Running Head: MARKETING STRATEGIES OF ADIDAS







Table of content:
1. Definition of Marketing
2. Mission statement and marketing objectives of Adidas
3. Porter 5 Forces of Adidas
4. Advantages of Porter 5 Forces
5. SWOT analysis of Adidas
7. Marketing mix
8. Marketing concept
[bookmark: _GoBack]9.Ansoff Matrix (Implication of Market Penetration and Market Development)
9. Stakeholders and stakeholders communication
10. Definition of communication 
11. Integrated marketing communication
12. Types of promotions used by Adidas
13. Conclusion
14.  References


Definition of Marketing
The process of marketing refers to the practice of selling products to the consumer. It is a process that entails multiple factors involving various entities from the company or the manufacturer, to the distributors, the retailers, and finally the end consumers (Baker, 2016). The process involves also product promotion strategies that are used by the producer of the goods and services to make their products known in the market and as such, increasing the probability of the consumer choosing them instead of those provided by their competitors. Various methods are used for product promotion and these include advertising, outdoor events promotion, and sponsorship or collaboration with other well-known entities such as celebrities (Baker, 2016).
Mission statement and marketing objectives of Adidas
The mission statement of Adidas basically explains the company’s purpose for existence by defining how the company translates its philosophy into a daily operation for success. The mission statement of Adidas is: 
“The Adidas Group strives to be the global leader in the sporting goods industry with brands built on a passion for sports and a sorting lifestyle. We are committed to continuously strengthening our brands and products to improve our competitive position” (Adidas).
The company is an innovation and design leader that seeks to help athletes of all skill levels achieve their peak performance with every product they produce (Adidas). With their primary focus being on their consumers, Adidas continuously improves the quality, look, and feel or image of their products as well as the organizational structures so as to match and to exceed the expectations of their consumers. Providing the customers with the hogh4est value of products and service is the core value of the company’s operations (Adidas). In addition to these, the company is an environmentally and socially responsible brand that appreciates diversity and creativity, and being financially rewarding to the employees and shareholders is a significant mission for Adidas as the company is dedicated to consistently delivering outstanding financial benefits to its stakeholders (Adidas). 
Porter’s five forces of Adidas
Adidas is undoubtedly one of the world’s leading sportswear and fashion companies, with products ranging from shoes, apparels, and sports accessories. The brand has in recent years seen an increased growth which has been as a result of its renewed focus on the market. The following five forces analysis highlights the forces that make the growth of the company possible by making the conditions in the market favorable or unfavorable and the ability of the company to fend off competition in the market to retain its position and to continue growing.
i. The bargaining power of suppliers
Suppliers are a significant part of the company’s production and operation but despite them being so significant, they actually have a low bargaining power mainly due to them being in large numbers such that they cannot individually affect the production of the company. Adidas has the capacity to replace any supplier with another, and therefore the suppliers hold a very insignificant voice in the company’s matters (Wright, 2019). Even though the outsourcing issues make Adidas almost at odds with these suppliers, the company maintains many of them who only supply small quantities of the products. Adidas also maintains a multilevel monitoring and enforcement process, which makes the company to assume a very high control over its suppliers (Wright, 2019).

ii. Bargaining power of consumers
Consumers are a large part of the company, but the bargaining power that consumers have is moderate to low and while the individual consumers do not hold any significant clout, when they are in a group they can have a significant influence over the company (Wright, 2019). The consumer bargaining powers are created and boosted by the presence of other competitors like Nike, Under Armor, and Puma which makes the company to heed to the needs of the consumers to avoid losing them to the other brands in the market. However, the threat of competition is moderated by the high quality and the marketing strategies that Adidas uses to reach to the consumers and to serve their specific needs (Wright, 2019).
