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[bookmark: _Toc26013089]Introduction 
The marketing function is an extremely important aspect given the steadily rising levels of competition and saturation within market systems around the world. The current study delves into the organisation of Adidas, one of the world’s most recognizable brands in the context of sportswear and sport accessories. The 4P marketing mix principle has been applied to gauge how the company approaches its marketing function. Strategic adoption to marketing requirements is the most crucial aspect within successful multinationals operating in the modern era. Companies like Adidas have consistently managed to retain their consumer bases despite the increase in industry competition levels along with highly strategic accommodation of consumer preferences and market trends. 
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Adidas came to existence in the year of 1949 and has been growing exponentially ever since. The company has over 57,000 employees spread out across forty different countries where they operate. The financial performance of the company has also been consistently positive as it posted a revenue figure exceeding 21 billion EUR in 2018 with operating profits roughly around the 2 billion EUR mark (Ind, 2017). The company has a number of brands under its pennant including Reebok, Rockpot and Taylor. the most successful products of the company has been its footwear line along with a plethora of sportswear including jackets, jerseys, t shirts, shorts and several other accessories. The company primarily gained popularity post the Second World War as they successfully entered the American market systems based on highly targeted marketing policies catering towards the widely popular sports of baseball and basketball. A major example of their highly strategic positioning policies relates how both the fighters involved in the “Fight of the Century” Ali and Frazier sported Adidas shoes. The company also sealed the deal towards becoming the primary supplier for the 1972 Munich Olympic Games, further improving their international appeal over time. Initially developed as a small time family business during the Nazi era, the company has successfully managed to grow extensively operating in over forty different countries. The company has also entered heavily into the college sports scene within the Americas, acquiring the Valley Apparel Company that outfits well over a hundred college teams. The company has also managed to gain ownership within the internationally recognized football club Bayern Munchen, further improving their global outreach and appeal. 
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Figure 1: Growth in revenue patterns for Adidas compared to its competitors from 2006 to 2018
(Source: Adidas-group.com, 2019)
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The marketing mix is an important principle that fundamentally breaks down the marketing function into a number of key components. According to Resnick et al. (2016), these include the products offered by the company, its pricing strategies and position, place or positional location of the sales and promotional strategies adopted to improve its market position and global outreach. The 4P marketing policy is widely utilized within organizations that have a diverse operational positioning along with transnational presence in multiple territories. One of the top brands in the sports and footwear showcase, Adidas has seen a lot of good and bad times (Schmid et al., 2018). The organization began in 1936 and is one of the most established footwear brands of the world. In any case, despite the fact that the organization has old sources, its heart is youthful (Sabour and Mohamed, 2016). Adidas confronted hardened challenge during the 1980s from Nike however soon defeated the challenge by focusing on youths just as sports situated individuals.  Widely successful companies like Adidas are constantly required to gauge their marketing effectiveness and requirements in terms of remaining viable as the apparel and sportswear industry is extremely dynamic. The 4P principle ensures that the core processes of the company are factored in and taken into consideration while the major loopholes are identified to implement subsequent strategies to progressively improve the same. 
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The major products offered by Adidas include a variety of footwear including casual lines as well as exclusive sports lines and athletic shoe apparel. Their subsidiary brand Rockpot has also been widely successful in producing high quality outdoor footwear followed by Taylor, which caters to the golfing industry. As presented by Aubert et al. (2016), Reebok has certainly edged ahead in terms of the sales of footwear and shoes, while Adidas has consistently held a strong market position in terms of clothing and accessories. Adidas has different products. The significant product of Adidas is off base their footwear. Coming in different plan and style, Adidas footwear is vigorous and athletic (Schmid et al., 2018). The auxiliary product of Adidas is attire's and frill. Attire resembles Shirts, coats, sweatshirts, shorts and so on are in extraordinary interest. Where Reebok is more grounded in footwear, Adidas is more grounded in apparel's (Sabour and Mohamed, 2016). The point of Adidas is to give the best footwear to their clients which has the mix of innovation and structure. These products are not require based. Indeed, the shoes are purchased by clients to fulfill their needs and wants. Likewise, the clothing's are focused towards comfort during overwhelming action. Be that as it may, despite the fact that the fundamental objective is sports, the attire's are regularly utilized as a style proclamation by youths.  The quality of their products have often been widely regarded in terms of their aesthetic appeal and the durability given their competition includes some of the largest multinationals within the sportswear industry like Puma, Nike, Umbro and several others. Adidas’ products are typically used by younger generations and are largely catered to want based purchases as opposed to need based purchases. Comfort and breathability are major aspects that Adidas has always highlighted, especially when engaging in physical activity. As per the views of El Sabour and Mohamed (2016), the wide range of their product offerings has certainly been a key aspect when considering the different processes of adoption by different consumer groups globally. Adidas have also integrated fast fashion policies into their product ranges, thereby ensuring a systematic function where consumption and replacement have been the most pronounced underlying principles. 
