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Introduction
Adidas of Germany is an internationally known firm which specializes in designing and producing footwear, apparel and other related accessories. Due to competition and changing demands in its target markets, firms that compete must constantly alter their marketing strategy in order to remain ahead of rival firms and meet customer requirements. Adidas must undertake an environmental marketing study in order to ascertain external influencing drivers, while simultaneously conducting an internal environment analysis in order to understand how marketing functions within its organization. An outside consultant hired by Adidas compiled this report that provides an in-depth examination of marketing environments the firm operates within and makes recommendations regarding potential future directions of development for Adidas.
[bookmark: _Toc133907587]Situation Analysis
To better understand the internal and external factors that might make or break your business, service, or product, you should do a situation analysis. To evaluate the internal and external elements impacting a company, a situational analysis is performed. It's a tool for figuring out where an organization stands, who its ideal consumers are, and where it could be experiencing problems. SWOT analysis, 5C's analysis, and Porter's Five Forces analysis are the three most common approaches of assessing a given scenario.
[bookmark: _Toc133907588]External Analysis for external issues.
[bookmark: _Toc133907589]PESTEL Analysis
A PESTEL analysis is an approach used to explore external factors affecting a company's commercial environment, such as political issues, economic matters, social concerns, technological advances and environmental concerns as well as legal constraints.
· Political: When we speak of political elements, we refer to laws and rules enforced by government authorities that have an impactful role in how a business functions. Adidas operates across multiple countries so is subject to different legislation in each nation where they do business - changes to trade rules, taxes or tariffs could have profoundly detrimental results on Adidas' capacity for profit-making.
· Economic factors influence a company's business environment in various ways, including inflation, currency exchange rates and overall economic expansion. Economic conditions can impact Adidas earnings as consumers reduce spending when times get hard.
· Social: When discussing social elements of business operations, we refer to cultural norms and trends which affect its operation. Consumers increasingly value activities which promote environmental protection as well as ethical beliefs - therefore preferring businesses which also hold these views when shopping.
· Technological: When discussing technological elements of business operations, we refer to developments that impact its operation - for instance the explosion in popularity of e-commerce and social media has fundamentally altered how organizations connect with target customers while selling products or services.
· Environmental: When discussing environmental considerations, we refer to ecological movements and sustainable business policies which impact how a firm conducts its business activities. Adidas pledged to lessen their environmental footprint by using renewable resources to produce goods at scale more often in production processes.
· Legal Aspects: Legal aspects encompass any laws or regulations which influence how businesses are run, such as intellectual property rights or labor regulations that could potentially impact Adidas in multiple nations.

[bookmark: _Toc133907590]Porters 5 forces analysis
Analysis of an industry's competitive environment that utilizes the "Five Forces" framework is known as five forces analysis. These forces include power of provider, power of customer, competitive rivalry among competitors, new entrant threats and replacement threats as five primary elements that should be examined to create such analysis.
· Bargaining Power of suppliers: Due to an abundance of suppliers supplying materials such as leather and rubber, supplier power in sports footwear businesses tends to be relatively limited.
· Buyer Power: Athletic footwear consumers possess substantial purchasing power as there is an array of footwear products from which they can choose and easily switch over to competing offerings from competing firms.
· Competitive Rivalry: Athletic footwear companies like Nike and Under Armour tend to sell similar items that compete for marketshare and generate fierce rivalries between themselves.
· Threat of New Entrants: Due to formidable barriers of entrance - brand recognition, economies of scale and distribution networks among them - newcomers in athletic footwear market pose only limited threats of entering.
· Threat of Substitutes: Athletic footwear industry faces moderate threat from substitute products due to customers' ability to choose different forms such as sandals or boots as substitute options.
Adidas operates within an external environment characterized by numerous elements which impact its marketing tactics, with competition one of the key variables - especially as Nike, Puma and Under Armour all hold significant market shares and enjoy considerable brand awareness compared to Adidas's market share. Therefore, Adidas must differentiate itself from rival companies through creative product designs, marketing techniques and customer experiences in order to retain market share and stay at the top.
Politics and legislation play a pivotal role in an external environment for adidas. Operating globally, Adidas must comply with various local jurisdiction's legal requirements pertaining to product safety regulations, labor law laws and environmental policies if operating effectively - failure to do so may jeopardise both legal standing as well as reputation risk for their organization.
