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INTRODUCTION


In the first part essay is described the role of marketing in creating value for customers for the multinational sportswear company, Adidas.
The role of the stakeholders in the multinational sportswear company Adidas and how they have an impact with each other is analysed in the second part.

The name Adidas was foundered by Adolf “Adi” Dassler after the second World War on 18 August 1949.
Adidas came out of the foundation of Gebrüder Dassler Schuhfabrik, (Dassler Brothers Shoe Factory). A venture between Adi and his brother Rudolph. At the 1936 Berlin Olympics Adi gave shoes to Jesse Owens, who subsequently won four gold medals in them.
The brothers fell out in 1948 with Jonah going on the found the sportswear company Puma.
Both company headquarters are in Herzogenaurach, Germany.
By the 1960s Adidas had become the number one sports footwear producer in the world, with one model, the Superstar, still being in production since then.
Adi died on 6 September 1978, the company passing to his wife Käthe and their son Horst. Horst died nine years later, and in 1987, Adidas was made a private company. It stayed family owned until it was eventually being bought by investors.
(Rodriguez S., Dec 2017)



MAIN BODY

1. The role of marketing in creating value for customers.


Marketing Concept

A definition
The marketing concept can be defined as meeting the needs of the customer better than anybody else. Its point is to satisfy customer needs. 
The idea is to learn what the customer wants and make the right product that satisfies that want. Find the right product for the customer rather than looking for a market for your product. This should give more customer value and leads to greater customer satisfaction.
(Katai R., 3 May 2019)
For the customer this has the advantage of the right product rather than the best fit product.

Adidas always implements the marketing concept for each product, doing a lot of market research to find out what their customers want. Nowhere more so than in the footwear department, Adidas’ largest market. After research they will use the latest technology to produce the most advanced product available, again testing the market and pressing ahead with production when feedback is positive.
The most common way it now does this is combining digital marketing strategy into its marketing concept.
It uses online and modern technology to get feedback directly building faster communications with users and customers. This makes the process more interactive with a greater client consumer relationship and also helps nurture brand alliance.
Modern technology allows for greater interaction between producers and customers and Adidas are using this to better forward their marketing concept, which in turn leads to a product that the customer wants.
This plays to the advantage of both Adidas and its customers. Adidas are able to produce a shoe or other product that has a ready market and customers get the product they want.
(Madara D., 2018)


[bookmark: _GoBack]Branding

A definition
Branding helps to distinguish and identify a company. A brand, in essence, captures a company’s identity.
Branding increases brand awareness. It makes a product recognisable as belonging to a particular company, projecting perceptions of that company on to the product. It is a way of showing a goods’ value. (Cohen H., 8 Aug 2011)

Therefore, branding is the identity of the company and can be used as an advantage. An established and well recognised brand can help bring in new customers as well as helping to retain current ones.
A brand recognisable logo promotes the brand and helps it stand out amongst competitors. This attention can help sell the product.
Adidas famously has the three stripes and trefoil as separate logos. But it also has others as seen in the images below.
[image: ](Adidas logos, Pinterest, 2018)

All these logos make Adidas instantly recognisable. Indeed, the trefoil, mountain peaks and three stripes are all instantly associated with Adidas wherever they are seen and Adidas is often described as the brand with the three stripes. Furthermore, all these logos instantly conjure up what the Adidas brand is associated with, without the need for the word Adidas.


Advantages to the consumer of good branding include that a product is immediately identifiable. The product will be easier to find, thus making purchasing easier.
The consumer will choose a product because they can have confidence in a brand. This may be due to consistency of the quality of the brand or because of the credibility that the brand carries. The quality of branded products is perceived to be better so the consumer will be happy with their choice. (Cass J., 27 Sep 2018)





[bookmark: _Hlk47282298]Ansoff Matrix 

A definition
The Ansoff Matrix is a strategy for planning future growth of a company. It actually comprises of four distinct strategies: market penetration, market development, product development and diversification.

[image: ] (CFI What is the Ansoff Matrix?)

Two extreme examples from this for Adidas are product development and diversification.
Product development
Product development is a way of growing in an already saturated market. This strategy is usually followed when there is already an existing market, to help a company further expand in it, particularly when a company has a solid clientele base in the market.
[bookmark: _Hlk46765114]The sports footwear market is very much a saturated market that Adidas has a major foothold in. Not only is it a saturated market, but new products are consistently being introduced. There is major rivalry not only from the likes of the established giant Nike but many other producers such as Puma and New Balance. Adidas needs to market itself well just to stay in the market. (Francis A., 12 Feb 2014)
Adidas does this by developing products based on its market research of what consumers want. It uses relationship marketing very successfully. Adidas constantly uses modern technology to produce new footwear made from the latest materials. This should also attract new customers to add to its existing ones. As a result of this and other factors, despite it being a saturated market, the global sportswear market grew 34% overall from 2012 to 2019 in a consistent manner, of which Adidas’ share of this market also rose. This is a pattern forecast to continue. (O'Connell L., 29 Nov 2019)
Relationship Marketing
Relationship marketing is defined as being able to gather and keep a good relationship with customers. It is about retaining customers and meeting their needs. Past purchases and buying patterns are often recorded and analysed.
Adidas has fined tuned its customer relationship since 2016 when it amalgamated all its data base information on its customers and then broke it down into suitable categories. Using this information, it is able to develop products which it can see that customers want and prefer. (Pigott M., 25 Jan 2016)
Diversification
The definition of diversification is when a company produces a new product for a market that it doesn’t currently operate in. This may happen by chance or with planning. It can be seen though as having a major risk factor for the two-fold reason of it being a new product in a market that the company may have little to no knowledge of.
Adidas are a large company that are not known to have diversified. They are a cash rich company in an expanding market so haven’t taken any unnecessary financial risks that may be involved with diversifying, instead wishing to expand the company along familiar territory. (Francis A., 12 Feb 2014).
For example, Adidas have bought out a company called FiveTen and invested in and partnered with FitBit, but these are in turn a climbing & mountain bike footwear manufacturer, and a fitness activity tracker so are more an expansion of markets or investment of the areas that Adidas operates in. (Branquinho L., 23 Jul 2020)
Another sports shoe manufacturer, Reebok was also acquired in 2005 and have been an inhouse Adidas brand since.