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Adidas attempts to cater to almost all the sections of the society and uses a hybrid approach when designing their price strategies. Both elements of skimming as well as competitive pricing are evident within their strategies, and this has led to a significant amount of success across the world. Attire's of Adidas always use skimming price and are more extravagant because of brand value of Adidas in the clothing's business sector (Schmid et al., 2018). The objective client for Adidas is the upper white collar class just as very good quality clients. Adidas never utilizes penetrative valuing in light of the fact that that will influence the brand value of Adidas (Sabour and Mohamed, 2016). Truth be told, the more significant expense point helps in the price quality methodology and mentally, clients feel that a more significant expense will mean better quality too. Subsequently, Adidas infrequently drops its prices. The pricing strategy has also relied heavily on discounting measures, especially within their factory outlets. Products are often given away at half prices to clear existing stocks and these have been a major factor when considering the global recognition, appeal and awareness. According to Schmid et al. (2018), certain product lines have also been targeted at premium segments in terms of a high price high margin strategy where they offer the Adidas experience as opposed to just the product. The company has also tied up with a number of sports celebrities, while even going on to launch exclusive lines in a collaborative manner leveraging the celebrity status of the individual. Psychological pricing has also been resorted to by Adidas in the past, where a higher price tag is associated to better quality by consumer bases. However, the recent rise in competition levels has certainly witnessed an increased emphasis towards skimming prices and boosting the sales volumes in a progressive manner. According to Wright (2019), Adidas has also focused heavily towards optimizing their delivery chains by utilizing multiple delivery partners and even going on to offer thirty day returns and money back guarantees. The pricing strategy has also included elements of competitor based pricing which are already relatively high due to the use of high quality materials and components. Although this makes it a difficult purchase for individuals in developing nations, Adidas has relied on skimmed pricing strategies to ensure that the appeal within these countries are maintained in a steady manner. Import regulations have also been a relatively pronounced barrier in terms of effectively penetrating markets and ensuring that the presence of the company remains stable. This has led to Adidas developing manufacturing units in proximate regions to these developing nations in order to reduce their operational expenses and make the products more accessible to consumers from developing nations. 
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In terms of the physical location of the sales, a majority of the actionable purchases for Adidas takes place within physical retail. According to Mahdi et al. (2015), Adidas has a number of retail outlets spread out across the world along with long term collaborations with several large scale departmental stores and chains. The significant manner by which Adidas is sold is through retail outlets. Adidas has its own select stores where the material is given straightforwardly from the organization (Schmid et al., 2018). Then again, numerous multi brand showrooms will likewise have Adidas attire's and footwear in plain view (Sabour and Mohamed, 2016). These multi brand showrooms get the products from a merchant. The third and last method of dispersion is on the web. The products are sold through online medium by means of design stores lie myntra.com just as the online site of Adidas. The company has also integrated the digital platform into its marketing function with relative amounts of success given the rising trend among consumers to shop for products within the comfort of their homes and residences. The stores and outlets operated by Adidas are relatively spacious and clearly depict their specific targeting towards sports enthusiasts and athletes. As stated by Jensen et al. (2016), the sense of luxury is also entailed to some extent, especially when considering how the company chooses prime locations to set up their outlets. Adidas also has an extensive network of distributors and global retail agents that resell their products. This has also been a major aspect within their consistently growing marker position. Multi brand ecommerce platforms have been the most successful integration in the modern era for Adidas, given the steadily growing number of consumers shopping Adidas articles through digital sales platforms. According to Chandel and Tewari (2015), the categorization based supply of goods comprised of Adidas originals, Adidas Performance and Adidas Style Essentials have also been carried out depending upon the viability within different market systems. Flagship stores are also located throughout the world in terms of exclusively offering Adidas products and these too have been a major success, albeit for consumer bases that belong to the upper and middle segments within the society. The company’s associations within internationally acclaimed organizations such as the ILO and IFC have further increased their positional offerings in terms of reaching out to consumers in remote areas along with maintaining a certain degree of social appeal. 