Adidas recognizes an important external factor affecting their business is economic climate. Performance of the corporation depends on factors related to economic health such as inflation, exchange rates, consumer spending and unemployment rates - in 2020 for instance the COVID-19 pandemic resulted in decreased consumer expenditure on sports equipment that negatively impacted Adidas sales and revenues.
Adidas' marketing techniques also take into account their social and cultural environment in which the corporation operates. To develop effective campaigns that appeal to clients, Adidas must understand regional social trends and cultural distinctions that exist across regions - for instance their Asian marketing campaigns may differ significantly from European or United State ones in order to reflect clients' cultural expectations accurately.
[bookmark: _Toc133907591]Internal Environment
Adidas' internal environment consists of various factors which have an effect on their marketing tactics, including culture, resources, and competencies. Of particular note are their strong brand image and reputation based on legacy, innovation, sports involvement and other aspects. Over time this brand image and reputation has helped win new consumers while keeping existing ones. Furthermore, increasing revenue increases and sets Adidas apart from similar businesses in its industry.
Organizational culture and structure play an integral part in creating an optimal internal environment. Adidas' decentralized organizational structure facilitates greater flexibility and innovation within their company; their organizational culture prioritizes creativity, teamwork and continual improvement to foster innovation within and remain ahead of rival companies.
Resources and capabilities of a company are two essential internal characteristics that help determine its marketing tactics. Adidas boasts considerable resources at their disposal - manufacturing facilities, research capabilities and distribution networks are just some of the many resources at their disposal - which allow it to conceive high-quality items, successfully execute marketing plans and ship these items all around the globe.
[bookmark: _Toc133907592]SWOT Analysis 
SWOT (Strengths, Weaknesses, Opportunities and Threats) analysis is an approach used to understand a company's internal opportunities and threats as well as weaknesses within itself. 
[bookmark: _Toc133907593]Strengths 
· Portfolio of goods which covers multiple product lines.
· Understanding and adhering to ethical and environmentally sustainable business operations A strong online retail and business presence 
· Campaigns which were successful
· High name recognition in its market.
[bookmark: _Toc133907594]Weaknesses
· Limited presence on certain international markets due to dependence on third-party producers 
· Heavily dependent on only a handful of essential goods including their ultraboost range
[bookmark: _Toc133907595]Opportunities
· Expand into brand new markets globally.
· The growth in athleisure trends and products made with sustainable materials;
· Innovation of new items and technological developments
[bookmark: _Toc133907596]Threats
· Competition with other athletic shoe makers/retailers/distributors
· Consumer spending trends/ economic downturns
· Varies in prices for basic materials utilisees to manufacture these shoes (such as textile, rubber or other) 
· Varies in pricing of basic materials used
· Shifting consumer trends and preferences
[bookmark: _Toc133907597]STP
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[bookmark: _Toc133907598]An Overview of Marketing's Role
Adidas' marketing department plays an instrumental role in its business performance by helping to establish and create a powerful brand image, gain and retain customers, generate sales, and ultimately make profits for itself. adidas places customers at the core of its marketing strategy. Focused around customer centricity, Adidas uses customer insights and needs assessment techniques to design products to satisfy client preferences, while creating marketing campaigns which appeal to them emotionally. Their efforts aim to evoke an emotional response by emphasizing brand heritage, innovation spirit, and long-standing ties to sports events as core marketing components.
[bookmark: _Toc133907599]Product
Adidas—leading athletic and products brand. Adidas created multi-studded and ice shoes for athletes. Adidas' marketing mix covers all sports and products. Adidas sells sportswear and bags. Adidas pioneered sportswear-inspired streetwear in the 2000s.
[bookmark: _Toc133907600]Price
Adidas products are pricey due to their performance and innovation. Adidas prices quality and competition. Customised goods cause it. High-quality Adidas products are pricey. Developing nations pay more. Pricing depends on marketing, advertising, and sponsorships. Import tariffs may effect product prices since 90% of production is in Asia due to inexpensive labour. Adidas has competitive prices and high quality.
