good strategy in pricing which provides quality of service at a low price range. 
· Like the company is focusing on the sports section it should continue focusing on the maintenance of the quality of its products at the accessible price range. 
· To compete with its competitors' company should adopt many marketing strategies to identify the strength and weakness of its rival and use them as the opportunity for the company. 
· Due to many economic, social and legal factors supporting the retail industry in the UK the company finds profit in this industry and continues to follow the norms and rules to sustain in the market. 
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Stakeholders are a group of people who holds their interest in the company. They are affected by and can affect the business activities of the company. Stakeholders include investors, employees, customers, communities, government, trade associations and suppliers.
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INTERNAL STAKEHOLDERS - they are an internal part of the organisation and can be an individual or a party (Koehler and Raithel, 2018). For example, employees, owners, the board of directors, managers and investors of Decathlon are included in the internal stakeholders of the company (Koehler and Raithel, 2018).
EXTERNAL STAKEHOLDERS - they are parties and groups who are not a part of the firm but are affected by the business operations of the company. Company has secondary responsibility towards them. Suppliers, customers, clients, creditors, intermediaries, competitors, government and society are the external stakeholders of Decathlon (Koehler and Raithel, 2018). 

[bookmark: _Toc60481722]COMMUNICATION OF COMPANY WITH THE STAKEHOLDERS AND IMPACT OF STAKEHOLDERS ON THE MARKETING ACTIVITIES OF DECATHLON
Communication of the company with the stakeholders is very important to understand their vision. A survey was conducted by the Decathlon in 7 seven countries with 2100 teammates. 2200 customers and 60 suppliers responded to this through various online questionnaires (Decathlonsustainability, 2020). In 2018, the company conducted a materiality test and communicated with its stakeholders to discuss various social, societal and environmental issues to develop a new set of ambitions. Through this survey, the company asked many questions to its stakeholders, leaders and community representatives which helped us to act according to their concerns (Decathlonsustainability, 2020). The company also asked questions related to financial and governance with its targeted group. Through this study, the company find out that they must intensify their policies in some areas for the circular economy, resource reservation and diversity (Decathlonsustainability, 2020). 
Due to the integration of community citizenship and social responsibility into the business environment, the stakeholders impact the business activities of the firm. Government and society are the stakeholders which can influence the business activities of Decathlon in a way that this can shut down the company (Decathlonsustainability, 2020). Increasing CSR activities in Decathlon help it to balance social responsibility along with the business profit (Salem et al., 2016). Decathlon provides quality of products to its customers thus it maintains a positive relationship with its customers, this is very important for the business to flourish. Any change in the behaviour of its customers could lead the business into a loss. To treat their employees well is very important for their retention (Decathlonsustainability, 2020). Decathlon treats their employees like valuable assets and makes a positive and non-discriminatory environment at the workplace to motivate its customers. Employees are an important part of the organisation which influences the activities of the business by participating in the important decisions of the company so their retention and welfare are very important for the company (Decathlonsustainability, 2020). Vendors and suppliers can also impact business activities if their needs are not kept in mind by the organisation. Decathlon keeps in mind the needs of its vendors and suppliers to maintain its business activities (Decathlonsustainability, 2020). Investors and partners of Decathlon affect its business activities because these people take important decisions in their business operations. Business can flourish well due to the investment of its investors and partners so it is the responsibility of Decathlon to share the profit of the firm with them (Decathlonsustainability, 2020).

[bookmark: _Toc60481723]CONCLUSION AND RECOMMENDATION- 
· Stakeholders are an important part of the organisation they can influence the business activities a lot. This is the duty of an organisation to conduct its business operation keeping in mind the needs and expectations of its stakeholders as well as the profit of the firm. 
· There are two types of stakeholders internal and external which are important for the successful operations of the business. Internal stakeholders participate in the internal activities of the firm and directly influence the profitability of the firm. While external stakeholders are not a part of the firm still affect the business activities tremendously. 
· Communication with the stakeholders of an organisation helps the company to align its business operation with the personal goals of the individual stakeholders. 



[bookmark: _Toc60481724]CONCLUSION
We have understood the importance of marketing process within an organisation with the help of this report. PESTEL analysis, Porter’s five force model and SWOT analysis is also applied on Decathlon to find out the various aspects involved in these analyses. How to use the company's strength and opportunity to increase the profitability of the organisation is also being discussed above. Relationship of Porter’s five force model with the SWOT analysis is also included in this report. We can understand the relationship between segmentation, targeting and positioning with the help of this report. The 7 p’s of marketing mix of Decathlon are discussed in the report. The concept of stakeholders and how they contribute to the business operation of an organisation is also included in this report.
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