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1. Introduction
The current study examines the marketing management of the Reebok brand. By using a variety of resources, critical discussion, and analysis of the key marketing activities in a company will be provided. The study will conduct a detailed view of the different marketing tools to monitor and assess the market. Also, we will discuss the internal and external environmental factors which are affecting the business and the marketing strategies.

 History of Reebok 
Reebok is a company with a vast history dating from 1850 year in England, where J W Foster designed earliest running spikes in at small factory called Olympic Woks. During the year family business was kept and expanded and in 1958 the grandsons Joe and Jeff Foster formed a new company called Reebok. 
The company specializes in the production of various sport shoes and clothing. Later they became one of the most popular brands in England. In 1979 at the Chicago International Sneaker Trade Show, when Paul Fireman, who is an American wholesaler, made a deal for Reebok license and expended its sales in the United States of Amerika. The success followed soon, and the company signed many contracts with basketball and rugby celebrities. Furthermore, Reebok became an exclusive supplier for the NBA and NFL and even the Olympic games. Additionally, Reebok is the first company to produce shoes specially made for aerobics exclusively created for women. These shoes - called Reebok Freestyle, become very popular and pushed the company to number one. (Adidas-group.com, n.d.)
In 2005 the sport giant Adidas bought Reebok and transformed it from a traditional sport brand to a fitness focus brand. Now Reebok's mission is to be the best brand for fitness in the world and to do that their vision through the sport they have the power to change lives and the meaning in sport is fitness.(Adidas-group.com, n.d.)

2. PESTEL Analysis  
PESTEL is business analysis for the external factors that influence the efficiency of the organization. In other words, they are the macro environments affecting the business and can lead to opportunities or threats. PESTEL is needed to be considered as a very important part of the marketing approach because it helps the companies to use different marketing strategies to plan and adapt external factors in a better way (McMurtry, 2003).
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Figure 1  (Business to you, 2016)


Political factor 
 Consider the United Kingdom (UK) political factor they are favorable for Reebok because government introduce reforms for the development of the companies and support for working internationally. But the political deal Brexit is possible to impact the workforce of the brand, and this will lead to problems associated with selecting and recruiting process, rights to work and a few more restrictions  (gov.uk, n.d.).  Brexit is a big external environmental factor, but the transition period allows the company to plan and predict the impact. 

 Economic factor 
Currently, this factor is unfavorable for Reebok. In 2020, the economy was seriously affected by the Pandemic Coronavirus (COVID-19) and affect almost everyone on the planet. Example of that is the government guidance to stay home and restrict workouts in groups of people, including a gym and other sport activities. This leads to decreasing demands of the sport products and reducing the profits of the brand. Also, all shops were close for a certain period, and the company was forced to reduce the cost of staff, and a lot of the employees were redundant (Gough, 2020).
  
Social factor
The global social culture of health and wellbeing leads to a new way of sport activities, lifestyles and to looking fit. This motivated consumers to incorporate health and fitness activities within their daily routine. Moving the focus from professional to fitness exercises, and it provides opportunities to Reebok to create new products more fashionable style for workout and collaboration with new partners. All that benefits the profit of the company. Example of that is the partnership with world number one fitness home workout company: Les Mills.  The company creates collections with a variety of products for them specifically focused on women at home workouts or studio. During the coronavirus lockdown period, Less Mills online platform became very successful because most people stayed at home and the need for home workouts was sharply increased. This became a good advertisement and advantage for the Reebok brand. (Fhillips, 2020).

Technological factor
This factor is considered as very important, and influence is powerful of development and innovation of new competitive products. Reebok spends a lot of time and money to create the Cotton and Corn shoes too  (O'Shean, 2018). Internet opens huge opportunities for direct marketing and advertising. This affects the way how Reebok targets, communicate with the costumers, and sell. 

Environmental factor 
The environmental factor is favorable for Reebok because they set an eco-friendly standard.  Monitoring the global practice and problems Reebok innovate shoes from thinks that grow and with this project produce first shoes from Cotton and Corn.  Very innovative development, the upper part of the shoes is made from 100% Cotton, the sole is with corn base, and the insoles are derived from castor bean oil. An official announcement was in 2018, and the shoes were available in the online store of the brand. Indeed, the manufacturing process is very different and allows a limited quantity of shoes. (O'Shean, 2018)
 
Legal factor 
UK  tax policy applies to the branch of Reebok  and threats may rise with respect to the application of tax laws that are complex and insecure at times. This mean Reebok as a profitable company need to be careful when pay taxes because they can be changed under different laws and regulation. Therefore, the company is monitor and evaluating tax and risks to ensure that they are managing well. Examples of that are the eliminate the hazard of double taxation and engaging with HMRC in a cooperative and helpful manner (Adidas-group.com, n.d.).



