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[bookmark: _Toc60747265]Task 1: Processes and Stages of Marketing
[bookmark: _Toc60747266]Adidas Overview
The name of Adidas relates to the sports industry as this organisation involves designing and manufacturing accessories, clothing, and shoes, especially for the sports person (Adidas AG, 2020). This organisation refers to a multinational corporation based in German with it headquarter in Herzogenaurach, Germany. 
[bookmark: _Toc60747267]Definition of Marketing
An organisation without marketing is like a house without a proper structure. Marketing symbolises an activity of promoting products or services and is also considered a set of processes and institutions in terms of exchanging, delivering, communicating, and creating offerings that hold value and purpose for society, partners, clients, and especially customers, as suggested by (Kotler and Armstrong, 2016). A company like Adidas has broadly adopted the activities regarding marketing in terms of promoting a service or product. The term ‘marketing’ has been defined as the art and science associated with delivering, creating, and exploring value in terms of satisfying the wants and needs of customers at a profit related to a target market (Kotler and Armstrong, 2016). Marketing effectively involves addressing unfulfilled desires and needs. Marketing is the key to driving sales ultimately. The main reason behind Adidas’s enormous success globally is its effective marketing department. 
[bookmark: _Toc60747268]Definition and Explanation of the Marketing Process
A process regarding marketing significantly involves developing, constructing, and structuring a business from the core. This process is considered a series of some vital steps by which an organisation is allowed in terms of creating materials of marketing and analysing marketing opportunities by identifying customers, problems, wants, needs, and demands to meet the desired consumers (Hyman & Sierra, 2010). The process of marketing includes ways by which an organisation, like Adidas, has created value for its customers in terms of meeting and satisfying their needs and demands. A strategic and effective marketing process holds some steps, such as setting objectives and goals, analysing organisational situations, outlining marketing tactics, making a timeline, minding organisational budget, developing decisions of the marketing mix, implementing and controlling.
[bookmark: _Toc60747269]Mission Statement
The mission statement of Adidas is to become and maintain a position of a global leadership in the sphere of goods for sporting activities where the brand is fundamentally built upon passion for an active sporting lifestyle. In addition to this aspect, the company aims to remain fully committed to continuous improvement via customer feedback based on quantity and quality of goods that are provided in relevant shopping locations and to look for means by which to create better promotional campaigns that are received well. Such strategy shows the competitive direction that Adidas has undertaken in the highly versatile sports industries, with specific outlook on its state in the sports retail environment in the United Kingdom. 
[bookmark: _Toc60747270]Situational Analysis
A situational analysis refers to the essence via which the Adidas analyses its possibilities to attract and retain a larger number of customers with practical implementation of knowledge to cater for their needs with a given entity – service and product (Kotler and Armstrong, 2016). The brand has a specific objective focused on development capability for growth in the sports retail market with a consecutive support over other corporate aims – for example, expanding on an existing range for a product that will itself result in attracting a new customers to their shops. This is achieved primarily by strategies in marketing with full comprehension over issue and classification of the demanded services or products. Recently, Adidas has had to adapt to the COVID-19 crisis with promoting its online platform much more in comparison to physical allocations in order to keep its stock available for individuals who are restricted physically. 
[bookmark: _Toc60747271]Objective 
Objectives tend to be centralised on the target customer whose demands must be met for the business organisation to generate higher sales / profits, or popularity (Griffin, 2008). The customers, on the other hand, are provided with the knowledge that corporate objectives take time, financial incentives, and effort to implement and introduce in the market by Adidas, for instance. Some of the main objectives of Adidas are enlisted below:
· The production and distribution of high quality and relatively affordable sports gear in the retail market in the United Kingdom. 
· Fulfilment of customer demands by continuous improvement of market strategies via research (primary and secondary) and leaving space for customer feedback. 
· Development of more innovative means or adaptive means to carry out their function to the best of their current potential – example of development of social media presence and online shopping platform throughout the global pandemic (Adidas AG, 2020). 
