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[bookmark: _Toc141088073]History of the company
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In 1895 Reebok was established and around the world later it expanded its network. Its headquarters are in Boston, Massachusetts. Joe and Jeff Fosters are the founders of Reebok. From the South African dictionary which was won by their father in a running race as the boy, they chose name “Reebok”. From the African antelope species, the name is derived. The meaning of the name is grey rhebok to represent style, grace, and speed. The company is known for its quality clothing and footwear (Komariah, 2023). It creates footwear and apparel for fans of sports and fitness as well as running, fitness, and CrossFit. Reebok has developed a unique personality for a popular, comfortable, and original look. In 1982 Reebok introduced its first free-style sneakers as the first athletic shoes, these shoes were specially designed for women. Freestyle shoes are all-time one of the best-selling shoes of Reebok. 
In 2005, Reebok became a subsidiary of Adidas. Adidas acquired Reebok in a takeover deal of around $3.5 billion. It was initially known as mercury sports footwear (Birch, 2019).
[image: Reebok png images | PNGWing][image: The real story behind the two Bolton brothers who founded Reebok | The  Bolton News]
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[bookmark: _Toc141088074]Vision statement
The main vision of Reebok is to create and provide high-quality, innovative products that can inspire people to be the best in everyday life and sports. 
[bookmark: _Toc141088075]Mission statement
Company mission is to always test and lead through creativeness. It develops marketing strategies and products that showcase the brand's unlimited creative potential.
values
Some of the values of Reebok are: 
1) They risk everything
2) They instigate innovation
3) They define their code
4) Game changes are no stronger to Reebok 


[bookmark: _Toc141088077]Segmentation
In sports shoes,Reebok has been a market leader for many years. As per the needs of the customer’s company has used its innovative strategy. Reebok has categorized its market based on age groups and targets all of its clients who want to be active, fashionable, and adventurous (Kim & Mao, 2021). On footwear, fitness gear, and apparel for women, men,also kids it offers a vast range of products. The range of products is segmented as per the needed comfort and age and design for the different age groups (David, et al., 2021).
On the following parameters rebook has segmented its market: 
[bookmark: _Toc141088078]Demographic segmentation
Depending on the customer's age Reebok has segmented its range of products but its main focus is on the age group of 21-30 years. This approach allows Reebok to offer products that suit the needs and preferences of certain demographics. For example, the product range of Reebok is for lower-income groups as well as high-income customers (Keller &Brexendorf, 2019).
[bookmark: _Toc141088079]Geographic segmentation
On a pan-country basis,Reebok chose to operate, in its segmented locations as per the desires of consumers. The product quality requirement in one area will differ from the other areas (Fawcett, et al., 2020).
[bookmark: _Toc141088080]Psychographic segmentation
The values, lifestyle, and interests of the customers are valued by Reebok. For fashion-conscious individuals, whose fitness is a priority, and who search for comfortable wear everyday Reebok design products for them (Kim & Mao, 2021). Collaboration is also done with the fashion designers for designing a high range of shoes by keeping in mind high-income consumers (Brockhaus, et al., 2020).
[bookmark: _Toc141088081]Behavioral segment
Reebok value and identify different consumer behaviors such as their fitness routine, sports participation, and brand loyalty. For training, running, and other activities related to sport they offer different types of shoes (Kothandaraman, et al., 2021).
[bookmark: _Toc141088082]Targeting strategy
For Reebok focusing on its customers is a very crucial part Reebok designed of its products and also its marketing strategy. The target market of Rebook is urban consumers from the upper middle class (Na, et al., 2022).
Reebok also has customers who participate in specialized sports like CrossFit and MMA. The business has an exclusive contract with CrossFit, and over time it has evolved into the brand's sole supplier of footwear, clothing, and accessories (Kunkel, et al., 2022).
Disadvantages 
1) Targeting strategy is narrow-minded because target marketing allows segmentations at the micro-level, for markets it's common to lose sight of other efforts like branding. 
2) This strategy is time-consuming because it identifies the target market and then strategies are developed according to the target market analyzed. 
3) There are chances of missed opportunities because focusing on certain segments may cause the company to overlook potential opportunities in any other segments which can help in the overall growth of the organisation (Väyrynen, 2019).
Advantages 
1) The targeting strategy provides flexibility as there are various targets for prospects like gender, age, income, etc. 
2) Target marketing is cost-efficient as in this people are targeted to meet the set criteria which helps in avoiding throwing money away. 
3) By using a targeting strategy there is a competitive advantage to Reebok because by focusing on the niche market, the company can establish a competitive advantage over its competitors like Nike, red tape, puma,sketcher,etc. and it also helps in building the base of loyal customers (Keller &Brexendorf, 2019).