2. Stakeholder engagement and their impact on the marketing activities of an organisation.


Stakeholders
A definition
The definition of a stakeholder is a person or body that has an interest in the activities of a company at some level of its operations. They have a ‘stake’ in what’s going on and the result of company actions will affect them. (Landau P., 13 Jun 2017)
Different stakeholders will have different levels of input, responsibility and also be affected differently by any outcome.
The stakeholder may be a person employed in the company and its operations at different levels or have investments in the company, but they may also be only attached to the company, such as suppliers or subcontractors. These are defined as internal and external stakeholders.

Internal stakeholders 
Internal stakeholders are connected either by being directly employed by or having financial investments in the company or organisation. They have a vested interest in company wellbeing and their influence is direct.
The decision making for a project or company overview is a main role that comes from internal stakeholders for the company.

External stakeholders
External stakeholders are external persons or bodies which are connected to a company. Included in this group are suppliers and customers, contractors and creditors, and even competitors and also the government.
External stakeholders deal with the organization from the outside and their influence is indirect.
External stakeholders have an interest in the actions and successes or failures of a company or organisation they are connected to.
(Surbhi S., 31 Aug 2015) 


External Stakeholder Map

https://www.stakeholdermap.com/external-stakeholders.html



Adidas stakeholders

Adidas defines its stakeholders as:
“
· Adidas employees
· authorisers: government, trade associations, shareholders, executive board
· business partners: unions, suppliers, service providers
· workers in our suppliers’ factories
· opinion-formers: journalists, community members, special interest groups
· customers: professional athletes, distributors, retailers, consumers
· peers: other multinationals, consumer goods companies and brands
”
(https://www.adidas-group.com)

As can be seen above, Adidas has many stakeholders, and this will vary over time as values, fashions and technology change. 
Its internal stakeholders as seen above are all included as Adidas employees, the others are considered as connected or external stakeholders to a greater or lesser extent. Each of them has its own interaction and relationship with Adidas.

The Adidas employees, which includes managers, have a direct relationship with the company.
What are called authorisers such as governments, trade associations, shareholders and executive board are involved in political, financial and legal decisions that will affect the success and profitability of Adidas.
Business partners including unions, suppliers and service providers all have working relationships with Adidas and it is favourable to them to partner with a socially responsible company.
Globally there are workers in Adidas’ suppliers’ factories. These are all paid locally favourably and benefit from having a wage.
If opinion formers have a favourable view of Adidas it will affect Adidas' public image in a positive way.
The same effect can be said of Adidas wearing professional athletes. Other customers including distributors and retailers along with consumers help advertise Adidas and may give them a better reputation to the benefit of Adidas.
Also, if peers such as other multinationals can be encouraged to demonstrate social responsibility, then there is a benefit across many levels for society in general. 


Communication with stakeholders
In the meantime, Adidas must communicate with each of its stakeholders, often in what Adidas refers to as stakeholder dialogues. All Adidas meetings with stakeholders are open and can be downloaded from its corporate website. This also allows access to all other stakeholders so they can keep abreast of what is happening around Adidas.

In 2012 Adidas published a Stakeholder Relations Guideline. This was updated in 2016. (https://www.adidas-group.com)
The outline of this is that Adidas’ relationship and communication with stakeholders is to actively involve, listen, and to recognise ideas and concerns. Adidas then intends to act upon any of proposals where necessary, from passive to active involvement. 
To enable good stakeholder relationships includes good decision making, resolving issues, strengthening communities, increase customer loyalty, and promote shared learning.
This in turn nurtures trust, better performance, healthier environments leading to higher quality products.

Forms of Engagement
Adidas lists its forms of engagement with stakeholders as:
“Formal stakeholder consultation meetings/ stakeholder dialogs with our industry peers, with workers, union representatives, non-governmental organizations (NGOs) and our business partners.
Meetings with socially responsible investment (SRI) analysts
Internal reporting and induction programs with our employees
Responding to enquiries from consumers, interest groups and the media
Collaborating with other brands in joint initiatives or business forums
Outreach to graduates and the academic community.” (https://www.adidas-group.com)




Conclusion

Adidas is a very successful company that has built on this success as it has grown and become a global multinational business.
This has been achieved by keeping the quality of its products high and staying at the forefront of technological developments within the sportswear market whilst being attentive to its customers wishes.
It has a good relationship with its stakeholders which is reflected in the public image of the company.
All its growth has been planned ahead and carefully managed. Because of its success and stability there has been no need for any high-risk diversification.




Recommendation

Because if its success and stability the main recommendation would be that Adidas keeps doing what it is doing.
Maintaining the company image and upholding the brand are always going to be important but listening to customers and producing the right products for them, staying technologically advanced and having a good relationship with all stakeholders would appear to be a good recipe for success.
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