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(Question a)
[bookmark: _Toc130652583]Introduction
Marketing management entails both the individuals tasked with publicizing a corporation's items and offerings in addition to the broad spectrum of operations pertaining to sales promotion and ad campaigns. Reebok categorized their prospective customers into groupings according to similar attributes, interests, and occupational pursuits for both men and women, such as tennis, hockey, basketball, yoga, dancers, trainers, and so on. Reebok has consistently done its best to establish relationships with consumers for its clothing line too, which accounts for 45% of the firm's revenue (Muravskyet al. 2022). Reebok can invent, develop, and distribute athletic and fitness clothing for men, women, and even also for youngsters. Along with an in-depth assessment of the microenvironment and the influence that marketing plays inside the corporation, the study will additionally incorporate environmental market research that addresses the major external key variables.
[bookmark: _Toc130652584]MACRO Environmental Analysis (PESTLE)
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Figure 1: PESTLE Analysis
(Source: enterslice, 2023)




Political: This section analyzes the impact of political factors like government policies, regulations, and stability on the business or organization. The political landscape in the US might significantly impact Reebok’s operations, and changes in government policies such as tax policies, trade policies, and labor laws might impact profitability (Baliyan 2021). The political environment in the USA has been characterized by uncertainty in recent years, and the covid-19 pandemic has also led to government restrictions on businesses (González 2022). Hence the political factors in the USA can be termed as unfavorable to running business smoothly for Reebok. 
Economic: This section examines economic factors like inflation rates, interest rates, and consumer spending patterns. In recent times, the US economy has been impacted by the covid-19 pandemic leading to higher unemployment rates and decreased consumer spending (Alekseev et al.2023). In the financial year of 2020, Reeback has faced a huge profit loss because approximately 7% net sales decreases during this period.  Also, the recent failure of Silicon Valley Bank and Signature Bank has slashed the economy, it has influenced stakeholders’ prespectives (Oxford Analytica 2023). Hence in recent times, economic factors are very adverse and unfavorable in the United States to run businesses. 
Social: This section assesses the impact of social factors like demographic trends, cultural norms, and consumer behavior on the business or organization. The US has a diverse and multicultural population with different preferences and cultural sensitivities, hence there is a diverse consumer base for Reebok. In recent times the US has observed changing social trends, especially after covid-19, people are getting more conscious about sustainable and ethical practices (Colonel 2023). Hence the social landscape of the US is unfavorable for Reebok as it might impact negatively its profitability as well as its image.
Technological: This section discusses the impact of technological factors like advancements in technology, innovations, and the rate of technological change on the business or organization. Reebok is also investing heavily in these new technologies to offer high-quality products and shopping experiences (Chen et al. 2023). As a consequence of technological advancement, in the 2022, the company has earned more than 220 million euros in revenue (report.adidas-group.com, 2023).
Legal: This part depicts the impact of legal factors like laws, regulations, and court decisions on the business or organization. Recent changes in the political landscape and the pandemic-related restrictions have also led to changes in labor laws, privacy policies, and regulations (Dwivedi et al. 2022). The legal factors are still favorable for Reebok to run its business operations in the US.
Environmental: This section shows the impact of environmental factors like climate change, sustainability, and natural resource availability on the business or organization. The growing focus on sustainability and eco-friendly products impacts the retail industry. Reebok has also focused on environmental impacts and carbon footprint to achieve a favorable atmosphere to run the business (Yagnik 2020).
Advantages and Disadvantages of PESTLE analysis
Advantages:
PESTLE analysis helps to identify external factors,it might be helpful in identifying external factors that may have an impact on their business. It also provides a comprehensive view of the external environment. It helps organizations to understand the complexity of the environment and how different factors are interconnected.
Disadvantages:
PESTLE analysis is time consuming. Collecting and analyzing data for all six factors take a significant amount of time and resources. It is only focused on external factors and may not provide a comprehensive view of the organization's internal environment. PESTLE analysis is not a predictive tool. It only identifies external factors that may impact the organization, but it cannot predict the future with certainty (AKMAN 2020).
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Figure 2: Porter’s Five Forces
(source: static.semrush, 2023)


