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INTRODUCTION

This essay is based on the processes and stages of marketing and marketing mixed strategy for the Adidas company.

The name Adidas comes from the name of its founder Adolf “Adi” Dassler.
His father was a shoemaker and Adi started making shoes after the first World War and went on to form Adidas after the second World War on 18 August 1949.
Adidas came out of the foundation of Gebrüder Dassler Schuhfabrik, (Dassler Brothers Shoe Factory). A venture between Adi and his brother Rudolph. At the 1936 Berlin Olympics Adi gave shoes to Jesse Owens, who subsequently won four gold medals in them.
However, the brothers fell out in 1948 with Jonah going on the found Puma.
The company headquarters for both Puma and Adidas are built in Herzogenaurach, Germany.
By the 1960s Adidas had become the number one sports footwear producer in the world, with one model, the Superstar, still in production since then.
Adi died on 6 September 1978, the company passing to his wife Käthe and their son Horst. Horst died nine years later, and in 1987, Adidas was made a private company. It then stayed family owned until it was bought by investors.
(Rodriguez S., Dec 2017)

Definition of Marketing
Marketing is profiting the needs of the consumer into revenue.
It is done by generating, communicating, providing and delivering goods or services that customers desire.
This may include market research, recognition, target, communication or public relations to find and fulfil what the customer wants.
(American Marketing Association, 2017)
(Kotler, Dr P., Feb 2008)



MAIN BODY

The Marketing Process 
The marketing process says that the company must find a way to recognise and meet unsatisfied customer desires. This starts with a mission statement of the company and its elements include situational analysis, objectives and strategy, marketing-mix planning, marketing implementation and marketing control.

[image: ] (Weller J., Jun 2017)

Examples of the marketing process can be shown by Adidas plans to sell its X Parley Stan Smith footwear in Mexico. These trainers are to be made from recycled materials.
(Leon A., Martinez S., Martignetti K., 2020) 

Situation Analysis
This is a system used to understand where a business is in a market compared to its competitors. Especially with regards to its own abilities and clients. (Schildge, G., 31 Oct 2018)
In the case of Mexico, it has the second largest economy in Latin America with a growing GDP. In 2018 its sports footwear market expanded by 18%.
Nike has the largest market share of sports shoes in Mexico at 11.95%. Most of the market, at over 60% is actually made up of hundreds of small-scale manufacturers with a thriving black market of fake and copy products of larger brands. (Leon A., Martinez S., Martignetti K., 2020) 

Marketing Objective 
This is to define, for those involved, what a company hopes to accomplish from a venture within a given time. (Boada N., 13 Jul 2020)
[bookmark: _Hlk45809220]In this case the main objective is to improve sales of Stan Smith trainers by 20% and enlarge market share for Adidas in Mexico. It’s also hoped to raise Adidas ‘green’ credentials and have more online users and social media attention and produce greater brand loyalty. (Leon A., Martinez S., Martignetti K., 2020) 

Strategy 
This is to define the marketing plan for targeting customers. (Barone A., 29 Apr 2020)
Adidas’ advertising campaign is to target the ‘green conscious’ market to be backed up with a display in each Adidas store and making personalised shoes available online. The ability to have a major store where you can bring your own used plastic and have it made into laces for your trainers. (Leon A., Martinez S., Martignetti K., 2020) 

Marketing Mix
The marketing mix refers to the actions that a company uses to promote its product in the target market. Made up of 4Ps; price, product, promotion and place. (Kotler, P., 2000)
The product is a Stan Smith trainer made of recycled material. 
Its price is to be the same as an original Stan Smith trainer, circa €100. 
Promotion via web, TV, billboards, partnership and direct messaging. 
[bookmark: _Hlk45809858]The placement of the shoe will be widely distributed through Mexico but via specific stores. Mainly Top Sport stores and Adidas boutiques as well as Palacio de Hierro and Liverpool department stores nationwide. They will also be available online and from these stores online. (Leon A., Martinez S., Martignetti K., 2020) 

