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INTRODUCTION
As a project team member employed by an external consultancy by adidas I have been asked to conduct an environmental marketing analysis taking into consideration the key external influencing drivers together with an analysis of the internal environment and the role marketing plays within adidas a swot analysis is also included with recommendations for the future.
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Adidas is a worldwide company that creates and produces sports and everyday clothing, accessories, and footwear. The organisation was established in 1949 in Germany and has continued to expand to emerge as a few of the top sportswear companies globally. Adidas is well-known for its enduring three-stripe emblem and dedication to excellence in both performance and creativity (Adidas.com, 2023). Sports, athleticism, ecological responsibility, and social responsibility are all important components of the brand's culture. Having a huge global footprint and a strong position as a market pioneer in the sportswear sector, Adidas is widely recognised worldwide (Adidas.com, 2023).
MACRO ENVIROMENT OF ADIDAS
The macro-environment signifies how an organisation or industry's effectiveness is impacted by the macroeconomic circumstances in which it operates. The extent to which a company's operations are reliant on the state of the wider economy determines the degree of the macro environment's effect. The macro environment has a greater impact on cyclical sectors than it does on core staple industries (Tamplin, 2023).The macro environment contains elements that Adidas is unable to regulate but that have the potential to have a big influence on its company's operations..
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(Methodology, 2023)

Economic Forces- Inflation, interest rates, and consumer confidence all have an effect on Adidas (Vistage, 2022). Adidas may benefit from consumers' increased propensity to purchase the brand's goods during economic expansion. Nevertheless, customers may reduce their leisure expenditures during an economic downturn, which could turn out bad for Adidas (Hooley, et al., 2012). 
[bookmark: _Hlk134167863]Technological Forces- Adidas may benefit or suffer as a result of technological improvements. From one perspective, new technology can assist the business in product innovation and improvement. In contrast, if Adidas is unable to keep up with technical improvements, its rivals may overtake it (Tamplin, 2023)
[bookmark: _Hlk134167960]Political forces- For Adidas to function in a favourable climate, political stability is necessary. Trade restrictions, high taxes, and political turmoil all tend to harm a company's operations. Especially during times of war and civil unrest (Business Birmingham, 2022) (Smith, 2022).
Socio-cultural forces- Adidas' sales may be impacted by social aspects such shifting consumer tastes and socioeconomic movements. For instance, if there are signs of an increasing movement towards eco-friendly and morally-sound goods, Adidas must adapt in order to stay relevant (PESTLEANALYSIS CONTRIBUTOR, 2015). Which the company has done historically (Adidas.com, 2023) 
[bookmark: _Hlk134100723]Ecological forces-The business activities of Adidas have an enormous effect on the natural environment as a whole. The business may come under pressure to lower its ecological impact and implement ecologically friendly practises as consumers grow more environmentally alarmed (Royal Goverment of Bhutan,National Enviroment Commision, 2011). However, the company has acknowledged their global carbon footprint and have gone to extraordinary lengths to change this scenario (Adidas.com, 2023). 
[bookmark: _Hlk134097392]Legal forces- Adidas is bound by a number of regulations and legislation, including those relating to labour, commerce, and proprietary rights. The day-to-day activities of the firm may be significantly impacted by any alterations to regulations and legislation. Adidas may need to update its human resources procedures and policies, for instance, if employment regulations change (Bush, 2016).
Demographic forces- Age: Adidas caters to a wide range of demographics with their merchandise. However, the business frequently focuses on younger customers, especially those between the ages of 18 and 35 who are more likely to be physically active and engaged in exercising and participating in sports (Kotler, 2020).
Income: Adidas sells goods at a range of pricing points, from budget-friendly items to premium goods, managing price using various techniques for instance price skimming.  (Chernev, 2012). As a result, the business targets customers with a wide variety of financial levels, from conservative shoppers to those with more money to spend. Adidas markets its products to both men and women, with a concentration on sports and athletic clothing fundamentally creating customer value (Chernev, 2012). The firm is quite active in women's sports, especially in activities like jogging and working out.
Location: Adidas is present in more than 160 nations and does business there. Marketing and product plans for the firm may be regionally specialised, taking into consideration local demographics and cultural aspects (Global Canopy , 2022).
CRITICAL ANAYLISIS
Economic- Unfavourable 
Analysing the current climate of the economic forces at large has come across as unfavourable for Adidas due to the cost of inflation across the UK and globally world  (Office For National Statistics, 2023). The current inflation prices will take a toll on adidas consumers and also on adidas price margin on products keeping in mind their fierce rivalry with competitors.
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(Office For National Statistics, 2023)

