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[bookmark: _Toc124440711]PESTEL on Adidas
[bookmark: _Toc124440712]Political Aspects
Adidas is a household name in the retail market since it manufactures, supplies, distributes, and ships to several nations worldwide. Business expansion on a worldwide scale necessitates the maintenance of multinational supply chain networks compliant with country-specific standards. Adidas employs political issues as one of its primary techniques for combating counterfeit goods. Adidas adheres to the laws of each country, which primarily concern product safety requirements, consumer safety product regulations, labour laws, and international trade agreements. However, it manufactures its goods in poor nations to lower production costs (Frue, 2017).

[bookmark: _Toc124440713]Economic Factors
Seventy percent of the entire income of the sports sector is generated by the 50 largest corporations. Adidas is one of the largest corporations in the sports sector that must take economic issues such as unemployment, taxation, interest rates, inflation, wage rates, and price sensitivity into account. The majority of the consumer's lifestyle choices are determined by the preferences of the company's products. The products of Adidas are regarded as premium stuff. It manufactures its items in China to decrease labour expenses. It carefully adjusts pricing to maintain market competitiveness (Farooq, 2019).

[bookmark: _Toc124440714]Social Aspects
Social factors such as client preferences, lifestyle, religion, and culture impact Adidas' success, brand image, and customer retention. When formulating choices and implementing the strategy, Adidas must consider its consumers' requirements, beliefs, and communities. As individuals become increasingly health-conscious and desire an active lifestyle, this trend is expected to continue. Adidas takes this matter seriously and provides the highest quality athletic footwear, fitness accessories, and clothing. It influences the industry's favourable brand image. Social media also plays a significant part in this element since it helps Adidas increase sales and brand recognition (Wiselancer, 2021). 

[bookmark: _Toc124440715]Technological Elements
As a multinational sportswear manufacturer, Adidas must be technologically efficient. Utilizing cutting-edge machinery, it conducts testing on all manufactured goods to ensure that they meet industry requirements. It believes in maximising the effectiveness and performance of industry participants. It favours using natural materials. Increasing its online sales via its social media and website channels is a priority for Adidas. Fitbit gadgets are becoming more popular in the health care industry. This will pave the way for future expansion and provide new opportunities (Farooq, 2019).

[bookmark: _Toc124440716]Environmental Factors
People are increasingly more concerned about environmental protection, and they support firms that work to save the earth and provide ecologically beneficial goods. Adidas has responded to this customer issue by asserting that its production facilities adhere to environmental rules and operate in a constrained manner. This results in a decrease in compound emissions. In addition, it created waste reduction initiatives and emphasised materials and production techniques. They strive continually to reduce their carbon impact and avoid utilising petroleum-based goods (Adidas, 2021).

[bookmark: _Toc124440717]Legal Factors
Adidas has intellectual property procedures, licenses, and registered designs to prevent infringements. These patents give protection under the law for the company and help eliminate counterfeit businesses. It has distinctive manufacturing on three parallel, equidistant stripes with same widths and orientation on all headgear, footwear, and apparel. It supports athletes and celebrities in conformity with all sales growth norms and regulations. (Frue, 2017).

[bookmark: _Toc124440718]Conclusion
Numerous problems have surrounded Adidas' sponsorship of cheap pay in underdeveloped nations, therefore breaking fundamental labour regulations. This is done to lower production costs. However, they attract health-conscious clients and introduce new designs frequently to entice them.