[bookmark: _Toc141088083]Positioning strategy
In the market, the position of rebook is unique and it also understands that all customers are unique in their way and have different needs. The positioning strategy of Reebok is to celebrate the people's different qualities and escalate what makes them who they are. It rejoices individuality and authenticity (Troyano-Rodríguez, et al., 2021).
In its campaign #FitToFight Reebok encouraged women to fifth and to stay fit physically, mentally, and socially. It has been claimed by Rebook that they are women's first brand and also a feminine brand (Piedra, et al., 2021).
Disadvantages 
1) The main disadvantage of position strategy is that it becomes sometimes difficult for Reebok to maintain its position as there is a need for continuous efforts and changes. 
2) There is a risk of decreased differentiation. If Reebok uses the same approach, it becomes difficult from the customer's point of view to differentiate from its competitors (Millington, et al., 2022).
Advantages 
1) There is an advantage of targeted communication by using the positioning strategy. With its clear position in the market, the marketing message is tailored by Reebok to resonate with its targeted audience, which helps in stronger brand loyalty (Hayhurst, et al., 2022).
2) Position strategy helps in brand differentiation because the company can differentiate its products from other competitive sportswear brands, by making them more memorable for its targeted customers. 
3) It is cost-saving because for multiple products using the same position strategy cost is saved in advertising campaigns and in developing new marketing strategies (Väyrynen, 2019).
[bookmark: _Toc141088084]Current marketing mix strategy
[bookmark: _Toc141088085]Product
At present, Rebook is the world's most recognized and popular sports brand. Its presence is all over the world because it distributes and produces sports accessories and products. In its product portfolio, it has a vast range of goods for children, men, and women. reebok focuses on sports equipment, footwear, and apparel. Reebok Junior was established for children and all the sports accessories related to children are offered in this strategy (Priansa&Suryawardani, 2020).It provides designer clothing for children with movement and style. There are two categories of footwear, apparel, and accessories in Reebok classic, the first is classic and the second is new classic. For men, there are many products offered like running shoes, assembled tanks, jackets, sleek outdoor free T-shirts, sportswear, and polo shirts. In women's areas, Reebok offers shorts, vests, training pants, T-shirts, sports tops, etc. (Maksudov, et al., 2021).
[image: https://www.mbaskool.com/2018_images/stories/jan_images/mktgmx-reebok.jpg][image: Reebok Products]
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In the Reebok marketing strategy below is the marketing strategy. To enter the target market effectively, it uses the standard pricing policy. In their marketing mix, Reebok uses a low pricing strategy when a new product is introduced but when there is an increase in demand it shifts the price of the product to a regular pricing policy(Yusuf, et al., 2022). In some situations, an unusual destroyer pricing strategy is also implemented by Reebok so that it can cope with the increasing fame of its competitors like Nike and Puma. They either set a low price or introduce season sales which its competitors can't match (Cakranegara, et al., 2022).
[image: Reebok zig Kinetica energy amplified - Running Shoes | Sale]
[bookmark: _Toc141088087]Place
The brand name is established by Reebok very well by creating and establishing a united retail environment in the distribution infrastructure. In the retail industry, they have come up with the exclusive store idea. The stores, distributors, and factory outlets of Reebok are exclusive. Professionals are hired by Reebok to choose the best location that suits their outlets (Priansa&Suryawardani, 2020).
[image: Reebok Showroom | Marketing Mix of Reebok | IIDE]
[bookmark: _Toc141088088]Promotion
Reebok has boarded on a faithfulness promotional campaign so that it can help customers understand its offerings. Many sportspersons are targeted by Reebok and for the Reebok advertising campaign, many actors and actresses are also selected.  To promote its product and services company also sponsors various events like Davis Cup, IPL, Spartan race, etc. In its promotional plan focus is provided to both online and offline campaigns. From time to time its tagline is also changed so that its products can be promoted differently (Komariah, 2023). In 2004, there was a change in the Reebok logo with an idea of the positive change that fitness brings to a person's life. To satisfy its customers ' attractive offers, discounts are coupons are also provided. To show the visibility of products various offline media platforms are also used like magazines, billboards, radio, television, and ads in newspapers (Carvalho, 2022). 
Link: https://www.instagram.com/reebok/?hl=en
https://www.youtube.com/@Reebok/about
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[bookmark: _Toc141088089]Conclusion
In the end, it is concluded that the marketing strategies of Reebok reflect a carefully considered strategy to adapt to the changing dynamics of the market and consumer preferences. The segmentation strategy used by Reebok helps in connecting with a diverse group of customers and in creating a strong brand identity. Additionally, the marketing mix strategies used by Reebok make sure that its products and services can reach its audience effectively. However, to stay in competition and to maintain its position in the market it is crucial for Reebok to regularly monitor consumer behavior and market trends. As with time, there is an increase in the competition and consumer demand and preferences also keep changing. 
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