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 BACKGROUND 
Succeeding compilation and delivery of essay n.1, ensured on August 28, 2020, with attached a critical analysis of marketing strategies in the business to costumers (B2C)  brand ‘Adidas’ on the national market (Uk) preceding to the advent of Coronavirus pandemic, the following essay aims to recover the marketing analysis of the company on the domestic market and observe how the company produces a value to its consumers with additional focus on the role of his stakeholders : from their impact on corporate marketing to their engagement within the company.








INTRODUCTION 
Adidas in order to create values and advantages for his costumers and stakeholder use a set of marketing strategies: Societal Marketing, Branding and Ansoff Matrix.

SOCIETAL MARKETING
Is a marketing concept, where company management have to create a set of efficient marketing strategies in order to satisfy costumers needs and wants with particularly meditation on societal environment, thought corporate social responsibility and sustainable development .
 
The concept of societal marketing with his rounded design of society was primarily introduced by Philip Kotler through his article ‘What Consumerism means for marketers’ in 1972 and scheduled the duty of social responsibility to business organizations: companies had the concern to adapt marketing strategies in order to create products and services with social, ethical and ecological value aimed at respecting the surrounding environment in addition to the customer’s enduring satisfaction. (Mahanti,2020)(MSG,2020)



[image: Societal Marketing Concept]                            Fig.1 (Mahanty,2020)


Societal marketing practice, create a vast range of benefits for both  companies and consumers.
The organizations have the advantage to see their mission fulfilled with increased brand image, brand loyalty and production efficiency, also by creating good sustainable relationships with governments could lead to engender financial utility's to the business.
The customers  benefit from companies investments in research and development, which offer sustainable societal development, stalwartly subsidise to create a better world and allow costumers to be conscientious of environmental issues, satisfied with the company commitment in the production of high-quality technological products and services, which improve people’s quality of life and optimize the use of raw materials thus creating efficient economic and well-being development.


MAIN BODY –  SOCIETAL MARKETING IN ADIDAS
Adidas represent the theory of societal marketing since the year of his foundation 1949 with the company mission concentrated on satisfy costumers requirements through the offer of the finest quality product and services.
 In the recent years the company consideration has enlarged from costumers satisfaction  to the increasing environmental issues and with a set of actions aimed on tenacious effort to become a sustainable business, which in 2015 according to Corporate Knights, recognize Adidas as a best European company, leader in sport industry and ranked the brand on top three among the International 100 Most Sustainable Corporations (Global 100 Index), grounded on the analysis of quantitative sustainability indicators covering economic, environmental and social aspects. (CorporateKnights,2015)
The highlighted sustainability success in 2015 was founded on company relationship marketing: the endless attentive studies and progress aimed to satisfaction of costumers and workforce requirements, generated a sustainable strategy , designed to ‘create the new’ direct impact on the sport industry. Through marketing researches the firm realize the farfetched power of his brand and his great direct impact on daily people’s lives, the brand was capable to involve people on healthy and happy lifestyles with a set of promotional marketing strategies’ Social Media, Tv, Print, Advertising’. (Bhasin,2017) (BusinessJargons,2020)
Marketing researches results lead the company to generate a bearable strategy focused on values of Corporate Culture with employees- costumers positive reinforcement, product revolutionary development with superior quality sustainable materials, the reduced environmental effect and encouraging engagement and collaboration activities.  (YouTube,2016)

The company sustainability strategy could be summarized in a set of activities based on effective people, products management and vigilant focus on environmental issues. This strategy allows the brand to spread valuable statement to his industry and consumers with showing the future company mission and the effort to create an renewable and better world. (Adidas-General Approach,2020)(Adidas-Environmental Approach,2020)(Adidas-Media,2015).
 

· PEOPLE FOCUS
1. The company empower the employee’s and supply chain workforce with specific training programs ‘Reebok Boks’, in order to improve leadership, teamwork, decision making process and increase motivation and engagement. 

2. The business is dedicated to educating of the physical and mental health key by creating specific healthy trends and through programs such as 'Reebok Boks' aimed to edify young people about the importance of sport. 

3. The brand Inspire action: empowering, supporting and encouraging the workforce in volunteer initiatives designed to provide direct help to communities.  


· PRODUCT- ENVIRONMENTAL FOCUS

Adidas as a sustainable business contribute to a vast range of climate initiatives aimed to reduce CO2 gas emissions and transfer to green energies. Significant initiative is the UN Fashion Industry Charter for Climate Action with company vow to condense personal and contractors gas discharges and accomplish climate impartiality by 2050.