[bookmark: _Toc124440719]Potters 5 
[bookmark: _Toc124440720]Adidas Competitive Rivalry:
Nike, Puma, New Balance, and Asics are Adidas's primary rivals. The company's primary footwear sector rivals are Nike and Under Armour, which control 62% of the US Sports Footwear market.
[bookmark: _Toc124440721]Adidas Bargaining Power of Suppliers:
Asia is where Adidas's suppliers make their items. Therefore, the firm is compelled to pay greater rates for its supplies, making it impossible to maintain both low costs and adequate profit margins. Adidas, for instance, is 70 percent vertically integrated, which implies that the company manufactures its own shoes.
[bookmark: _Toc124440722]Adidas Bargaining Power of Buyers:
Adidas' primary consumers include department shops, speciality retailers, and direct sales. Despite the increase in online sales, Adidas's brick-and-mortar stores continue to provide the majority of its revenue, accounting for 58 percent of its overall revenue. In addition, several sporting events, such as the Olympics, prominently advertise Adidas merchandise. Due to the infrequency of these occurrences, this is not a significant impact on a daily basis. However, it does boost brand visibility and has the potential to increase brand loyalty among customers who want to support businesses who have actively contributed to the growth of sports.
[bookmark: _Toc124440723]Adidas Threat of Substitutes:
The primary entrance obstacles for Adidas are a robust distribution network and a high degree of brand recognition. In addition, Adidas runs the danger of losing market share to its competitors if it fails to adapt to changing fashions. Nike, for example, has been more successful in building itself as a lifestyle brand as opposed to focusing just on sports equipment.
[bookmark: _Toc124440724]Adidas Porter’s Five Forces Conclusion:
It is not usually possible to swap sportswear from different brands or even from different manufacturers. For example, Adidas sneakers may not be compatible with Puma or Asics footwear. The same holds true for other types of athletic footwear, including soccer cleats and running shoes.
Adidas has a strong relationship with the market, since its goods are now in great demand, making it simpler to sell products and increase net revenue. Adidas has a competitive advantage because to its strong brand awareness, unique designs and patterns, and low manufacturing costs, which enable it to retain high profit margins.
[bookmark: _Toc124440725]SWOT of Adidas
[bookmark: _Toc124440726]Strengths
Adidas is considered one of the most lucrative accessible sports brands. According to Forbes, the value of its brand is $6.8 trillion, which places it in third position.
An Iconic Organization with a Recognized Pedigree: In its whole long, long and rich history, Adidas has developed a recognised heritage and legacy by impacting and affecting numerous elements of global society.
Development for New Products: Since its inception, Adidas has prioritised product quality. Innovative, high-quality items contribute to the expansion of the company's consumer base.
[bookmark: _Toc124440727]Weakness
The bulk of Adidas's goods are outsourced to third-party or independent manufacturers, primarily in China, Cambodia, and Vietnam. This has raised the likelihood that Adidas relies too much on foreign suppliers.
Adidas charges a premium or a high price for its items, which has alienated those with low means.
Adidas Group's portfolio comprises primarily of something like the Adidas and Reebok brands, limiting the group's range of athletic apparel, equipment, and accessories.
[bookmark: _Toc124440728]Opportunities
In recent years, the amount of individuals who make online purchases or use e-commerce sites has increased considerably. Adidas has incorporated Instagram's checkout feature into its transmission networks, resulting in a 40% boost in online sales over the first three months of 2019.
The increasing prevalence of exercise and sports shows no indications of abating in the near future, ensuring that the need for sportswear products and assortments will continue to grow.
Investing in Intelligent Materials: Technological advancements have allowed the fabrication of new composite polymers that are better and more efficient than traditional materials.
[bookmark: _Toc124440729]Threats
As a result of globalisation and technological improvements, which have aided the entrance and infiltration of small and midsize enterprises, rising competition is Adidas' biggest challenge.
Supplier Dominance: Since Adidas outsources a substantial amount of its product production, the manufacturers have more negotiating power than the corporation.
Adidas lost the part of the multi logo trademark case before the General Court of the European Union in 2019, leaving the company susceptible to infringement.