The threat of new entrants: The athletic footwear and apparel industry in the United States is highly competitive, but the barriers to new entry are high due to the need for a significant amount of capital investment in different departments (Shih et al. 2020). Hence, the danger of new entrants is low. 
Bargaining power of suppliers: The market’s abundance of suppliers results in low bargaining power for any individual supplier (Moghaddas et al. 2022). Reebok has the option to source its products from a variety of suppliers and it has established long-term relationships in the market which provides some bargaining power.
Bargaining powers of buyers: The athletic footwear market of the United States has numerous options like Nike, Adidas, etc, hence the buyers have the option to choose from various brands, styles, and price points (David et al. 2021). A wide range of options available in the market gives buyers a high level of bargaining power. In the United States almost 33% among the total people who use sneakers responded that they like Reebok products (statista.com, 2023).  
Threat of substitutes: Consumers may switch to other brands as per their preference for lower price points, better quality, or more fashionable design (Kalashi et al. 2021). Reebok must differentiate its products and services by continually improving its quality and adapting to new market trends. 
Rivalry among existing competitors: The rivalry among these competitors is intense, and each brand strives to differentiate itself by offering unique products, designs, and marketing strategies. Reebok must continually innovate to achieve consumer preference. It has been discovered that, the online traffic of Reebok has decreased by 15.41% in the month of February, 2023 (similarweb.com, 2023).
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Figure 3: Reebok’s SWOT Analysis
(Source: business-to-you, 2023)

Strengths- This section depicts the strenghths of the book which provides it competitive advantages. Reebok unveiled the “Aztec princess” in 1979, which acted as their access point into the US economy. Reebok was the pioneering firm to launch athletic footwear for women in an era when others were not considered women. From then on, Reebok still has not underwhelmed its female core audience, developing an impressive female fandom. Reebok functioned in only 45 nations in 1990, however, after only 2 years, in 1992, that value rose to 140 (ZHANG and ZHANG, 2022). Reebok currently markets its items globally. Reebok can also broaden its client base and impress the consumer by employing a "multi-channel distribution strategy".
Weaknesses- This section discusses the weaknesses and vulnerabilities of a company which might pose serious threats in its operations. Any scandal that is unfriendly undermines the brand's notoriety. CrossFit alleged $4.8 million in a potential lawsuit in 2017, asserting Reebok was deceptive and unscrupulous. Another prominent scandal involved a German commercial tempting gym-goers to defraud their girlfriends rather than work out (Tu et al. 2022). These kinds of scandals weaken the connection between the company and its clientele, therefore, undermining the brand image. 
Opportunities- This section evaluates future opportunities for a company which might provide it advantages. The company has to engage with social networking platforms if it intends to remain at the forefront of the pinnacle of the eyes of the customer (Koziello, 2020). A downside that they face is that companies are missing a comprehensive digital presence or marketing strategy.
Threats- This section shows the potential threats of a company or an organisation. Reebok's key corporate area is footwear; as a consequence, the marketplace for footwear has a profound effect on the business. Furthermore, Reebok had to anticipate the dwindling trend for more premium footwear. This pattern might last for a prolonged time frame, and expenditures may gradually be pulled downward as a consequence (Pratamaet al. 2022). 
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Figure 4: STP model
(Source: productmindset.substack, 2023)

Segmentation: Reebok is a sportswear brand that targets a specific segment of customers based on various factors such as demographic, geographic, and behavioral factors. Reebok targets both men and women in the age group of 18-40 years, which is more likely to be fitness enthusiasts and are health conscious. Not only does the fitness Reebok segments its customers based on their lifestyle, but it also targets customers who are trendy, and have an active lifestyle. These customers are more likely to be interested in sportswear that is not only functional but also fashionable (Simon 2022). Reebok decided to conduct business internationally. where it divided up locations based on what the consumer wanted. One region will have different requirements for a product's attributes than the other regions.
Targeting: Reebok’s target audience is health and fitness enthusiasts, the brand’s target market includes both men and women who are seeking stylish, comfortable, and durable sportswear and footwear. Its products are designed to meet the needs of athletes who engage in various sports activities. Reebok recognizes different segments of its target audience and promote products as per their needs, preferences, and behaviors, and therefore may respond differently to marketing efforts. For example, Reebok offers performance footwear and apparel for professional athletes and fitness enthusiasts, but lifestyle footwear and apparel for those who wants to buy casual wear. Reebok also offers products designed for specific sports, such as running, basketball, and CrossFit, for customers with different interests and needs (Muravsky et al. 2022). This approach benefits Reebok to better position itself against competitors by identifying and catering to specific segments that may be underserved in the market.
Positioning: Reebok positions itself as a premium sportswear brand that offers high-quality products that are stylish, and durable. It is committed to promote fitness and a healthy lifestyle and also positioned itself among brands that are socially responsible and environmentally conscious. 
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Figure 5: Illustration of 4P’s of Marketing Mix Strategy
(Source: smushcdn, 2023)
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Figure 6: Reebok Instagram
(Source: Instagram, 2023)
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Figure 7: Reebok website 
(Source: reebok, 2023)
[image: ]
Figure 8: Newspaper
(Source: pinterest, 2023)



