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                 Processes and stages of marketing  
        Including role of the marketing mix

Introduction:
[bookmark: _GoBack]Adidas is a company that developing the purchasing power or exploring to express their personality by different product choice. Adidas was founded in 1924 in Germany by Adi and Rudolf Dassler. On the name of founder at first the company named Dassler shoes and later it was named Adidas. At the very beginning, the Adidas Company became famous by sponsoring Olympic Games and to start the company’s goal with the name Dassler shoes. Once the company name changed to Adidas the famous three strips logo created to keep the foot stable and ending up. The framework of Adidas uncover or inspire new brand of strategy, it provides some tools and techniques to use as a history, it also accurate the strategy to embed history and different brand expressions effectively important for corporate brand strategy making. The history enriches the understanding of organizations by reconstructing the human acts (Kieser, 1994), the inspection of history identify historical elements and resources that relevant to current concerns. It also motivate people for changes, overcome challenges and help them to act the strategies. In addition, the promotion authenticity and legitimate strategy which is a unique and encouraging attributes for employee and stakeholder identification (Hatch and Schultz, 2017).   


Analysis:
However, Adidas is a largest sports brand around the world where the brand name recognize with three stripes logo in markets. The analysis of the business or enterprises is characterized in modern external environment such as dynamism, complexity and uncertainty. The SWOT analysis of the field defines the direction of company, strategic directions as well as strategically decisions. The fields also reduce the threats, the much number of weaknesses and the conditions of the organization changes in the market (Saray, 2010, p.18). 
Political and legal factors: political stability, judicial system, legislative, taxes and policy of foreign trade rules.
Scientific and technological: support of production, availability, expenses, applications e.g.
Social and cultural: Education, language, communication, religion, customs and norms.
Strengths and competitive advantage:
Adidas has demonstrated and developed many strengths where in past company had ups and down. Currently, the company is competitive and one of those targeting brand around the world where the success of the brand results leveraging the strengths and infrastructure. Some of the most influential processes like legacy, brand recognition, innovative designs and marketing, celebrity collaborations and endorsement, consumer and athlete input those are the strengthens and competitive process. To discuss, Adidas has legacy for its self and manged successfully providing sportswear over the years. Adidas is high performing sportswear with a reputation for well-made, comfortable, stylish and an iconic legacy as an outstanding brand (Barker, 2017). United States brand awareness (2014) survey conducted in its various forms and logos equipment become synonymous. Adidas also worked for unique three stripes to make sure similar to what Adidas frequently does with its own clothing company (Foley, 2017). As an awareness of brand recognition (2014), Adidas icon has the highest recognition level with 81 percent of survey participants in 2014. In addition, innovation is an area has excelled in as of late. The Experimentation with trendy fabrics, shapes and colours for shoes along it has played classic and successful role and design. Technological innovations for example boost line and ALPA bounce shoes have become very popular beyond this, 3D printing to create high-tech, 4D manufacturing process and creative marketing process has helped launch Adidas to new level of success (Kell, 2016). Leading the way for successful, partnership have brought plenty of attention to Adidas which is most important indorsement to the company at the moment. Primary point is now open source creative process. A couple of example, parley for the ocean project out of which ultra-boost sneakers made from plastic ocean waste were born. By the kind of idea, Adidas has the opportunity to implement diverse ideas to interests’ goal to the customers. 