· 
[bookmark: _Toc60747272]Strategy 
A marketing plan always contains a dedicated section to strategic approach that the company will benefit from undertaking in order to achieve the objectives that it has set prior. Quality of sports gear is one of the primary objectives where strategic planning and implementation is most required for the Adidas brand. In addition to this, it is important to outline the fact that credible and realistic strategy looks at the demands of customers first rather than what the company may consider profitable on their own accord. While there are concepts in marketing which prioritise the demand of the company, it is a counter-intuitive perspective to invest into the retail industry where customer demand encourages innovation and growth of the sector in the United Kingdom. Adidas understands the social element involved and prepares investment budgets strategically which go for market research for information and beneficial data on customer demand (Adidas AG, 2020). 
[bookmark: _Toc60747273]Implementation and Control
Overall performance is assessed via the implementation and control marketing activities conducted in the business organisation. It furthermore assesses its results from previous undertakings in relation to strategy – in the context of Adidas, this is related to the investment allocation for market research for customer demand. The implementation and control of marketing activity increases the likelihood of completing actions and steps taken for development of organisational strategies in the future (in case the current one becomes less profitable and outdated and it is out of alignment with the expectations set by Adidas). Strategic control is being evaluated and better alternatives implemented. 
[bookmark: _Toc60747274]Porter's 5 Forces Model
The model of five forces introduced by Michele Porter is considered a framework regarding marketing diagrams that are used by organisations, like Adidas in terms of the competitive environment of the company. The company’s profitability is influenced by the power and number of substitute products, customers, suppliers, potential entrants of the new market, and competitive rivals regarding the company. The analysis related to Porter’s five forces symbolises a significant tool in terms of understanding the forces that involve shaping competition within the industry. According to Michaux (2015), this analysis is considered especially useful for the organisation, like Adidas in terms of adjusting marketing strategies that suit an organisation's competitive environment and improve business profit. This analysis of Adidas holds five significant steps as stated below. 
[bookmark: _Toc60747275]Threats of New Entrants
Adidas has captured the top place as the largest and leading manufacturing company of shoes after Nike. Due to more entry barriers, the possibility of new entrants is relatively low in the market. It seems quite difficult for the new entrants in terms of investing in R&D as the existing big producers has a well-established position on the market. This organisation always focuses on using cheap labour making policy by outsourcing more than 35% regarding manufacturing to Asian countries and especially China. That is why this organisation does not face many competitors in these countries and regions. 
[bookmark: _Toc60747276]Suppliers’ Power 
Adidas holds a strong brand power that occupies tons of attraction of its suppliers globally. This organisation holds a multi-layer and global chain of supply, including different types of suppliers in the supply chain. So, no supplier can singly influence Adidas. This activity significantly enables this organisation in terms of setting the rules that are required by suppliers to comply with. Although there is a huge importance of suppliers to this organisation, their power seems very low. 
[bookmark: _Toc60747277]Buyers’ Bargaining Power 
Consumers always tend to look for standard and quality products. Brand of Adidas involves making decisions for those who do not hold any knowledge about the product. The power of bargaining regarding Adidas’s buyers seems low to moderate as there is a presence regarding potential competitors of Adidas, like PUMA and NIKE. 
[bookmark: _Toc60747278]Substitute Products’ Threats 
The threat of substitute products regarding Adidas seems low to moderate with the number of competitors either big or small. The local competitors of Adidas provide the products at a low rate from Adidas. Besides, this organisation is constantly fighting with every other product regarding sports. 
[bookmark: _Toc60747279]Rivalry among Competitors 
Adidas is facing potential competition with its largest competitor, Nike. However, Adidas holds some other potential competitors, like PUMA and Nike as PUMA is knocking on the door to the customers with a wide range of products. Still, Adidas focuses on maintaining its position as the second-largest sportswear and shoe brand. 
[bookmark: _Toc60747280]SWOT Analysis
Adidas’s SWOT analysis holds four significant components regarding the organisation's macro environment of business as stated below. 