3. PORTER’s 5 Forces Model       
This model helps to understand and analyze a company's competitive environment. In marketing, this model is used to show how profitable is given industry and to decide to rather enter or exit the market. Understanding the impact of the forces for the existing firms upon companies’ profitability. (Porter, 2004)

[bookmark: _Hlk58494240]Figure 2   Source: adapted from (Porter, 2004)

Treat of new entrance - Low. 
Shoes and apparel manufacturing are linked to big capital, and the price for patents for models is high, and this is a barrier for new companies. It is a fact that the production facilities of Reebok are in Asian countries and this helps to reduce the price for cost and increase the profit. Brand loyalty to Reebok also raises the entry barrier because the brand is engaged with a lot of the different sport activities. (Porter, 2004)

Power of Suppliers – Low
The industrial rivalry of Power of Suppliers is considered as low. Reason to think that is on the world market is a large range of suppliers that can provide a range of needed materials and is no cost to switching one supplier to another. Reebok as a brand have a quality standard, but they are not significant, and if some suppliers increase, the cost can be easily switched. (Porter, 2004)
Power of Buyer - Low
The Industry rivalry of power of buyer is an important factor. Reebok, as a brand, has a very strong power onto the customers. There is less sensitivity to price from customers and as a large company can dictate their own approach of the price for their products. However, the customers who are not brand loyal could switch to other rivals because the substitute in sport brands are a lot. (Porter, 2004)
Threat of Substitutes - Medium 
The competition in the sport industry is very large, and this is making the switching cost very low for the customers. Substitutes are other alternatives that the customer can switch to. If consumers are wearing trainers for fashion, the threat of substitutes is high, but for a sport, it is low (Porter, 2004).

4.  SWOT Analysis
In marketing, this analysis is used to monitor the internal health of the company and External environment as a position of the brand and customer satisfaction. In other words, situational analysis of the company and is important to be review and consider. SWOT is showing where the brand is now by the strength, weakness, opportunities, and threats. Using SWOT Analysis for Reebok shows that some of the factors can be controlled by the company and some of them not. The power of controlling the circumstances become an advantage, and the reverse leads to a disadvantage (Baker, 2000).



Figure 3 (Source: adapted from Porter,1980)




Strengths
The strengths of Reebok are coming because it is one of the largest brands of sport shoes and apparel in the world and one of the oldest brands with a historical past in the industry. The brand is selecting the perfect combination of materials, design, and the price is variable to meet the high, medium-end low class of customers. Reebok is creating an image as a good quality brand and is strongly focused to deliver comfortable fitness clothes and shoes. Also, one more of the company strengths is that it is exclusive supplier contracts like the Less Mills online training platform. (Baker, 2000)

Opportunities
They are a lot of opportunities in front of the brand. As an example, Reebok can be a focus more on the kids, junior and the casual adult section. Expanding brand products can bring more new customers and more connections. Using the brand history and the name of Reebok can set up their own new trend and rules in the industry and like that to attract more customers. This potentially can lead to profitability and company growth. It is important to mention the good connection with right middlemen for making available and distributing Reebok products. (Baker, 2000)
Weaknesses 
As a famous sport company, Reebok is faced through many duplicate products on the market, and this can lead to decreasing sales. The brand image is extremely important for the company, and if any scandal can affect a good reputation. The weakness of the company is that they do not have a large amount of money as the other big competitors. Also, they are not productive enough, and they are not successful in several countries. (Baker, 2000)
Threats
The competition between the sport brands can limit the market share to the brand. Companies as Nike and Under Armour are monitoring the fitness trends and are creating similar products. This may affect the risk level of substitutes to the brand. Its need to be monitored and considered very well because it is a big potential threat for Reebok. Also, constantly changing in international currencies can negatively affect the financial statement of the company. (Baker, 2000)

5. Segmentation, Targeting and Positioning (STP)

This is a process where the company divides the dis-similar type of buyer into smaller similar interest groups and then target them according to the different needs. STP is using different marketing strategies in relation to brand success and is important to be applied in any strategic management (Adcock, 1998).
  Figure 4  (Baker, 2000)

Segmentation
In this stage, we are identifying the customers in detail to be able to understand better who they are. Using different multiple changing approaches, we are segmenting the groups by demographical, geographical, and sociographical factors. Demographically they are divided by gender, age, size, education, and profession. It is important to know that because it will help to target them by the individual needs. Geographically they are analyzed by country, region, and area of living. Sociographically is reviewing the way of living, interest, hobbies, belief, and value. Reebok segments the sport market and focuses on the fitness industry.  (Adcock, 1998). Then allocated the new modern fitness trends and segment them in groups. Example of that is Cross Fit fitness, Les Mills fitness, Spartan race, and some more. People inside the segment are similar by interest but also different from the type of physical activities  (Erus, 2016).
Targeting 
After we separated the market is time to target the groups individually by the specific need of the group. In this middle stage, people are target with an offer for one group and different offer for another group. Reebok uses very well this chance by targeting people from different fitness industry and become the first company offering them a product specified by the activities needed. Now Reebok is a partner with Cross Fit fitness, Les Mills fitness, Spartan race and is gaining good recognition from popular events that are widely discussed and supported worldwide by the consumers in the industry. In other words, Reebok is using the Nish market strategy  (Erus, 2016).