iii. Threat of substitutes
The threat of substitutes for Adidas is low to moderate. The company has a list of competitors that is not very large and also not very small. The small companies may offer the consumers with cheaper options to the Adidas products, but these companies fail to meet the quality and comfort offered by Adidas (Wright, 2019). Again, the quality of Adidas products and marketing efforts distinguish it from the other brands in the market. Adidas has also devised a plan to market itself heavily in cosmopolitan areas where most of its target customers are most likely to be residing (Wright, 2019).
iv. Threat of new entrants
The threat of new entrants is also low to moderate for Adidas. There are many small companies that can enter the market and start production at a local level, but these companies would have difficulties trying to access international markets on the same ground as Adidas, Puma, Nike, Reebok, Under Armor, and other significantly established brands (Wright, 2019). Also, from the amount of sales that Adidas and other large companies are making every year, it is difficult for these small companies to develop a market share and grow their brand equity to match the others, which would take a long time to accomplish (Wright, 2019).
v. Level of competition in the industry
Competitive rivalry in the industry is very high. The market is being claimed by several big and small companies which all make the industry quite competitive for any company. The most significant competitors at the level of Adidas include Nike, Puma, and Under Armor while others like Air Jordan and Reebok are also significant players in the market (Wright, 2019). All these brands are heavily investing in the market and therefore, these present a valid competition to Adidas. Essentially, the competition is not sustained by having a large number of brands in the market but rather a small number of brands that are investing massive amounts of money to gain the market shares (Wright, 2019).
Advantages of Porter’s Five Forces analysis of Adidas
Porter’s Five Forces analysis of any company is essential in the company’s approach towards the market. For the case of Adidas, the company’s production and marketing teams require to know the company’s position in the market to make amicable decisions regarding how competitive the company is in the market (Ahmad et al., 2018). The knowledge of these five forces for Adidas will assist the marketing decision-makers in understanding and generating solutions to various aspects of production and marketing which include the nature and level of competition that the brand is facing in the market, and how the company can handle or challenge the competition without risking to go beyond the financial boundaries of the company (Ahmad et al., 2018). The decision-makers also use the information that they get from Porter’s Five Forces analysis to highlight and understand the key drivers of revenue and profitability for the company relative to the footwear and apparel industry. Therefore, even though it is a completely different task to understand a company from the outside, closer analysis using tools like Porter’s Five Forces analysis helps determine the drivers of success for each company in an industry (Ahmad et al., 2018).

SWOT analysis of Adidas
Adidas has over the years established itself as one of the most successful sports brands in the world and it is known most prominently for its wide range of shoes. The company has other products, however, which include clothing and accessories (Mehrotra, 2019). The following is the SWOT analysis of Adidas:
i. Strengths
Among the strengths that Adidas can boast of today is its heritage and legacy. The company has been in the market since 1949 and over the years, it has established itself as a youthful brand that has successfully been able to connect itself with the people. With a diversified portfolio, Adidas has multiple products which include a varied range of accessories and foot wear under the Adidas and Reebok labels (Mehrotra, 2019). The company also has a strong financial capacity, with the company only second to Nike in the number of sales per year. The company also has an effective distribution network which includes online stores, owned stores, supermarkets, and private retailers. Adidas has endorsed some of the most successful celebrities in and out of sports, thus giving the company a touch with the community (Mehrotra, 2019). 
ii. Weaknesses
Adidas’ first major weakness is that the company’s products are almost exclusively targeted for premium range consumers as the price range is quite high (Mehrotra, 2019). While the high prices can be justified by the amount of innovation that the company invests into the products to give the customers the highest quality of service, this limits the company from accessing markets in upcoming and developing economies around the world. Adidas also has more than 90% of their production under third party manufacturers in Asia and elsewhere where the cost of operation and labor as well as resources required for the production is easily available (Mehrotra, 2019). The company risks being too over dependent on these third party manufacturers, just as it has been on a limited product line under the Adidas and Reebok brands which narrow its market outreach (Mehrotra, 2019).