[bookmark: _Toc133907601]Place
Adidas sells globally through franchising, mass retail, unique boutiques, and online shopping (own and others). These show its global reach and marketing mix. In the early 1990s, Adidas sold Originals, Performance, and Style Essentials. These methods will help Adidas reach global customers. ILO and IFC cooperation help the company outperform competitors and run a sustainable business. Worldwide Adidas flagships. Adidas and other multi-brand ecommerce websites are aggressively targeting the online market as internet usage rises.
The brand can sell its wide range of products online.
[bookmark: _Toc133907602]Promotion
Media has always supported Adidas. Adidas has a 360-branding approach. TV, print, online, and billboards advertise Adidas. Its most famous commercial featured David Beckham, Muhammad, and Laila Ali overcoming their fears. Brand engages with 35 million Facebook and 25 million Instagram followers. Adidas released "impossible is nothing" recently. Biggest campaign ever. , 
[bookmark: _Toc133907603]Recommendations for the Future Highlight Sustainability
As customers increasingly prioritize environmental concerns, Adidas must place sustainability at the core of its business practices and marketing activities. Within their supply chains, Adidas may implement environmentally-friendly practices and policies such as decreasing waste or supporting sustainable practices to build brand equity as socially responsible company (Kucherer 2019). Likewise, Adidas can leverage existing environmental activities, like their partnership with Parley for the Oceans to cultivate powerful brand associations as socially responsible enterprises that establishes powerful brand images as such a strong socially responsible brand image by capitalizing on existing environmental activities like its partnership with Parley for Oceans (Kucherer 2019). To further differentiate itself as socially responsible business by taking proactive initiatives, like these efforts utilizing existing environmental efforts as leverage on current environmental activities such as its existing environmental activities: Parley for Oceans cooperation being leveraged.
[bookmark: _Toc133907604]Leverage emerging Technologies
Adidas should leverage emerging technologies such as augmented and virtual reality (AR/VR) in order to stay one step ahead of competitors and provide unique customer experiences that transcend ordinary offerings (Garcia 2019). By employing cutting-edge tools such as these technologies, Adidas will remain ahead of rival brands and generate uniquely engaging experiences for its clients - distinguishing its brand amongst rival brands (Garcia 2019).
[bookmark: _Toc133907605]Enhance Digital Capabilities
Adidas must upgrade its digital skills if it wants to remain the market leader and keep pace with online shopping's expansion, while maintaining market leadership. Adidas may invest in improving customer experiences such as reduced load times, enhanced mobile optimization and creating user-friendly interfaces (van der Heijden, Verhagen & Creemers 2019). In addition, data analytics and artificial intelligence (AI) capabilities may allow it to provide tailored product recommendations while making purchases more effortless for its customer base.
[bookmark: _Toc133907606]Adidas Should Enter Emerging Markets
Where there is an increasing demand for athletic clothing such as China and India, Adidas can explore expanding its presence by investigating business prospects there and increasing brand recognition through targeted marketing initiatives and partnerships with local influencers. According to van der Heijden et al (2019), Adidas might also consider adapting product offers specifically to cater to customer requirements in these emerging markets.
Foster Innovation Adidas must foster an environment conducive to invention and experimentation if they wish to maintain an edge against competitors. An innovation lab or accelerator program might help stimulate this type of collaboration while staying ahead of trends by forming partnerships with new businesses or investing in technological development (Hays, 2019).
[bookmark: _Toc133907607]Conclusion
Adidas operates in an intensely competitive and dynamic market; therefore its marketing approach must continually change in order to remain effective at maintaining market share while meeting clientele needs. An examination of Adidas' marketing situation's external and internal components shows how they affect its business. Marketing strategies may be affected by political, economic, social, technological, environmental, legal and ethical considerations which all are explored within PESTEL analysis. Adidas faces competition, supplier/buyer power issues, new entrants into their market and other alternatives in sports footwear retail, according to Five Forces analysis. Adidas must address external environment variables that have an effect on its marketing strategy, including competition, legal and regulatory constraints, economic conditions and social and cultural trends in order to remain successful in business. They must continuously innovate product design, marketing and customer experiences while adhering to rules, responding to social and cultural changes and adapting as the economy shifts in order to remain successful in order for Adidas' marketing plan to flourish.
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