Positioning strategy 
Indeed, we segment the market in stage one and then in stage two, we target the individual groups according to by the needs and wants. The final stage is positioning, where we have the image of the consumers, and we are positioning our products specifically for them. Benefits of the positioning are a lot because the company is offering an exclusive product for the Nish market. Reebok is moving from Olympic sport-oriented company to the company focusing on the fitness industry. One of the big benefits of the positioning for Reebok is that knowing their costumer is easily to influence them by celebrating indorsing (Erus, 2016).

6. Marketing Mix of Reebok
The marketing mix can be described as a combination of tactic that the organization used to promote the brand product to the market and satisfied the customers’ needs and wants. Elements of the 4ps marketing mix are product, price, place, and promotion, and it is helped the marketing to achieve the business objectives of the brand. Them depends on the cost, target market, products, and competitors. In support of the statement, we will discuss the current strategy of Reebok and how they perform (Ivy, 2008).



Figure 5 (Adcock, 1998)

Product
 Analyzing the Product strategies of Reebok. Reviewing the brand Reebok gain benefits to be one of the oldest sport brands in the world, and this helps them to be easily recognized and memorable. Reebok products are strongly focusing on sport items such as footwear, apparel, accessories and equipment for men, women’s, and kids. Reebok uses a unique concept to combine high-quality materials, comfort, and style. For the clothing turns the sport vision in the clothing industry to a modern way to stylish during the workout. Examples of the big range of products are running shorts, T-shirt, jackets, polo shirts, and sportswear, vests, shorts, T-shirts, training pants, sports tops, bras and many more. That makes the product different from the competitors is the luxurious fabrics which are used and technology to provide the customer with maximum comfort during the training session and a wide variety of styles. Evidence of that is the Reebok collections offer to a customer as a Sport collection named as Cross-training, Gym-training, Combat and Studio. And Classics collections named as Features and including the Men, Women’s, and Style by Reebok. The brand strategy to produce more different range of styles to meet more customer needs is very successfully. (Sood, 2017)
Price
The price strategy of Reebok is to penetrate the market with a low-price strategy for new product and high price for premium products. This strategy is called price skimming and is used when the products are new on the market, and when the demand grows to raise the price product. The idea is when the consumers start trusting the brand and buy more and more, they add extra value to the brand and when the price goes up, they are ready to pay because they become loyalty. Reebok also monitors the big competitors like Nike and Puma and adjust the price by the needs. This increases sales and helps the brand to gain good revenue. (Sood, 2017)
Place
Following is the Place strategy of Reebok. The brand combines the classic offline and the modern online channels of distributions. The traditional way of shopping by going to the shop, search and pay whatever is needed. This way of distribution is called offline. Benefits for the customers are that they can see and try the product before to buy it (Adidas-group.com, n.d.). Disadvantages of this distribution for the brand are that they do not have many shops and the location of the shops is far away from one from others. Reebok has a website where the online distribution is becoming very successful, and reebok products can be found in other e-commerce portals and apps like Amazon and Flipkart.  Advantages of this channel of distribution are available for more customers with different interests and saving money to the company. Limitation of the online channel is some people still do not have access to a computer, and the old generation avoids online shopping (Sood, 2017).
Promotion
The final element from the marketing mix strategy is Promotion. It is describing how the company is advertising the products and how it is communicating with the audience. The general purpose is to send a message and establish, maintain, and increase the search of the products. In other words, by informing the people what we offer can raise the stimulus to buy the goods.  Currently, Reebok is using a combination of online and offline promotions. This is helping the brand to inform the segmented group of people for their products and then to target them by highlighting the benefits (Sood, 2017). Is also a way of positioning and differentiating the brand from the competitors. They are plenty of different promotions and sales strategies that Reebok is using to influence the costumers. Example of that is the traditional Media source like using sport and women’s magazines. The main objective here is to engage the niche market, an advantage is time availability and long-term, reach the target group, but the disadvantage is the cost. The company is also using sales promotion where the goal is to introduce new product and raise sales. Advantage of that is the profit, but the disadvantage is the short duration. Other channels of communications are Sponsorship, where Reebok is sponsoring big sports events like CrossFit games, Spartan Race and MMA, Ultimate Fighting Champion, individual sport athletes, and celebrity endorsement. Some of the famous names are Jay-Z, 50 Cent, Ariana Grande, Cardi B, Shaquille O' Neal and more (Fhillips, 2020).