iii. Opportunities
Adidas has a massive opportunity in the fast-changing lifestyle in the developed nations where people are increasingly seeking healthier living standards. For this reason, many people are engaging in activities and sports. Also, changing preferences and tastes in these economies have enhanced the preference for premium goods and services. However, the most significant opportunity for Adidas lies in market expansion (Mehrotra, 2019). If Adidas decided to expand its product lines and enter new product markets, the company would be a huge success because they already have a successful brand name and image as a head start. Adidas also have the opportunity for backward integration which would be a smart move that would help the company to secure patent rights and to also integrate R&D with the operational team in order to work in open systems (Mehrotra, 2019).
iv. Threats
The most formidable threat that Adidas faces today is increasing competition, even from its own Reebok. Adidas is the second largest company in the market, but its market share falls significantly behind that of Nike. Therefore, with the increasing competition of other companies like Puma and Under Armor, the company needs to be steadfast in its operations to retain its position (Mehrotra, 2019). The risk of being over dependent on outsourcing makes the company vulnerable to the power of suppliers, thus the company faces the threat of supplier dominancy. The outsourcing of production also comes with increased import regulations, tariffs and duties on the company’s pricing strategies, noting that 35% of the company’s production is in China and over 90% is in Asian countries. Therefore, government regulations in these areas make the company vulnerable to unprecedented shifts in prices (Mehrotra, 2019).
Marketing mix elements (4P’s) of Adidas
a. Products
Adidas is a group of brands which include Adidas, Reebok, Taylor Made, and Rockport. These brands produce and sell different ranges of products which vary from sportswear, apparels, shoes, and sports accessories for different sports. Adidas is mostly known as a show manufacturer, but others like clothing are also significant in the market. The primary aim of Adidas is to provide the best quality products for its customers for sports, fitness, and outdoor lifestyle (Ratner, 2017).
b. Pricing
Adidas uses a blend of both competitive and skimming pricing strategies. The competitive pricing strategies is used on products that are for run of the mills; those that compete in the market with the likes of Puma and Nike, while the skimming pricing model is used for new product that are only being introduced into the market, as well as apparels (Ratner, 2017). Adidas prices are significantly higher than many of the competitors as the company has a brand equity that can only be maintained by such prices. Adidas rarely drops its prices and the primary target consumers are in the premium segment (Ratner, 2017).
c. Place
Adidas has an established distribution structure which includes online stores, exclusive retailers, and company owned stores where the consumers can directly access Adidas products. The company, due to its brand name, also has a large network of distributors as these want to stock up with the Adidas products as they sell quite well (Ratner, 2017).
d. Promotions
Adidas has a number of ways to promote itself. One of the most popular one is television, but others like player and team sponsorships are also well-known. Adidas is one of the companies that spend a lot of money on promotion and advertising. Product placement is also a significant means of promotion (Ratner, 2017).
Marketing concepts
Marketing concepts refer to the different approaches that a company or a firm uses to approach successful marketing of its goods and services to its existing and new customers (Mehrotra, 2019). These approaches can be called the company’s philosophies and they determine the marketing tools that the company uses, driven by the business’ main objectives and accounting for social responsibilities, efficiency, and effectiveness within the company’s target market (Niskanen, 2019). On the other hand, branding refers to the activities involved in selling out a particular design of a product by a company in a way that helps to identify the product and distinguish it from all other products in the market.
Ansoff Matrix analysis of Adidas: The Ansoff Matrix has four strategies build on the product and customers. The strategies of the model are Market penetration, Market development, Product development and diversification (Management and Administrative Sciences Review, 2013)
[image: Ansoff Matrix Analysis of Adidas]
Source: https://www.mbaknol.com/business-analysis/ansoff-matrix-analysis-of-adidas/
Implication of Market penetration and Market development:
They will have good and bad consequences on the organization. Adidas survive in many markets, and if the organization want it to go into new market, it’s going to complicated to enroll new workers in the new market. If they get involved in the new market and the outcome doesn’t reach the standard, then the performance in the organization will be compromised, which can cause uncertainty in the workers, as result of which they will be a financial weight in engage and teach new workers. Social responsibility act big role in the new markets and the organization must transfer reserve for the social service project. If Adidas is ready to undertake a new market, they should be ready to spend more cash during the early stages of growth and if can provide the spend, then the organization will be prosperous. Adidas can obtain small organization, that have a good reputation in local markets and thereby Adidas simply and fast move into numerous markets and the grade of the product can be improve by using the technology of the company. By utilize the new distribution network, the organization can make the goods accessible to all the clients , which will be lead for the company in extend the majority of people in the new markets.