 In the 12 months ending in March 2023, the Consumer Price Index (CPI) increased by 10.1%, down from 10.4% in February and from a recent high of 11.1% in October 2022 (Office For National Statistics, 2023). 
Technological- Favourable 
According to Adidas (Adidas Annual Report 2019, 2019)Strengthening their market position in the sporting goods sector and becoming the top sports company in the world need developing cutting-edge concepts that cater to the interests of customers and athletes. As a result, Adidas are still fully dedicated to keeping our idea flow full and original, developing cutting-edge technologies and operations, investing in sustainable facilitators, and investigating the potential benefits of digitalization throughout their whole value proposition.
Political- Unfavourable 
Brexit, the COVID-19 epidemic, and concerns over immigration and national identity are just a few of the causes that have the UK's political situation as of right now in a state of instability and uncertainty. On January 31, 2020, the UK officially exited the European Union. Since then, the government has been negotiating trade agreements with other nations and attempting to handle internal challenges like as the pandemic and socioeconomic injustices. Furthermore, there were a lot of incidents concerning UK politicians lately, including many resignations of prime ministers for personal or political issues. Theresa May and David Cameron both resigned as prime ministers over how their governments handled Brexit, while Boris Johnson has come under fire for how his administration handled the covid 19 pandemic and since then there has been Liz trust and now the current prime minister rishi Sunak, which concludes the instability of politics in the United kingdom. (theconversation.com, 2022).
Social-cultural- Favourable  
Gen Z is the largest generation in the globe and makes up over 25% of the global population, thus marketing to them is crucial. With over $140 billion in purchasing power in the US alone, they represent a significant consumer segment that is likely to grow as more of them join the workforce and acquire more financial independence. Understanding Gen Z consumers' distinctive traits and preferences is essential for businesses to remain relevant and competitive in the market. Gen Z consumers differ from consumers in earlier generations in many ways. Digital marketing is a crucial approach for connecting with and engaging Gen Z consumers since they are early adopters of new technology and have strong online connections.
Legislation- Favourable 
The legislation in the UK generally aims to level the playing field for companies doing business there, promoting fair competition and protecting consumers. However, the legal and regulatory environment of the nation has undergone major shifts as a result of the UK's departure from the EU, which became effective on January 1, 2021, particularly in areas like trade, immigration, and customs.
Numerous companies operating in the UK have been impacted by these changes, including those in the apparel and footwear industry. For instance, new regulations governing the import and export of products between the UK and the EU have put businesses at a logistical and monetary disadvantage. Changes to the immigration system have further impact the industry's access to qualified labour. However the u.ks laws are fundamental to human rights and uphold high clearly defined employee protections and fruitful in diversity and population. In addition, due to adidas’s positioning strategy the company is effected in minor ways within the united kingdom’s corporate infrastructure (Boquen, 2023).
Ecological- Favourable 
Adidas has been working on environmental issues and sustainability, but there is always potential for development. The business has started measures recently to lessen its carbon footprint and usage of plastics, including employing recycled materials in its goods and packaging. Adidas has also pledged to phase out the usage of virgin plastic by 2024 and to utilise only 100% sustainable cotton (Adidas Annual Report 2021, 2021).
Demographic- Favourable 
Adidas has been working on environmental issues and sustainability, but there is always potential for development. The business has started measures recently to lessen its carbon footprint and usage of plastics, including employing materials that have been recycled in its goods and packages. Adidas has also pledged to phase out the usage of virgin plastic by 2024 and to utilise only 100% ecological cotton (Euromonitor international , 2023).
ADVANTAGES AND DISADVANTAGES OF MACRO ENVIROMENTS 
The following are some benefits and drawbacks of the macro environment (Wallstreetmojo Team, 2023).
Advantages
· aids in the identification of opportunities and dangers- By analysing the macroenvironment, organisations are better able to pinpoint opportunities they can take advantage of and hazards they must lessen. They may use this knowledge to make well-informed judgements regarding their corporate strategies.
· Gives a larger perspective- The macro environment encompasses variables like as political, economic, social, technical, environmental, and legal variables that are external to the organisation. Organisations may gain a better understanding of the business environment and the greater picture by analysing these aspects.
· Strategic planning is made possible by knowing the macro environment, which enables organisations to create long-term strategies that account for possible environmental changes. They can better adjust to the environment as a result.
Disadvantage 
· Factors outside the organization's control-it can be difficult to foresee how changes in the environment will impact the company. It may be challenging to create future plans in the face of this uncertainty.
· The macro environment offers a wide view, but it might not be adequate to handle the particular problems that different organisations have. As a result, organisations might need to add more specialised research and analysis to macro-level analysis.