[bookmark: _Toc124440730]STP (Segmentation, Targeting, and Positioning) of Adidas
Segmentation, Targeting, and Positioning are abbreviated as STP. Below are brief descriptions of these:
[bookmark: _Toc124440731]Segmentation
Essentially, segmentation is the act of breaking the company's mass market into several groups of related categories. This aids in gaining a competitive advantage on the market and gaining a better understanding of the client base.
The many degrees of Segmentation marketing employed by Adidas enable the business to divide the vast market into tiny consumer groups on which it focuses independently.
[bookmark: _Toc124440732]Targeting
Targeting is the phase that follows categorization, during which brand defines the market segment it intends to focus on and formulates a strategy accordingly.
Adidas selects categories for its marketing plan, activities, and sales mostly based on its size & growth, market attractiveness, and ambitions & resources.
[bookmark: _Toc124440733]Positioning
Positioning is the final phase of the process, in which the firm creates its marketing campaign to resonate with the target market. Adidas positions itself in this instance as a Creator Sports Brand.

[bookmark: _Toc124440734]Adidas 4Ps
[bookmark: _Toc124440735]Product 
Adidas is a well-known company in the athletic wear segmentation. The company is the biggest manufacturer of athletic apparel around the world after Nick. It designs and create footwear, apparel, and accessories. It produce merchandise for men, women, as well as children.
Adidas sells footwear, apparel, collectibles, sports, and back-to-school items. Each subcategory has a substantial amount of items. The apparel category, for instance, comprises shorts, pants, tracksuits, swimsuits, hoodies, sweatshirts, joggers, outerwear, nightwear, active wear, football shirts, etc. In addition to producing balls, Adidas also manufactures bags, backpacks, towels, eyeglasses, gymnasium and exercise bags, spectacles, gloves, and watches.
[bookmark: _Toc124440736]Pricing 
Price is an essential component of Adidas's marketing mix (4Ps of Adidas). Adidas items are priced at a premium. The items are designed for wealthy consumers. Customers with affluence perceive that things with greater pricing are of higher quality.
However, high price has its own challenges. Many normal persons are not able to acquire the products, for instance. People from underdeveloped countries can find it more difficult.

[bookmark: _Toc124440737]Place/Distribution 
[bookmark: _Toc124440738]Adidas items are available everywhere in the globe. They are sold via franchises, retail shops, an internet website, and e-commerce websites. By advertising on its online and on e-commerce platforms such as Amazon, where customers can make purchases whenever required, Adidas can reach a vast audience.
Promotion 
Through television, print publications, newspapers, and social media, Adidas advertises its products. In addition to club teams like Real Madrid, it also supports national teams like Spain, Germany, Argentina, Mexico, etc.
[bookmark: _GoBack]Adidas uses celebrity endorsements to market its goods. Beyonce, Kanye West, Stella McCartney, and Lionel Messi are some of the superstars that have partnered with the firm. However, it should be recognised that corporate sponsorship is an expensive game.

[bookmark: _Toc124440739]Recommendation 
[bookmark: _Toc124440740]Market Penetration
Due to the well-known brand image of Adidas and other items, the firm will gain greatly from expanding into new areas. Instead of modifying its goods to enter new markets, the company should use its current products and customer base. By entering new markets, the company may expand its sales without changing its marketing strategies. Adidas may penetrate new markets by luring the customers of its rivals, convincing them of the greater quality of its goods, and providing superior customer service. Moreover, it may attract new customers who are not already using the products by establishing attractive advertising campaigns and offering discounts. It is not required for a company to enter new markets, but it must be able to retain its current clientele by enticing them to purchase more of its products, providing loyalty cards and memberships, etc. Adidas can expand its customer base more efficiently by using dynamic advertising methods which will dominate the present market. Pricing may be considered as a market penetration element. All of this may be done by placing brands on the marketplace strategically.

[bookmark: _Toc124440741]Diversification
Diversification is viewed as a risky strategy since organisations may suffer significant losses if they broaden without knowing which kind of enterprises will provide the greatest profits. It is possible for Adidas to diversify its company into different departments across which it should either bring existing goods to new markets or launch new products in new areas. As the diversification method includes substantial financial risk, Adidas may discover the diversification strategy to be one of its finest possibilities if it can manage its expenses. As the company is now in a strong financial position, it must examine the benefits of fresh ventures into new markets before deciding whether or not to diversify.
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