Stakeholders and stakeholder communication
A stakeholder is an individual who has a vested interest in a company or organization and who can affect or be affected by the proceedings within the business of the company. There are multiple levels and types of stakeholders, but the most important distinction of stakeholders includes internal stakeholders and external stakeholders (Nakamura, 2018). In this essence, internal stakeholders refer to the individuals who have an interest in an organization and can affect or be affected by the proceedings of the company from within it. These include the management and the employees of the organization who are involved in the daily operations of the company (Hjeds). On the other hand, external stakeholders are the people who have an interest in the organization and they affect or get affected by the company’s activities but they do not run the organization’s daily routines. These stakeholders include the investors, the community, and the suppliers of the company, the customers, and the government among others (Hjeds). 
A company must have a devised means of communicating with all its stakeholders using methods that are particular to certain classes of these stakeholders and which can only convey special types of messages, such as annual reports and meetings for the investors and internal stakeholders, public newsletters, press meetings, and mass media announcements for the external stakeholders, and other general means such as e-mails, direct home mailing, and the company’s website for general communication. Adidas uses these varieties of communication means with its stakeholders (Hjeds).
Definition of communication  
Communication refers to the process through which a message is transferred from a source to the destination. In this essence, the source of the message is referred to as the sender, and the destination is called the receiver or the recipient (Jones, 2017). Between the sender and the receiver of the message, the message undergoes the processes of encoding then goes through a medium of communication, and then it is decoded on the other end. The process of encoding refers to the process where the sender puts the message in a format that the receiver can understand and which can be conveyed through the available medium (Jones, 2017). On the other hand, decoding refers to the process of interpretation of the message by the receiver so that the message makes sense and the whole process of communication is complete. 
However, in most communications, the sender receives a message from the receiver, which also goes through the processes of encoding and decoding and a medium. This message is called feedback (Jones, 2017). Therefore, we can say that the communication process involves the sender, the medium, the processes of encoding and decoding, the receiver, and the feedback for it to be complete. The following diagram illustrates a model diagram of the communication process (Jones, 2017).
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Figure 1: Communication model diagram
Integrated marketing communication
Integrated marketing communications refer to the concept of having all the forms of communication that a company uses in marketing linked together and managed from a single point. It is a concept that seeks to get the most out of all the promotional methods that a company uses, through combining these promotional methods and finding the most profitable way to apply them (Andrews & Shimp, 2017). An integrated marketing communication concept involves multiple promotional elements that a company uses such as sales promotions, advertising, public relation (PR), and personal selling. The idea of integrated marketing is to combine all these means and communicate in a clear, compelling, and consistent way about the brand (Andrews & Shimp, 2017).
Types of promotions used by Adidas, including the blog
Adidas is a company that embraces technology and as such, it has taken various steps to increase its digital involvement in product promotion (Ang & Rusli, 2018). Therefore, the company uses blogs, such as the one created for Adidas AG for this task, as well as websites and social media platforms like YouTube, Twitter, and Facebook among others. However, television ads, sports promotions and player or team endorsements and sponsorships may be the best-known method of promotion for the 3 stripes brand in the market today (Ang & Rusli, 2018).
Conclusion 
Communication is a process that involves a sender, a medium, and a receiver, where a message is conveyed through the medium from the sender to the receiver and feedback is conveyed in the converse direction. The process also involves encoding and decoding of the message by either party. Integrated marketing communication refers to the concept of putting all promotion methods together to get the most out of all of them. Adidas uses various methods of promotion such as blogging, website, social media, and most notably, TV ads, sports promotion and sponsorships.
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