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[bookmark: _Toc39228239]Introduction
Creating value for customers should be one of the most fundamental goals and aspects of the marketing concepts of any organisation. Furthermore, in order to appeal to the customers, the appropriate combination of the marketing mix elements is also necessary (McDonald and Wilson, 2016). This is further facilitated by the involvement of the stakeholders – both internal and external (Koschmann, 2016). This report will analyse the processes and stages in the marketing mix for Adidas, a Germany-based sports apparel and accessories manufacturer, while exploring the role that marketing plays in terms of creating value for the customers. The importance of stakeholder involvement and its impact on the marketing activities has also been explored, followed by a critical reflection of the tactical communication tools that have been used to generate interest in this project.
[bookmark: _Toc39228240]Task 1A: Individual essay
[bookmark: _Toc39228241]Processes and stages of the marketing mix
In order to formulate a proper marketing mix for an organisation like Adidas, it is important to conduct an analysis of internal as well as the external business environments. In this aspect, the three noteworthy frameworks are the PESTEL, SWOT, and Porter’s five forces analysis.
The PESTEL analysis explores the political, economic, socio-cultural, technological, environmental and legal factors that are involved in shaping the marketing strategies of business organisations (Rastogi and Trivedi, 2016), as explained below –
Political: The levy of additional tariffs by the US government on the import of goods from Germany has made it difficult for Adidas to maintain prices, since more than a billion euros have had to be diverted towards the taxes. Thus, the cost of a majority of its products has increased.
Economic: Adidas has many manufacturing units in Vietnam, while previously China used to be its prime choice due to the availability of cheap labour. However, due to issues with the workers over the low wages, Adidas has had to shift some of its plants. In terms of market share, Adidas is in a neck-to-neck competition with Nike, which controls a majority of the sports fashion market.
Socio-cultural: Due to the increase in the awareness regarding fitness and personal health, companies like Adidas are enjoying increased sales rates and profits, as many people are joining gymnasiums or attempting to exercise on their own. Thus, this trend of following a healthier lifestyle will continue to boost Adidas’s sales, since it manufactures premium quality also has provisions for recycling and reusing the shoes. The company also has taken a pledge to reduce its carbon footprint in order to manage the environmental impacts of its manufacturing processes.
Legal: Nike has had to face numerous lawsuits due to Adidas’s allegations of having copied the stripes and other designs (Singh-Kurtz, 2019). Adidas has had to fight numerous legal battles to protect its patents.
The SWOT analysis is another tool that can be utilised to understand the internal strengths and weaknesses of Adidas, along with the external opportunities and threats that the firm faces.
Strengths: Along with Nike, Adidas holds a very strong market position on a global scale, especially after its acquisition of Reebok in 2005. Well-known athletes and celebrities like Beyoncé have endorsed the products, which has helped popularise the brand.
Weaknesses: Adidas is dependent heavily on its manufacturing units outside Germany, especially Vietnam and China. In the past, there have been protests and issues about the wages and working conditions, and a future incidence of such an event can disrupt the supply chain.
Opportunities: Adidas already has a provision for shoe subscription, and due to the increasing concerns over sustainability and greener practices (Wilson, 2019), the company could utilise this and improve its processes. Also, the brand can manufacture and market various smart, connected products such as shoes, fitness bands and other accessories to further diversify the product range.
Threats: Nike is the major market threat that Adidas has to deal with, along with Puma and other brands. Moreover, many countries have reported the manufacture and supply of counterfeit Adidas products, which has not only hampered their sales but also the market reputation.
Another framework that can be mentioned here is that of the Porter’s five forces analysis, which helps understand the industry forces that shape the manufacturing and other business processes (Mukherjee, 2018) of Adidas or any other organisation.
Bargaining power of buyers: The buyers or customers of Adidas have a moderate bargaining power. This is because the quality of the products that Adidas manufactures and markets is very high, and thus, buyers who want value for money would not think of switching over to Nike or Puma, who have more or less the same price range for similarly high-quality products. Thus, customers who are habituated to buying from Adidas are more likely to stay loyal to the brand due to virtually no differences in the costs of the competitors’ products.