Weaknesses:
Despite some strong position of Adidas, it has most important weaknesses but the company has least mitigating risks for continuing to improve its position.
Athlete representation:
The Adidas Company has a big name brand under athletes lacking or comparing with other competitors. Comparing with other brand competitors for example Nike has locked down to represent its brand under athletes or other sport like basketball (Badenhausen, 2018).
Slow design turnaround:
It is important for the company to keep up the trends and getting new designs to the market quickly. Adidas is a company that averaging 18 month period between designing the products and reach them or new design products to customers (Peterson, 2015). As a result with a long around time, the timing put the new product in risks for missing out on sales or trends.
Dependence on external manufacturer:
Adidas Company has chosen for most of its production and strategies despite of 700 external factories or its production. Adidas Manufacturer Company cannot control their quality production system as carefully because of Adidas does not have as much control over the manufacturing process or changes made by the manufacturer that they are dependent so on.
Opportunities analysis:
North America potential market share:
Adidas sportswear has an enormous market share in North America since there market place and low market share. North America represents a huge growth of company for the opportunity. This is the strategy that adidas grab market share from other competitors and company’s top priorities.
Social responsibility:
Through programs, Adidas already shown that the idea of social responsibility throughout the world (Erkilic, 2018). If Adidas capitalize on this or create an image as a responsible company it could improve the brand image and more sales.
Threats:
There are five porter factors such as competition, potential for new entrants, power of suppliers, power of customers and substitute products.
Competition: competition is high through sportswear and lifestyle markets brand like Nike, Puma and more which a threat of a company to exist is.
New entry: Brands like new company entered to the market and have been successful for example under armour, lulu-lemon.
In addition, the new companies facing problem for large scale of products, distribute them which is a barrier for entry to large market place.
Supplier power: supplier power is high where it has great reliance on contracted manufacturers that provides considerable amount of power to suppliers but the power has reduced for different manufacturers in the company.
Buyer power: buyer power is medium that buyer can buy anything from market which has no barriers. There are so many sportswear buyers who can switch   
If the brand recognition is desirable to them and paying for any brand in the market.

Substitution: substitution is low that consumers comes from non-premium brand but these likely come from without brand reputation and high-performance.
PEST analysis 
Pest analysis provides information about external factors that could affect the organization on company’s present situation.
Political: In United States many companies are being affected by new barrier imports from China. CEO Kasper explained that, Brexit played a major role on the impacts of economy in the UK and the company stagnating sales in Europe but the manufacturing for Adidas across the globe that the political issues are not a major concern (Taylor, 2018).
Economic: economy can be a best way of performing industrial company like Adidas. When the stock market is trending upward than the market price attempt reduce to sell them in hardship economy. But when the employment sector is high Adidas will be in a better position with better quality of products. 
Social: social trends has great impact on market place or company like Adidas. For example FIFA world cup, Olympic Games provides more visibility in brands or company. For example Adidas has taken step for social visibility impact by contracting as an official sponsor with FIFA world cup until 2030 (Holmes, 2018). In addition, Adidas contributing or trends like environmental responsibility likely parley boost sneakers for the reduction of ocean plastic (Erkilic, 2018).
Technological: Adidas is working in different world from the company was born. Adidas adopting with technology for reduction of waste and inventing new technological process like 4D innovation process which thought previously and related trends of marketing and consumers that means effectively use of internet (Erkilic, 2018).
Strategies:
Adidas different strategies could be used more effectively for mitigating risks from external threats or weaknesses. 
High-profile college athletes: many high profile college athletes do not join the NCAA and respective professional league every year. To build the brand, Adidas has no reputation with these athletes or sponsoring them for high recognition of the brand in their earlier professional careers (Perez, 2019). 
Sponsoring more teams: by sponsoring more teams the company can gain or explore its gear. Comparing in couple of years ago in 2019, NCAA Basketball tournament where Nike Company sponsored 40 teams that Adidas had only 11 teams (Barrabi, 2019). Therefore Adidas should minimize the gap with Nike to improve its exploration where NCAA Basketball is one example to promote its products.
Four elements of marketing mix:
Product: the products can be sold with quality and complex set of benefits or can be used for the customer needs.
Price: the price determine the level of benefits that it has included in price which service offered for sale or includes issues such as discounts, list prices, credit, repayment term and conditions.
Place: the activities include communicating with the customer, benefits features such as advertising, personal selling, sales promotion, public relations and direct marketing.
Promotion: process of moving products from the producer to the intended user such as distribution channels, market coverage, and product inventory, transportation and distribution sites.
                               (Suherly, 2016)
 
Conclusion: 
To conclude, Adidas has implemented to be a one of the most profitable companies in the athletic and sportswear culture. The companies income statement, balance sheet, cash flow, ratio increase its profits by decreasing the company’s expenses and liabilities. Moreover, Adidas has decreases in total liabilities in 2.43% in 2010 at the same time increases total assets 3.57% that the Adidas Company managed the way to achieve in future and top spot at the world’s sportswear brand (David, 2011).  
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