PORTERS FIVE FORCES
An industry's competitive climate may be analysed using Porter's Five Forces as a framework. It was created by Michael Porter in 1979 and aids firms in understanding the factors that influence industry rivalry (Lampel, et al., 2014). The danger of new competitors, the negotiating power of consumers, the bargaining power of suppliers, the threat of alternative goods or services, and the intense nature of rivalry in the marketplace are the five factors. Businesses may create strategies to compete more successfully in their sector by recognising these influences (Porter, 2008).
Threat of new entrants are- Low.
Adidas dominates the sports footwear and clothing sector with a considerable share of the marketplace, making it challenging for new competitors to establish themselves. It is challenging for fresh competition to break into the marketplace since the firm has developed ties with manufacturers, distributors, and retailers and intermediaries (Henry, 2008).
Bargaining power of suppliers- Medium. 
Adidas purchases its primary supplies from a number of different vendors, which lessens the negotiating leverage of individual vendors. However, a supplier's negotiating power may improve if they have a special material or technique which is required (Henry, 2008).
Bargaining power of buyers-Medium 
Customers have a limited amount of negotiating power since there are several rivals in the market selling comparable goods, providing consumers additional alternatives. Although Adidas has a great brand reputation, it is challenging for customers to convert to another brand (Henry, 2008).
Threat of substitutes- Medium 
Given the variety of brands in the sports footwear and clothing market, the danger of alternatives is mild. Customers are less likely to migrate to a competing brand, nonetheless, due to Adidas' strong brand recognition and high level of consumer loyalty (Henry, 2008).
Competitive rivalry-High 
Other well-known companies like Nike, Under Armour, Puma, and Reebok fiercely rival Adidas. While pushing creativity and marketing, this intense rivalry also puts demands on price and economic viability (THE INVESTOPEDIA TEAM, 2022).

SWOT ANAYLSIS
	Strengths

· High brand awareness for reliability and creativity.
· Variety of products that includes accessories, sporting goods, and footwear.
· Concrete alliances that have been successful with celebrities, athletes, and designers

	Weaknesses 

· High rivalry with other well-known companies like Nike and Under Armour



	Opportunities
 
· Expansion into new product categories and markets, such as horse-riding competitions and equipment or Water sports and equipment 
· Increased attention on environmental protection and sustainability
· Investing in technology for developing and manufacturing new products

· Research and develop more innovative ways to utilise the E-commerce and social media communications.


	Threats

· Purchase behaviour variations and economic downturns
· Increasing competition and shifting customer tastes
· counterfeit goods and stolen intellectual property.
· Key markets uncertainty and turbulence political and economic turmoil
· undesirable media coverage and reputational harm resulting from ethical or legal challenges.