Product Strategy- Reebok’s product offering contains an extensive assortment for every customer base. The design of apparel is consistently intriguing since it integrates athletics with aesthetics (Sarlabet al. 2020). Rich textiles and innovation have been coupled to deliver ultimate comfort. “Reebok Classics” provided apparel, accessories, and shoes under two broad types namely “Always Classic” and “New Classic”. Reebok has made efforts to prioritize sustainability in its branding strategy, highlighting its use of eco-friendly materials and sustainable production processes. It  also has implemented branding strategies focused on product innovation, such as the launch of its "Floatride Energy" running shoe that uses advanced technology to improve performance and comfort (Jin and Shin 2021).
Place and Distribution Strategy- Reebok serves resellers, specialized stores, and showrooms. The storefronts are categorized into "limited-edition shops," "super-sale shops," and "one-of-a-kind shops," and also the firm's financial affairs are evenly distributed. Owing to its e-shopping approach, the firm has dramatically altered the notion of marketing (Kruse and Schultz, 2022). Furthermore, they are available on various online shopping platforms and mobile applications, namely "Amazon," and several others.
 Channels of Distribution
The organisation uses a different type of distribution network in order to reach out to a diverse client base quite easily throughout the world which can assist it in maintaining its reputation as a renowned MNC in the business market. Reebok uses the multi-user strategy of distribution which is discussed as follows-
   Wholesalers-By using this particular distribution strategy Reebok provides a large number of finished products to a specific organisation or person who sells the goods under the same brand name on the behalf of the company at a comparatively lower price that is prevailing in the market (So, 2022).
   Retailer -This distribution strategy allows the organisation to provide a limited number of products to a person or organisation who in turn sells those products under the brand name of Reebok o the consumers (Bai et al. 2021).
  Distributor -By using the distributors, Reebok can be able to efficiently maintain the stock at its different stores throughout the world (Czinkotaet al. 2021). Thus, distributors can be explained as the persons who are provided with the responsibility to deliver the finished products of the brand to its different outlets by collecting the products from the manufacturing hub of the organisation.

Pricing Strategy- While developing its apparel category, the team launched a competitive pricing policy. When demand increased, the strategy altered to "fair rates" as opposed to "typical costs". Cheap prices were previously estimated as introductory expenses. The firm utilizes a marketing approach characterized as the "skimming policy" as an outcome, the firm demanded a good amount for its upscale products (Li, 2022). 
Promotional Strategy- To help clients recognize its products in an enhanced manner, Reebok has embarked on an innovative promotional endeavor. Reebok engaged prominent sportspeople from the “NBA”, “cricket”, “football”, and “racing” as brand advocates. Professional actors and actresses are r engaged in Reebok commercial ad campaigns (Yang, 2022). Reebok has endorsed multiple sporting activities, including the “IPL”, and several others. Reebok has also collaborated with Cardi B and Gigi Hadid to promote its products (fashionunited.uk, 2023). 


Customer complaint process
In Reebok, customers can significantly put forward their feedback, reviews as well as complaints with the help of “Feedback mechanism”. The organisation asks for the authentic reviews from the customers after purchase through emails as well as online websites. 
[bookmark: _Toc130652589]Conclusion
In conclusion, it is, therefore, possible to deduce that concerning the marketing management strategic initiatives, Reebok divided their potential clients into groups based on shared characteristics, passions, and occupations for both sexes, such as tennis, hockey, and so forth. For men, women, and even children, Reebok can design, create, and sell athletic and fitness apparel. Regarding this trend, they have quickly grown their clientele significantly in both the athletic and fitness sectors. The brand incorporates both "physical" and "digital advertising" into their marketing strategy. The study has also included environmental market research, in addition to an in-depth analysis of the microenvironment and the role that marketing plays within the organization.
[bookmark: _Toc130652590](Question b)
[bookmark: _Toc130652591]Recommendations of future marketing strategies for Reebok.
In recent years, Reebok is encountering considerable issues that are affecting the business of Reebok and lowering its profit margin. Ansoff matrix inclusion will be highly beneficial for the organisation to mitigate the issues because it includes “market development”, “product development”, “diversification” as well as “market penetration”. To lower the impact Reebok may implement a dedicated risk management team for analysing and identifying potential risk factors that may obstruct the business for better “market development.” This Ansoff approach will not only help Reebok in identifying probable risk elements, but also in the development of efficient planning and effective decision-making process. 
Reebok may also start offering more discounts and sales for its loyal customers and targeted customers because as per Ansoff matrix “diversification” is necessary for market penetration. Diversification might lead Reebok to increased revenue by reaching new customer segments and expanding the company's product offerings. By offering new products or entering new markets, Reebok might be able to generate additional revenue streams and reduce its reliance on its existing products and markets. It might also help to mitigate risks by reducing Reebok’s dependence on a single product or market. Diversification also might help to extend the its brand by introducing new products. By leveraging its existing brand reputation and customer base, Reebok might introduce new products with a higher chance of success. These strategies will be beneficial for Reebok to attract a large number of consumers to the company and increase the brand value in the respective market. Recent lawsuits against Reebok have affected the brand reputation, thus the company must develop new strategies to regain its previous position in the market
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The new Reebok Workd Series
range was offcally launched in
mid-August, although some spe-
calist retailrs have been stock-
ing it for the last few months.
While not affecting the mid-price
end of the market where Reebok
s dominant, the intention has
been to attract the performance.
end with an appealing story to
rival those of Nike Air and Asics
Gel.