7. Advantages and disadvantages of STP model
This model is fundamental for every strategic marketing, and it is important to be analyzed correctly. Brief advantage of the model is enabling the companies to focus on their advert promotions for the Nish market. It is more effective and efficient than traditional marketing approach where the advertisement is too wide and percentage to attract the right people is small. The disadvantage is considered the wrong understanding of the information for the segmented market or can be segmented people are not recognizing themself by the brand. This can potentially lead to high cost for advertisement and distribution. (J., 2020)

 8.Conclusion
Marketing management of the company is a long and difficult process, including understanding, planning, and analyzing the internal and external environmental factors and implementing the best strategies to achieve the company purpose. In this report, we analyzed the Reebok brand by using the main marketing models. Firstly, we review the PESTEL analysis, and we identify how the brand is responding to the external environment changes. Then we use PORTER’s 5 Forces model to measure the competitive rivalry a SWOT to monitor the internal and external position of the brand. After that, we talk about STP and who are the Reebok costumers, and then we describe the 4P strategies target them. Finally, we review the STP model to analysis the advantages and disadvantages of it.

9. Recommendation of future marketing strategies for Reebok 
Brief recommendation for Reebok is in relation with the re-positioning from sport focus to fitness industry. The brand needs to work more on changing the customer perception for the new image by improving the communication with the audience. There still a lot of people that they are not aware of the new mission and vision and company is losing money because of the low demand.   With big investment for advertising campaign Reebok can return to the top competitors. (J., 2020)

10. Ansoff Matrix
This strategy applied to the phases of product marketing planning. Is helping the business to analysis the market and plan better a tactical activity. (Adcock, 1998)
Marketing Penetration 
The idea of this planning strategy is to produce existing products to the existing market with an aim to increase sales of the brand. This is very beneficial for Reebok because they exist for a long time in the shoe market, and their classical shoes are very profitable. (Adcock, 1998)
Product Development
This plan is identifying with new brand products for existing customers. The product developments for Reebok are happening by innovating existing products to satisfy the need for regular buyers. Company is investing in the successful items and making them better, changing the design and colors. (Sood, 2017)
Market Development
Focus here is offering existing products to a new market. Reebok is using this strategy for targeting new countries and is making available the existing brand products. Example of that is the expansion of the brand in India and Pakistan, and this lead to increasing the revenue of the company. (Sood, 2017)
Diversification
Aim of the diversification is to enter a new market with new products. This is the less attractive plan for Reebok because they tried in the past to produce casual clothing and was not successful. (Sood, 2017)

11. Product Life Cycle Model
This model is identifying the time needed for the product to be introduced to the consumers, grow to a big number of sales and the time where need to be replaced or remove from the market. This is an important marketing tool and is helping Reebok company to separate the stages of the product life and maximize them by applying different strategies. They are four main phases and know we are going to briefly discuss them. (Stark, 2011)
 Introduction stage and strategies
Firstly, we are introducing the developed new product to the market and show the clients the benefits of it. In this stage, Reebok is underlining the quality of the product and the design. To maximize the benefits of the stage, Reebok is using a combination of 4p marketing mix and niche penetration strategy. (Stark, 2011)
Growth stage and strategies
The second stage is called the growth period, and here the sales and profits from the new product start to increase quickly. In this stage, Reebok is producing more options for the product as a variety of colors and designs. Benefits of that are line extension to the brand is offering unique products first before the competitors. A simple example of that is the collection of Reebok Nano shoes. To keep this stage for longer Reebok is using the Flanker strategy where is attracting with different prices of the products for the standard collections and for the premium. And the Market Expansion strategy to allowing the company to target more new costumers. (Stark, 2011)
Maturity stage and strategies 
This stage can be described as a long-term period, and here already, we have developed product and line extension, and we need just to maintain the results. To keep this maturity stage, Reebok is adding value to the product by a combination of Increasing penetration and Global market expansion strategies. First, one is to largely amount expansion and is focusing on different target group as men’s and kids’ products. The second strategy is to make the brand available in new countries. (Stark, 2011)
Decline stage and strategies
This stage is an indicator that the product needs to be replaced with a new one. This means to keep the company successful is needed to move the focus to new collections and product line. Using Niche market strategies, Reebok is offering low price products and selling directly from the web site. (Stark, 2011)
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