[bookmark: _Hlk133926210](STP MODEL) SEGMENTATION, TARGETING, POSITIONING. 
According to (Hooley, et al., 2012) The segmentation, targeting, and positioning (STP) marketing strategy is a well-known strategic marketing method. With an emphasis on commercial effectiveness, STP marketing identifies a company's most lucrative market segments before creating a marketing mix and product positioning strategy for each one. A bigger market is segmented into smaller groups of consumers that have similar demands and traits. Targeting is the process of deciding which of these sectors to concentrate on based on elements like size, profitability, and growth potential. Positioning is developing an appealing brand image and value proposition that distinguishes a company from rivals in the target market (chernev, 2012).
SEGMENTATION.
Adidas segments their market based on a variety of factors, including geographic, demographic, psychographic, and behavioural factors (Chernev, 2012).
Geographically, Adidas is a worldwide company that focuses on economically developing regions like China, India, Southeast Asia, and Latin America.
Adidas markets to consumers of all ages, genders, and financial brackets. However, it primarily targets younger generations and young adult consumers who enjoy sports and streetwear.
psychographic-Adidas markets to customers who value performance, style, and quality. The trademark is linked to virtues like energy, originality, and distinctiveness.
Behavioural: Adidas markets to people who are athletically motivated, active, and have an appreciation for streetwear and fashion.
TARGETING. 
Adidas targets several customer groups with various products and marketing techniques based on the segmentation study (Chernev, 2012).Adidas Performance, for instance, caters to customers passionate about sports and athletic performance, whereas Adidas Originals targets customers enthusiastic and interested in about urban clothing and fashion (Hooley, et al., 2012).
POSITIONING.
Adidas has established itself as an elite sports and leisure brand by providing creative, high-performance products that meet the expectations of its target market (Chernev, 2012).By supporting prominent athletes and relatable activities, partnering with fashionistas, and spending money on advertising strategies that highlight its values and mission, the brand has developed a solid sense of identity. In general, Adidas has been able to set itself apart from its rivals by emphasising creativity, craftsmanship, and design, as well as by concentrating on various customer categories with multiple lines of products and marketing techniques (Lynch, 2012).
MARKETING MIX STRATIGIES 4P’S
Adidas promotes its goods and brand through a variety of marketing mix components. Product, pricing, promotion, and place are all components of the marketing mix, referred to as the 4Ps of marketing. Adidas employs each component as follows (Chernev, 2012):
Product - Adidas provides a variety of goods, such as athletic shoes, clothing, and accessories for a number of sports and activities. The business also works with designers and famous people to develop one-of-a-kind items, like the Yeezy line Kanye West created. Furthermore, by utilising the technique of strategic alliances (Trott, 2012) The company has been able to build more awareness and value by collaborating their product into socio-cultural trends (Hooley, et al., 2012). Additionally producing leverage over competitors (Hooley, et al., 2012)
Price - Adidas positions itself as a high-end brand with premium goods by charging a premium price. In order to cater to clients who are price conscious, the firm frequently runs specials and discounts at specific seasons of the year (Chernev, 2012). Manging price allows the company to exercise their positioning within the market and again an opportunity to build value over their competitors (Hooley, et al., 2012).
Promotion - Adidas utilises a number of promotional strategies to advertise their goods, such as endorsements, social networking sites, and advertisements. The corporation supports high-profile events like the Olympics and World Cup and collaborates with athletes, sports and national teams, and festivals to market its goods. the continuation and development of promotion is vital for the company to maintain its current market position (Hooley, et al., 2012).
Place - Adidas's merchandise can be purchased through a range of channels of distribution, including its own physical stores, a retail website, and independent merchants. Retail pop-ups and special-edition launches are other strategies the firm use to build excitement and scarcity around its goods managing the products and services it provides (Chernev, 2012).
RECOMMENDATIONS /ANSOFF MATRIX
My suggestions for adidas are centred on the Ansoff matrix. Due to the fact that marketing has to be discovered and analysed in order to source marketing opportunities and build strategies for seizing them (kotler, et al., 2020), I have selected two methods from the matrix that I feel can offer value and enhance brand recognition.
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(Ward, 2023)