Implementation and Control 
Implementation is important in marketing because it creates actions from plans. It is then checked to see if adjustments need to be made as actions occur. (Grunert J., 25 Jan 2019)
For the Parley trainers shop staff will be educated on the product and how to sell with a prize for best seller. Mexican influencers to be budgeted, search engine marketing via Google implemented. IT team to create online presence. Hold launch events. Discounts for recycling old shoes. Use environmentally friendly packaging. (Leon A., Martinez S., Martignetti K., 2020)
[bookmark: _GoBack]
Adidas PESTLE 

Adidas is a large multinational company and one of the largest sporting goods manufacturers in the world, predominantly producing sportswear. Most of its production being done in China.

Political
Adidas’ international position is now less favourable than it would otherwise have been.
Adidas operates on a global scale producing and shipping its goods around the world. This means it must follow both international guidelines plus all local rules and regulations in the countries that it operates. Therefore, Adidas can be affected at the production, distribution and sales parts of its operations by social, political or economic changes that occur and needs to be able to adjust accordingly. An example of this is President Trump introducing tariffs on goods made in China that are imported into the US. 

Economic
Adidas economic situation is also becoming less favourable. It is unknown how any financial situation changes from the coronavirus will affect all markets, but Adidas produces sporting goods which are not considered a necessity. This means sales are affected by trends and economic situations. 
Increasing labour costs in China have also meant that Adidas had started to move production to other parts of the world.

Social
Its social position is favourable.
Adidas follows the trends of local health interests of all age customers for each country that it sells goods in. Also, along with sporting and leisure activities sportswear is also becoming a casual lifestyle choice not necessary for sports activities.

Technology
Modern sporting goods are becoming more reliant on technological advancements and Adidas needs to keep ahead in this area to maintain its market position and advantage. Fortunately, Adidas has invested a great deal of finance and resources in state-of-the-art production equipment and is a favourable position when it comes to technology.
Examples of this include manmade fibres in most sportswear but also modern electronic items like activity tracking devices.
Examples of what Adidas has done to combat this can be seen in the Parley trainers above. Also, their partnership with Fitbit rather than producing its own watch. (Withers B., Nov 2017)

Legal
Adidas is in a favourable position here.
As mentioned, Adidas is a global wide company so in different countries they need to follow different laws and regulations.
They can also use international laws to help combat counterfeit goods that especially affect the sports goods industry. Adidas have registered patents and trademarks which are strongly protected and enforced.



Environment
Adidas are trying to put themselves in a favourable position when it comes to the environment.
Sustainability and environmental factors are at the forefront of modern social concerns.
Again, the recycled Parley trainer is an example of how Adidas is trying to combat this and become part of the forefront of this movement.

 (Farooq U., 31 Jan 2019) & (Frue K., May 2017)



Porters 5 Forces model for Adidas

Porter's five forces can be used to analyse the amount of competition in an industry and whether it is profitable and hence ‘attractive’ or not.
Porter five forces model
[image: ](ConceptDraw, 2020)
Rivalry from existing competitors is high. 
Nike are the main competitors but also companies such as Puma and others are in the market along with many smaller brands all adding to the amount of competition. 
Because of this a costly marketing war has ensued for companies to gain market share via advertisements, promotional material and sponsorship keeping competition high.
Bargaining power of the suppliers is low.
Most of Adidas suppliers are in China but they are numerous, and it has also sourced more globally. It uses over a thousand separate suppliers in a multitude of countries.
Therefore, Adidas can switch between suppliers easily and most suppliers will depend on Adidas rather than the other way around, putting Adidas on the front foot. 
Bargaining power of buyers is low to moderate.
There is major competition and choice for buyers, but they operate separately. To combat this, Adidas has concentrated on marketing the quality, image and performance of its products and has built up and maintained the customer following like this. As a result, many customers come or stay on brand.
Threat of new entrants is low to moderate.
Many brands such as New Balance and Sketchers are entering or growing in the industry, but even like Under Armour with a huge level of investments it is very difficult and time consuming to grow to Adidas’ size. A wealth of modern technology and high skills is needed to achieve this. Building customer relationships takes time and Adidas are already established in the market. A dominant position in the market remains in their favour.
Threat of substitutes is low to moderate.
There is a multitude of various and different types of rivals in the industry operating at different levels. Locally produced products are usually cheaper, but don’t have the marketing and infrastructure of Adidas. Specialist producers will usually only have a small or even niche market that will be hard to expand from.
In addition, Adidas have patents and copyright on many of its products and enforces these preventing copycat and fake products. (Pratap, A., Nov 2018)
SWOT analysis for Adidas