Bargaining power of suppliers: Suppliers tend to have a high amount of control over the manufacturers but the bargaining power is low in this case because Adidas has a long list of raw material providers and thus even if one of them raises their prices, the company always has an alternative to fall back on. Furthermore, most suppliers would also want to maintain a healthy business relationship with such a well-known and reputable brand.
Threat of new entrants: For Adidas, the threat of new entrants is low not only because of the high amount of capital required for entering the market but also because of the presence of such prominent market players. Brands such as Fila, Converse and Puma already have a significant market share and thus, new entrants would find it almost impossible to profit.
Threat of substitutes: The threat of substitutes for Adidas is moderate because although it has a reputable brand name and is preferred by many, the presence of counterfeit products have hampered its sales in many regions across the world, since these fake items are cheaper and are easily accessible.
footwear and other sports apparel such as sweatshirts and track pants.
Technological: Adidas is responsible for creating the world’s first smart shoe that connects the footwear to the individual’s smartphone (Mikel, 2018). Moreover, the company has also been experimenting with “Speedfactories” where the production of the goods is done at a rapid pace to meet the high demand (Adidas, 2020a). The company generally maintains a high quality in terms of its products and this has been possible due to the availability of a robust research and development team.
Environmental: Adidas has continually campaigned regarding its low-waste initiative, that is aimed at reducing the waste generated throughout the supply chain processes (Adidas, 2020b). It 
Competitive rivalry: Adidas has to battle a high level of competitive rivalry due to the presence of prominent market players such as Nike and Puma. Although Reebok has added to its profits as well as the market share, the rivalry with Nike continues to intensify.
[bookmark: _Toc39228242]Role of marketing mix
Marketing mix as a tool helps to create value for the customers, since they determine and dictate the kind of marketing strategies that the company would adapt (Išoraitė, 2016), thereby implying that Adidas should have an elaborate marketing mix approach to ensure that it can fulfil the marketing objectives. For this purpose, the 4P framework is widely used and this is based on the internal and external environmental analyses as explained in the previous sections.
Product: The product element of the marketing mix is the goods or services that a company manufactures or produces for the buyers with the aim to generate profits. Adidas has a rather diverse product range, including sports apparel, footwear, bags, and miscellaneous sports accessories.
Price: The price element of the marketing mix refers to the amount that the buyer pays in exchange for the goods or services. The price should not only provide value for money but also relate to the market standards. Adidas typically follows a premium pricing strategy since the company believes that having lower prices might discourage customers from buying from them as they might think that the products are not of good quality.
Place: The place element in the marketing mix refers to the physical location and supply chain processes that enable companies to sell their products to the customers. Adidas uses both online and offline channels to market the products. There are specialty stores as well as regular retail stores that sell the shoes and  other products, while e-commerce platforms such as Amazon have also started partnering with the brand.
Promotion: The promotion element of the marketing mix encompasses the promotional activities that brands like Adidas have to undertake to boost their popularity and sales. Seasonal discounts, social media campaigns, and celebrity endorsements are some of the most prominently utilised promotional techniques for Adidas. The company has also enjoyed the endorsement of well-known footballers such as Lionel Messi, which has further improved its market image.
The marketing mix that organisations like Adidas follows makes it easier to push forward the value proposition that the brand has to its customers (Abril and Rodriguez-Cánovas, 2016). It also determines if the manufactured products are suitable or not for the target market. Thus, the marketing mix has an integral role in terms of ensuring the sales as well as value creation for the brand and the customers respectively (Kumar and Reinartz, 2016).
[bookmark: _Toc39228243]Role of marketing in creating value for customers
The marketing concept is nothing but a philosophy that encourages business organisations to analyse the market needs and demands before undertaking any major decision. This makes it easier to address the market changes so that they can fare better than the market rivals (Tadajewski, 2018). This brings to the forefront the concept of social marketing, which integrates social changes to the marketing concepts, allowing for the creation of positive changes within the organisation (Serrat, 2017), in this case Adidas, for long-term benefit.