Market Development- Adidas may improve sales and revenue by introducing its product lines to new geographical areas. Adapting to the local culture, the business can potentially explore emerging markets by reaching out to new client groups with its products, innovating them to provide ethical suitability. 
ADIDAS LAUNCH IN AFRICA
Africa's sub-Saharan region has progressively traded in its traditional allies, including the US and the EU, for new ones in developing economies in the past few years. Exports from the area have decreased by 66% to the US since 2006, but exports to nations like Turkey and Russia have increased by 2x and 3x, proportionately.
This change in relationships arrives as Africa enters an exciting period boosted by the potential of the landmark free trade agreement known as the African Continental Free Trade Area (AfCFTA), which will go into effect in 2020. It also coincides with increased visa accessibility and financial regulation harmonisation thanks to West Africa's new Eco currency. African nations have the opportunity to begin in the coming years by utilising this advancement to change from a reactive to a proactive approach to diplomacy by forging new connections with significant rising markets. For Africa, 2020 signifies the start of 21st-century partnerships rather than a 21st-century chase for the African continent (fokuo & Ochieng, 2020).
Additionally, the amount of population of people and geographical landscape Africa provides is an opportunity for corporate expansion and increased revenue. Furthermore, looking at the recent stars to emerge out Africa in sports and music it would be ideal for adidas to begin a marketing plan and launch to solidify ground and leverage before rivals like Nike enter the emerging market.
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(Motivasi Blog, 2023)

Product development -Adidas can create new items or iterations of current ones to meet evolving demands from customers and keep a step ahead of its rivals.
THE ADIDAS HiJAB FOR SPORTS (RESPETORY CLOTHING) 
After doing some research online and looking at the product already available by adidas it was disappointing due to the lack of design, promotion, and variety (Adidas.co.uk, 2023). 
My suggestions for adidas are to redesign the hijab without offending culture and or removing the ethical use of the hijab, this can be done by collaborating with a hijab wearing community and identifying the minor issues. 
Secondly look into the fabrics that can be used by the respiratory clothing technology the company possess and merge both aspects together.
Thirdly product test, introduce the product to a small amount of customers and request feedback. Then carry out an alteration if needed to suit the targeted customer and begin to produce colourways, fluorescent, and bold versions. Also provide full face hijabs and half face hijab to provide more choice.
Although adidas has already got a hijab line it needs development, and these suggestions will actively aid in developing the product. Marketing is essential to promote the product and build anticipation and excitement for the product without the correct amount of marketing this product will continue to be at a stationary level and not a high valued product to adidas.   
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(Adidas.co.uk, 2023)
CONCLUSION
For the finest customer value chains and brand recognition, it is essential to analyse the macro environment utilising the STP (Segmentation, Targeting, and Positioning) model and comprehend strategic marketing concepts and the 4Ps marketing mix. Organisations may locate the most desirable market segments, effectively target them, and position their goods and services to satisfy the requirements of their clients by employing the STP model. Using this strategy, businesses may develop a unique value proposition that appeals to their target market and increases brand recognition like Adidas. Organisations may acquire a competitive edge and succeed in the long run by fully comprehending the value of strategic marketing and implementing it in their operations.
I have learned skills like market research, segmentation, targeting, positioning, and branding by employing the strategic marketing concepts. These abilities are necessary for developing powerful marketing plans that promote company expansion. Additionally, the capacity to assess the macro environment can assist people in taking sensible judgements and adjusting to shifting market situations. Not only are these talents useful in marketing, but also in other business sectors including product development, sales, and customer service which I will be using in the near future .
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Figure 1: Annual CPIH and CPI inflation rates ease in March 2023, back to
around January levels
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