Strengths
Adidas has many strengths. These include brand value, a strong global presence, iconic youth imagery, product innovation and a good supply chain management.

Weaknesses
Lack of diversification for its size is a main weakness. All its products are within the sporting goods market and this is mainly focussed on sports shoes. Products are also of a premium price.
Production is dependent on overseas manufacturers which can’t always meet or adjust to Adidas’ needs.

Opportunities
Adidas is successfully trying to remain at the forefront of technology with product innovation. Online sales are increasing at the same time as a growing sportswear retail market and these are good opportunities for Adidas

Threats
Strong competition from other brands such as Puma, Under Armour and especially Nike pose a substantial threat.
New entrants to the market as well as fake copies of Adidas products are major concerns that need a constant check.
World political and economic events also give cause for concern such as the relationship between the US (major Adidas market) and China (major Adidas supplier).

(Gupta S.K., 9 Feb 2020)


Segmentation, Targeting and Position

The meaning of segmentation is to categorise customers into different groups according to characteristics.
Segmentation is a very important factor for Adidas. The main way it does this is in to three areas, Performance, Originals, and Style.
It defines customers according to age, sex, geographic and income demographic but within each of these segmentations it breaks them down to Performance, Originals and Style.

Targeting is assessing various market areas. Three factors are usually involved; size and growth, appeal, and aims & resources. 
Upon assessing the segments Adidas adopts a differentiated marketing coverage strategy. Adidas targets several market segments, and breaks down for each. Performance – sports orientated, Originals – trend setters, and Style – fashion wear.

Position refers to the image of a product and how consumers identify and place it.
Adidas develops and promotes different products in segments but its overall image is for that of quality, stylish and using advanced technology.

(Kotler et al 2013)
Relationship between various models

Overseas production. 
Adidas manufactures its goods globally but a larger portion of this is in China.
In PESTLE analysis it is mentioned in both political and economic categories. Both are unfavourable, politically due to US president Trump imposing tariffs on Chinese made goods and economically because of wage rises in China.
In Porters 5 Forces model it states that bargaining power of suppliers is low because Adidas can switch between a multitude of suppliers and isn’t reliant on one.
SWOT analysis shows overseas production as a weakness because Adidas is dependent on overseas manufacturers which can’t always meet or adjust to their needs.

Competition. 
Porters 5 Forces model shows rivalry from existing competitors as high with a costly marketing war. Threat of new entrants is low due to Adidas established position and high cost of investment needed to enter a market. Also threat from substitutes is low to moderate due to marketing resources of Adidas and patents and copyright.
SWOT analysis does show competitors strong competition as a threat. Nike are a larger established company and smaller companies and fake copies need a constant check.
In the Marketing Process the Situation Analysis specifically tells us that for Mexico Nike has the greatest individual market share (11.95%) but 60% of the market is made up of hundreds of small-scale manufacturers with a thriving black market of fake and copy products of larger brands.
The legal analysis in PESTLE for Adidas shows a favourable position here.
They can also use international laws to help combat counterfeit goods that especially affect the sports goods industry. Adidas have registered patents and trademarks which are strongly protected and enforced.


Conclusion and Recommendation

By using methods above effectively Adidas can get information about its market and determine the level of competition in appropriate manner. 
If it then implements accordingly this will help to achieve goals and have success globally.
In spite of all the rivalry and competition Adidas remains and is identified as a top sports brand in the world so it is highly recommended that Adidas keeps using these methods and strategy to have continued success.
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