1. Replace outmoded materials with pioneering renewable materials from production to the shelves stores, such a ‘FUTURECRAFT LOOP’ a fully recycle polyester shoe planned to launch in 2021, with the aim to cut waste and minimize the landfills outcome on the environment.

2. Support Parley Ocean Plastic Strategy in order to reduce ocean plastic pollution.

3. Water quality and effective supervision: decrease the water waste in strategic suppliers production.

4. Change conventional practice of chemicals products to ecological elements ‘ZDHC, MRSL’.
 

BRANDING STRATEGY
According to Kenton the companies create a brand, that is an identifying symbol, mark, logo, name word or sentence aimed to distinguish firm products from others. (Kenton,2020)

The company through his far-flung range of advanced eco-friendly products, demonstrate corporate branding strategies, brand legacy strategies and with the constant  pledge on filling customers demands that lead to generate a brand recognition strategy, with the encouragement of consumers positive reinforcement, brand loyalty beside trust and sharing of business values. (Bhasin,2017)(Christ,2017)(mbaskool,2020)

ANSOFF MATRIX

Ansoff matrix or product/market enlargement frame is an approach employed by marketers on purpose to prepare and accomplish business growth strategies, was early published in 1957 from H. Igor Ansoff in the Harvard Business Review. (CFI,2020)(Francis,2014)
The format in Fig.2 display below, four divided strategies: product development, market penetration, market development and market diversification.
 [image: Ansoff Matrix] Fig. 2(CFI,2020)
· Market penetration: Is a situation when the company applies his existing products in the existing market, in order to entice new customers with new promotional campaigns and reduced prices.
Adidas with this technique sustain to encounter his consumers requirements, with the introduction value products and moderate prices.

· Product development: The firm across marketing research and development generate a vast range of superior quality products in the existing market and gratify his target marketing, predominantly the early adopters and niche market thru permitting to embrace the latest technological product in the market.

The company practice in this specific strategy display a remarkable participation in Chinese market, where the brand launched a Yeezy trend which quickly absorbed the attention of the young majority population. The specific strategy increase value to the costumers by creating a social class sense of belongings with brand products. (Ren,2019)

· Market development: Is a business strategy of competing in new markets with existing products. The latest geographic brand expansion contribute to attract new target costumers and create a value proving the users with a direct access to superior eco-friendly products, notably in developing countries the brand products have the capacity to define the nascent class prosperity.

· Diversification: Is a company stratagem on participating in new industry with new developed products. Adidas through large investments in research and development is been able to practices related diversification i.e connect initial and final product or services.                                            Freshly the firm established a set of proposals strategies deadlines aimed on allocation of sustainable model industry and creation of fully recyclable products and creates for costumers a different variety of products and enhance trust for the futuristic eco-friendly mission of the business. 


STAKEHOLDERS
Stakeholder is an individual or group of people with interest in the company business which can affect or be affected by the business.
In the conventional organizations stakeholders can be internal and external.
Internal stakeholder or primary stakeholders are individuals connected to the business with a direct relationship, acting as employment, management and ownership or investment.
External stakeholders or secondary stakeholders are the parties who don’t need to be directly involved in enterprise employment, management or ownership although are indirectly affected by business activities and results. (Chen,2020)

[image: Internal vs External Stakeholders (examples) (Based on: Jones 1995 [65], Brem and Viardot 2015 [66], Cardwell et al., 2017 [67]). ]
Fig.3 ( Gurzawska, Makinen, Brey ,2017)
As the Fig.3 reveal, companies present internal and external stakeholders.
·  Internal Stakeholders
a) Employees or company workforce is a group of people with self- interest of remuneration.

b) Owners: individuals or group of people that can be partners and shareholders.

c) Managers: Individual responsible on department management.


· External stakeholders

a) Suppliers: Individuals that are responsible to provide contributions as raw materials, equipment.

b) Costumers: Group of people with higher consideration regarding their role of product consumers

c) Society: The business is responsible in relation to the environmental issues.

d) Government: The business is subordinated to rules and regulations.

e) Creditors: Individuals as Banks or other financial institutes liable on proving founds.

f) Shareholders: Group or Individuals animated with financial interest, impaired direct long-term relationships with the business. 