“The key to the World Series is
the Energy Retum System.
Beyond cushioning and stabiity
Reebok is one of a number of
companies that has. identfied
energy return as the next tech-
nological advance - giving energy
back to the runner with each
footfll. In Reebok's case this
extra spring in the step is pro-
vided by tubes of Hytrel laid
across the rearfoot in the heel.
The tubes compress on impact
and then spring back to_their
original shape. Hytrel s a plastic
polymer manufactured by the US
company Du Pont, widely used in
car bumpers as  shock absor-
ber. It is hard-wearing and vir-
tually indestructble.

At the moment, only two of
the three World Series shoes
feature the Energy Retum Sys-
tem. The World Best (€39.95)is
anout and out racing shoe replac-
ing the Paris and at only 169g is
devoid of any extra frils. The
World Trainer (649.95) and
World Road (639.95) both have
four Hytrel tubes in the rearfoot,
surrounded by polyurethane or
EVA for cushioning.

‘The Workd Road is the every-
day training shoe designed for
road or parkland, incorporating a
cleated/studded sole. Weighing
in at 355g its not light, and
looks rather old-fashioned with a
red, white and blue colourway.
However, the cosmetics are due
for @ revamp next year, and
Reebok s also thinking about
including extra forefoot Hytrel
tubes to beef up the front section
of the shoe.

World
Trainer

“The World Road s signiicantly
lighter at 270g, due to the
‘compression-mouded EVA mid-
Sole, and s primarly intended as
araceritrainer. There are as yet
Do women's shoes in the range,
but these are expected next
year. Made on a separate
women's last, the _women's
World Road will come in  variety
of ifferent colourways and have
a ot leather instead of a synthe-
tic suede upper. The price will be
the same as the me's model, as
will the price of the women's
World Trainer.

Next year there will be two
additions to the range. The ERS
Trainer G both men's and
‘women's versions) is a relatively
lightweight  shoe, about 260g,
retaling at around ©40. It fea:
tures the Hytrel tubes encased in
PU in a specal rearfoot section,
but the rest of the midsole is
compression-moulded EVA and
therefore lighter bt less dur-
able. The ERS Racer will be
slightly heavier than the present
‘World Best at 189g, but wilalso
incorporate Hytrel tubes in the
rearfoot, At_present, though,
Reebok is still deciding whether
or not to manufacture a women's
version of this model

Star promoter

Saucony has sigmed Steve Ovett
for an undiscosed amount on a
fiveyear contract to_ wear its
shoes and clothing. The deal is
being entirely funded by UK
distrbutors Open Chamyionship,
independent of the US parent
company.

Acconding to Siles Manager
Mike Tomkins, Steve Ovett wil
be actively involved both in
promoting the brand and n ofer
ng techncal advicefor new mod-
. “T was told that Ovelt has
been wearing our Siren racing
shoe out of choice,” says Tom-
Jins, S0 approsched him witha
view to making it a more perma-
nent arrangement. Despite not

No:
SUGAS

quaifying for _the Olympics,
Steve remains the runner’s run-
et — he must be one of the few.
athletes to get a standing ovation
during a heat.”

Saucony also intends to launch
a small clothing line for next
spring. Called the Ovett Racing
Range, it will comprise vests,
shorts, T-shirts, sweat tops and
pants, vith a long-sieeve top
ready for this winter.

Parting company

Formula Sport International and
Etonic have decided to end their
distrbution arrangement in the
UK after four years. Recently
the  Warwick-based _company
took over the distribution of the
Inter brand, which they have
decided to concentrate on. Eto-
nic's new distributor is Robbie
Brightwell, ex-400 metre rumer
and British team captain at the
1968 Olympics.

For further_information_con-
tact him at Abu Garcia Lid, 5
Aston Way, Middlewich Motor-
way Estate, Middlewich, Cheshire
CWI0 0HS. B 060 654 6921
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