Strengths 
● Brand value 
● Effective marketing strategy 
● Young customer base 	
Brand value is one of the significant strengths of Adidas. This organisation holds the rank of 3rd position with $ 6.8 million brand value. This organisation holds three parallel stripes by which customers identify its products. This organisation has a global loyal customer base, including a strong young customer base between 16 to 24 years. Cambodia is the largest country of sourcing that represents 24% of the produced volume. Adidas has a strong marketing strategy by which this organisation involves branding through international sponsorship, for example, a campaign of marketing for Olympics, NBA, and FIFA World Cup. 
Weaknesses 
● Shortage of supply chain
● A limited line of product
● Expensive products 	
Adidas holds a shortage of supply chain that could be a potential weakness for Adidas. This organisation outsources most of the product through third parties in Cambodia, China, and China. Its expensive products could also be a great weakness for Adidas as only upper and upper-middle-class people afford its products. However, this organisation holds the same product line of sportswear and has no product variety. 
Opportunities 
● Online marketing 
● The growing industry of sportwear 
● Increasing demands for sportswear
The biggest opportunity for Adidas is its online shopping or e-commerce sites. This organisation has incorporated the checkout feature of Instagram into its network of distribution by holding a 40% increase in sales according to the report of 2019. The demand for the sportswear industry is growing rapidly and that could be a good opportunity for Adidas. 
Threats 
● Trade tensions of US-China 
● Competition 
● Dominance of suppliers 
Adidas is facing potential competition globally as its potential competitors are Nike, PUMA, Under Armour, Converse, Skechers, and so on. Tariffs and currency wars of China and the US pose a potential threat to this organisation. This organisation faces supplier dominancy globally which could be a great threat to Adidas. 
[bookmark: _Toc60747281]Advantages and Disadvantages of the Macro Environment Analysis 
The SWOT analysis of Adidas holds some potential advantages and disadvantages for the organisation’s macro business environment. The advantages include brand value with a prestigious legacy, an innovation of new products, a young customer base, effective supply chain management, effective marketing strategy, online marketing, and so on that help the organisation increase product bottom line, sales, and brand value. The disadvantages include supplier dominancy, trade tensions of US-China, expensive products and so on that could minimise the company’s profitability. 
[bookmark: _Toc60747282]Segmentation, Targeting and Positioning
Segmentation: this is focused on three primary segments of interest with interest in demographic (age, gender), and behavioural segmentation – interest in sports lifestyle or passion for sports (Crasto et al., 2020).
Targeting: the strongest point of consumer interest for the company Adidas is for individuals between the ages of 20 to 29, with a preferable athlete profile or at least have a definite interest in sport-interactive lifestyle. The business organisation also aims to expand its range to younger individuals between 14 and 19 years old in the near future (Crasto et al., 2020). 
Positioning: Although the Adidas brand aims to be a relatively affordable alternative in the sports industry in the United Kingdom, it is still considered positioned for upper- or middle-class customers, or optionally – affluent. The brand has further established premium pricing strategy and advertises its products with greater emphasis on quality to justify the higher priced against the promised and provided quality (Crasto et al., 2020).
[bookmark: _Toc60747283]The Marketing Mix 
The marketing mix of Adidas refers to its four components regarding marketing that are called 4Ps as stated below. 
Product: Adidas holds various products that come in various styles and designs. The major product of Adidas is footwear. The other products include accessories and apparel like sweatshirts, shorts, T-shirts, jackets. 
Pricing: Competitive pricing and skimming pricing are used by Adidas for keeping in mind competitors like PUMA, and Nike. This organisation uses a skimming strategy of pricing for newly introduced products. 
Place: Adidas largely sells its products through retail outlets. The products are also selling in multi-brand showrooms, and online websites. 
Promotion: Majority of marketing regarding Adidas is significantly focused on product and television placements. The top players in the world, such as Lionel Messi, James Rodriguez, and other popular players and celebrities do a campaign for Adidas. 