Marketing helps create value for the customers because it leads to the creation of intangible relationships between the brand and the consumers. Thus, the people start to treat the business as a valuable entity that serves the communities they belong to, which works in favour of the company. Moreover, the business gets the necessary amount of promotion among the potential buyers in the market that is being targeted, although the cost for the same can be quite high (Tadajewski, 2018).
Similarly, Adidas has the scope of widespread recognition due to its easily identifiable logo as well as promotional activities. However, these can often be expensive and cost the organisation a significant amount of capital, which can be even more harmful in case the campaign does not succeed.
[bookmark: _Toc39228244]Stakeholder engagement and impact on marketing activities
The stakeholders that businesses like Adidas have refer to the individuals or organisations that have the potential to be impacted by the business processes and functions of the company. Stakeholders can be internal or external, and both groups have their own utilities and scope of impact.
The internal stakeholders include the Board of Directors and the investors, as they are directly impacted by the organisation’s processes (Henisz, 2017). On the other hand, the suppliers and the buyers are the external stakeholders as they are not always directly impacted by the changes in the company’s business processes.
The engagement of the stakeholders with respect to the marketing activities is an important attribute for Adidas and other businesses alike, since it determines the appropriateness of the designed activities (Crane and Livesey, 2017). In other words, the internal and external stakeholders need to always be engaged in a mutual form of communication so that Adidas can come up with the best policies, strategies and products for generating profits.
For instance, fluctuations in the market demand need to be assessed by the Board of Directors, who then has to notify both the suppliers as well as the investors. This is necessary since the brand needs to keep up with the market dynamics or else would run the risk of being outshone by rivals like Nike and Puma. Thus, stakeholder engagement is an important component to determining the success of the marketing activities (Koschmann, 2016) of Adidas as well as other business organisations.
[bookmark: _Toc39228245]Task 1B: Reflection of tactical communication tools
Tactical communication tools are the strategies that can be utilised for improving the mode of communication between two or more individuals, groups, or organisations, such as the researchers, auditors, industry representatives and the stakeholders. Thus, I feel that communication tools are very important to ensure that the messages across the relevant parties are being conveyed efficiently.
To ensure the appropriate completion as well as to generate interest in this project, I have utilised two main tools for communication purposes – emails and blogs. I have tried to send emails to all my colleagues and peers and given those details about the project so that they would be interested to know more about it. Additionally, I have also written quite a few blog posts in order to help others learn more about the project.
I believe that my experience of writing the emails to my peers will help me in the future as well, since I have been able to learn how to frame emails, along with what information should be mentioned and what should be omitted. Thus, I am now significantly more confident of my email skills and I believe that this will help me not only with my higher educational pursuits, but also when I begin to look for a job after the completion of my university courses.
Also, blog writing as a tactical communication tool is efficient since it reaches a wider audience and thus, it becomes easier to attract the attention of a greater number of people. The posts are all aimed at understanding the background to the project and include necessary information on Adidas, the company that I have chosen for the same. Thus, the blog posts have helped me practice my writing skills while also learning how to manage a project efficiently in terms of managing the collected information. I believe that this will help me in any future projects that I undertake.
I therefore believe that tactical communication tools are useful as a means of conveying the necessary messages to my peers and colleagues, especially if there arises the need to attract their attention to any project. So, I hope that I have been able to communicate with them while generating their interest towards my work, since I have put in a significant amount of effort to successfully complete the project.
[bookmark: _Toc39228246]Conclusion
Adidas needs to conduct regular market analyses to ensure that the marketing mix strategies that it has in place are in accordance with the market demands. This is an important factor since the marketing activities of any organisation should function in such a way as to create value for the customers. Additionally, the stakeholders – both internal and external – also need to be involved equally, since only then will it be possible to conduct a successful market analysis and frame the subsequent market strategies.
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