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The promotional strategy implemented by Adidas has been a major success factor given its omni channel presence comprising of conventional media like television and print along with modern methods of online marketing and digital influencing. The positioning statement for Adidas has always been “Impossible is Nothing”, and this has resonated deeply with their consumer bases over time. Adidas showcases through different marketing vehicles however most of marketing is focused on TV and product placements (Schmid et al., 2018). The innovative group of Adidas is known to siphon adrenaline in their clients through promotions which are all around made, extremely imaginative and loaded up with vitality (Sabour and Mohamed, 2016). These promotions draw in the clients towards the brand by sending the correct marketing message to the client. The product placement aspect has also been a major area of consideration, especially within the football industry where the brand has exclusive partnerships with superstars like Lionel Messi and Ronaldinho. Adidas has also gone on to sponsor a number of events and international sporting programs over the years, further improving their global outreach an degree of consumer confidence. 
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A stated by Nufer (2016), the company has also utilized the social media in an immense manner of late, placing their advertisement in almost every platform including Facebook, Twitter, Instagram, YouTube and several others. Paid influencers have also been integrated along with strategies to improve their social positioning by sponsoring marathons and sports activities for individuals with physical and mental impairments. Digital marketing has arguably been the most aggressive factor in terms of the modern promotional strategies adopted by Adidas. Their high speed manufacturing functions have been constantly highlighted along with the supreme quality and durability within their products. 
Open innovation processes have also considerably improved the strategic market position of the company, especially considering the widespread success of the Adidas x UltraBOOST running shoes. Cultural awareness has also been a major facet, as the European countries have been targeted on the basis of football and American regions have been targeted on the basis of basketball and baseball. As stated by Smilansky (2017), the company portfolio has also been a major success point in terms of constant upgrades and integration of social issues like collaborating of women designers to promote women empowerment and the Adidas Pink product lines. The promotional strategies implemented by Adidas have arguably been the most successful component within their overall business processes, along with the extensive network of distributors and suppliers they managed to develop. According to Carr (2019), the company has managed to address key touch points within the customer purchasing journey in terms of developing their adoption rates over time, and this includes the degree of interaction, ease of accessibility, quality of convenience and the variety within the product offerings. Counterfeit products are the biggest threat to premier sportswear companies like Adidas, Nike and Puma, and Adidas have also ensured that their promotional strategies underline the importance of purchasing original products over time. The company has also engaged in customer analysis based strategies that have further increased their adoption rate, especially in terms of how the trends and preferences are accommodated. 
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In conclusion, it could be asserted that Adidas has successful managed to carve out its position within the globally competitive sportswear and sports apparel industry. With a targeted approach towards offering the best quality products at comparatively affordable prices, Adidas has managed to effectively penetrate markets despite their barriers. The promotional strategies have also been successful to a large extent, further extending their strategic position over time. The aspects of product, price, place and promotions within Adidas are the most fundamental aspects given their focus towards sports apparel and shoes, both of which have been revolutionized by the concept of fast fashion and replaceable articles. Comprehending the same in an effective manner and implementing strategies that are highly suited to further improvements are of paramount importance. Although Adidas has engaged in fast fashion to some extent, the brand still relies largely on exclusivity in terms of their celebrity product lines. 
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