[bookmark: _Toc60747284]Conclusion
In conclusion, the Adidas brand has expanded its operations globally, and has a successful and popular presence in the United Kingdom. Marketing is an integral part of its operations and whether the brand is attracting more customers in the long term. The company has a selection of current and future objectives, some of which include expanding its current target group in the market for younger generations. The brand continues to utilise its recourses also to maintain an active presence throughout the Coronavirus outbreak and improves its online platform for shopping.
[bookmark: _Toc60747285]Recommendations
The recommendations for the Adidas brand are to continue its strategy for investment in market research and identifying any shifting customer demands, preferences, or availability of finances to purchase stock, especially in the current pandemic. The brand can furthermore look at ways to improve its online presence on more social media platforms in order to reach out to more younger people where they can advertise their available stock and upcoming new products or services that they may offer. This is a cost-effective way for digital marketing and will save some finances of the brand which can go towards staff pay and improvement of stock quality. 
[bookmark: _Toc60747286]Task 2: Stakeholder Engagement and its Impact
[bookmark: _Toc60747287]Definition of a Stakeholder 
A stakeholder is considered a party holding an interest in an organisation that can either affect or influences the business. There are two types of stakeholders, such as primary and secondary.  Primary stakeholders include suppliers, customers, employees, and inventors. They are involved in the direct economic exchange with business, as suggested by Zimmerer and Scarborough (2000). Secondary stakeholders include the media, business support groups, active groups, communities, and the general public. They are not directly involved in economic exchange with business. Adidas stakeholders are considered a diverse group that includes workers in the factories, business partners, service providers, suppliers, unions, trade associations and government.
[bookmark: _Toc60747288]Definition of Internal and External Stakeholders
As well as primary and secondary stakeholders, the Adidas brand also has a selection of internal and external stakeholders by classification (Coulter & Robbins, 2020). The internal stakeholders are the individuals who operate within the company and are under the control of the brand – employees, managers, directors, CEO. The external stakeholders are the individuals who influence the brand from the outside of the organisation. They are the customers, sponsors, suppliers, competitors. 
[bookmark: _Toc60747289]Communication between Stakeholders and the Company and how the Stakeholders Impact on the Marketing Activities 
Adidas involves numerous options in terms of engaging and communicating with its stakeholders. These options start from normal communication to consultation, including delivering dialogues and decisions through more effective and innovative ways, like forums of multi-shareholders, and panels of advisory, as suggested by Pucci, Casprini, and Galati (2018). There are many types of stakeholders, such as colleagues, managers, users, customers. Adidas needs to manage them by creating collaboration with them more effectively to maximise the efficiency of organisational performance. Effective stakeholder relations of Adidas group help the organisation to resolve problems by developing cost-effective, and timely solutions, enabling a sound decision-making process, building strong communities, and strengthening customer loyalty.
[bookmark: _Toc60747290]Stakeholder Engagement and their Impact on the Marketing Activities 
The engagement regarding stakeholders is considered a process or method by which an organisation, like Adidas, involves people who can be affected by organisational decisions, including marketing decisions. According to Hollensen (2019), this process significantly impacts marketing activities by holding five vital steps, such as: engagement strategy by reviewing past engagements related to marketing activities; identifying stakeholders by selecting engagement mechanisms; focusing on long-term marketing goals; identifying opportunities from feedback; and planning next step for future engagement (Chaffey & Ellis-Chadwick, 2016).
[bookmark: _Toc60747291]Conclusion
It can be concluded after analysing and evaluating all the factors, models, and stakeholder’s engagement influence of Adidas that this organisation has develop an efficient marketing strategy, identifying and prioritising their stakeholders. This give the company opportunity to focus on long term goals and to strengthen its presence in world market.
[bookmark: _Toc60747292]Recommendations 
After analysing the internal and external stakeholders and stakeholders engagement it can be recommended the organisation to focus on building better relations with its internal stakeholders such as the employees in order to become a more efficiently performing company, with the support of proper communication. The organisation is also recommended to focus on its suppliers globally. 
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