[bookmark: _Hlk49789039] Today businesses with high several stakeholders occurs in a frequent challenge, related on different self -interest expectations and direct conflict with participants and on this perspective the organizations are responsible to increase  revenues and improve shareholder value, despite contest the most efficient firms are designed to accomplish effectively their self-interests and prospects of their stakeholders.
Adidas focus on his stakeholder engagement through a broad range of initiatives both local and international and set of feedback’s aimed to highlight their action radius plans, relevance, commitment and capacity to engage, expressly the company investigate across yearly reports the current stakeholders engagements.(Kokemuller,2019)(Adidas-PartnershipApproach,2020)
Ensuing the brief introduction of the different types of stakeholders in this essay I will specifically investigate the role, impact and communication of employees and managers regarding internal stakeholders and customers with competitors for external stakeholders, in the Adidas brand.


ADIDAS INTERNAL&EXTERNAL STAKEHOLDERS ANALYSIS
Employees:  
Employees or human resources are a vital element in the company marketing analysis, the company minds to encounter  its internal stakeholders requirements and reinforces its workers with the aim of manipulating its potential through creation and refining strategies, with a direct impact on organization marketing. Strategies inclines to expand employee performance with specific training programs and support careers development plans, such as  Reebok Boks, Learning Campus 'virtual learning development', LinkedIn Learning and are ordained to produce future business leaders, mindful of the environment matters, the importance of a healthy lifestyle and mutual assistance in communities.  (Adidas-General Approach,2020) (Adidas-Employees,2020)(Adidas-communities,2020)

Managers: 
Managers are the individuals responsible of department management, in the adidas business, directors are represented from a central efficient corporate structure with defined roles and establish responsibilities, they exemplify a relevant business supply aimed on conception and implementation of effective strategic marketing goals. (Kramer,2019)(Adidas-Bodies,2020)(Adidas-PartnershipApproach,2020)
The firm in order to drive managers engagement, create in 2018 a global Leadership Framework launched on the three enterprise behaviours innovation, cooperation and confidence (the ‘3Cs’) that articulates company requirements in leaders.
The context explains the role of effective communication in the business and outlines management behaviours expected to an efficient leadership, supporting managers and the workforce with a vast range of detailed leadership development programs.
I. Executive Development Experience: The partnership with Harvard Busines School offering a personalized scholarship opportunities.

II. Manager and Director Development Experience (MDE): The MDE program launched in 2018, proposing the prospect to develop individual leadership skills and competences.

III. Talent Carousel: The plan launched in 2014, motivates the workforce and managers to begin new roles in different location. The initiative is founded upon personal performances with the intent on forming the future senior management positions.

The company highly task orientated structure, also create in 2018 the management method ‘MYBEST’, that represent a new holistic performance development plan aimed to combine a set of regular monthly Team meetings with recurring feedback’s and reports on target setting and performance evaluation.

Fine modulo
Costumers:
Adidas concern on encounter consumer demands since its founding year 1949, by delivering valuable products and services, shoppers with their propensity of trend creation are the core of business marketing strategies.
The brand recently has boarded an innovative mission based on built a strong digital connection with his consumers and respond immediately to the marketing expectations.
According to Jacqueline Smith-Dubenfonder, VP of Digital Experience Design in Adidas, the partnership with ‘Salesforce’ provided the Bavarian organization with an innovative and efficient digital plan, allowing the brand to know, interact customers exclusively and promptly. Moreover it was possible all the way through the usage of phone, email, web or socials platforms to create a better product, that was directly manufactured and shipped by the interaction with consumer and in addition the plan establish a positive trend in the market, which through the offer of a highly efficient service has been able to increase the production of sales exponentially and unachievably in the past.(Salesforce,2020)

 Competitors: 
Adidas designs and mass produce sports footwear, garment and accessories for athletes, sports fanatics and fitness lovers, with the attainment in 2005 of Rebook Sportswear Company the brand acquired intensity to compete with his competitors such as Puma, Under Armour, Asics, Fila, Anta and Li Ning and particularly with Nike. (Farooq,2019) (Meyer,2019)
Nike is the world’s most trusted brand seeing creativity and appeal that manufacture a vast range footgear, clothing, accessories, and services. All the way through his research and development in innovative superior quality products and target marketing strategies offers to the costumers, the American brand earn a competitive advantage to Adidas. 



Conclusion and Recommendations
Adidas in conclusion with his vigilant marketing strategies directed on customers, labour force and environmental needs, is generating a sustainable development model aimed to completely eliminate resources waste by 2050, thus helping to create a better world for all of us. As a recommendation to the brand I recommend to enhance stakeholders value in future by developing better internal communication, the frequency of team meetings and to increase company’s investment in product research and development with the double purpose: to realize neutral environmental impact and to tear a Nike leadership of premium products and consequently inspire other businesses.
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