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INTRODUCTION

Sports Direct is an international company which operates with the diversified portfolio of sports, fitness, fashion and lifestyle fascia’s in over 20 countries. Sports Direct International plc is today the UK’s largest sporting goods retailer by revenue. This group has six business segments UK sports retail, Premium lifestyle, House of Fraser retail, European sports retail, Rest of World retail and Wholesale and Licensing. The company is quite successful and follows the latest marketing techniques. They aspire to be a leading sports and lifestyle retailer. (Sports Direct, 2020)

HISTORY OF SPORTS DIRECT

Mike Ashley found sports Direct as a single store in 1982 at Maidenhead. After 14 years, they rebranded sports soccer and acquired Donnay. In 2000, international expansion by opening the stores in Belgium, acquired Lillywhite’s stores and Lonsdale brand in 2003, their portfolio increases to 150 stores. From 2004 to 2006, they bought Dunlop, Slazenger, Carlton, Karrimor, Campri, LA Gear, No Fear, Title, Voodoo Dolls and world-famous fashion brand Kangol. They listed on the London stock exchange in 2007. After the great success, they acquired Everlast Worldwide Inc, Field & Trek and Sport 2000 in the year 2008. In 2011, International expansion continued with stores opening in Portugal, acquired USC, Cruise, Van Mildert, Flannels Firetrap, No Fear, Hot Tuna. In 2013, expanded Internationally by acquiring Eybl in Austria and Sport land in the Baltics. In 2016, they acquired 100% of the Heatons business in the Republic of Ireland. In 2017, acquired Bob’s Stores and Eastern Mountain Sports in the USA. House of Fraser received in 2018, Last year they received Game and Jack Wills, and the company name changed to Frasers Group plc. Now it is operating with 29,400 staff across six business segments. Mike Ashley, the founder of this group, acts as the Chief Executive and David Daly, who is the chairman of this group. This group focused on delivering unrivalled range, availability and quality of products. They try to improve the customer experience at every step of their journey. Their mission is TO BECOME EUROPE’S LEADING ELEVATED SPORTING GOODS RETAILER. (Sports Direct, 2020).

PESTLE ANALYSIS

The macro-environment used to monitor and analyse the external factors which influence the organisation. The results heed the organisation to take the necessary steps to enhance the organisation.
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POLITICAL FORCES

According to the latest report, the minimum wage rates increased on 1st April 2020, compared to prior rates it raised to 6.2%. (Low pay commission, 2020). Due to this change, the organisation must pay their employees the minimum wage of £8.72. The next significant impact is Brexit, with the effect of a new points-based immigrant visa, the low skilled labours reduction, will cause great consequence on the labour market and increase the demand of low skilled workers. (BBC NEWS, 2020). The result of the transition period sports direct must pay more taxes for import and export if the product made in European countries. (Chartered Institute of Taxation, 2020). The sports direct faced a massive crash of 60% profit drop because of the short-term fluctuations of the pound sterling and continued uncertainty of Brexit (Cox, 2017). Impression of these factors shows the political forces are unfavourable for the company. The unstable political situations continuous presidential elections and change of government with new leaders affects the business environment. The new leaders  with differential policies and guideline will impact on the company.(UK Parliament,2019)

ECONOMIC FORCES

The currency oscillation after the Brexit will directly influence on sports direct while importing raw materials and exchange value of pound decline may affect (Mustoe, 2019). The next factor is consumer buying power; the inflation fluctuation will change the exchange rate, interest rate, unemployment rate and reduce the purchasing power of consumers (Partington, 2017), these reports show that economic forces are unfavourable for the company. The Government investing in infrastructures can boost the economy and improve private sector investments gives hope for the company. (Great Britain, Department of Infrastructure and Projects Authority, 2018)

SOCIAL AND CULTURAL FORCES

The UK employment rate is increased by 0.4% higher than the previous year but, the increase of low skilled labours in the UK market results in more job vacancies and the employer’s feel hard to select and recruit candidates with higher skills from the labour markets (Leaker, 2020).The escalation of women, single parent, disabled people in the workforce plays an essential change in the environment, compared to previous years, there is an intensified growth in self-employment. The external labour markets give a lot of job openings for employee’s, and some people wish to work on a freelance basis, part-time staffs increase parallel to full-time workers. Primarily raise of women employees in the organisation, relative to men they are getting job openings and the flexible working hours, and right working conditions help them to adapt to the environment (Watson, 2019). Because of the growth of part-time working students in the company after graduation, they may leave the job and set their career on a different path; this will result in high staff turnover. The young generation and people who are working full time prefer online shopping concerning the time and the distance these factors will help the company to sell their products quickly through online (Butler, 2019). Now the trend is changing people shows interest in keeping them fit and healthy, some people buy sports equipment and clothing and do exercise at home this will increase the sales and improves people health, and it is favourable for the company. People adapting to eco-friendly products and using recycled materials ,care for nature behaviour tends companies to implement policies to protect the environment.


TECHNOLOGICAL FORCES

The technology plays a vibrant role in the advancement and reach the customers in an efficient and practical approach. If the company fails to adapt to new technology, it will lag, and it will affect the profit and growth of the company. This technique helps to know the customer needs and wants and make production according to it. It assists people to visit and purchase things of their choice. Adapting to this modern trend gives more facilities for the customers like click and collect options, collecting stuff from stores near to the locations make easy and promote sales. People can compare the price of the materials they wish to buy and choose the colour and product range easy through online, and it is comfortable for them to find the nearest store in their area. Since, the refund and enquire is computerised and quickly done by the customer service, stress-free option for the users to access and their credit card details and information’s are kept confidential, people spending more on online shopping. Because of the newest software update the delivery date and time are updated in the account, it’s easy for collecting the products (Humphries, 2019). Most people visit and read reviews about the product and live testimonials s Implementing and using these techniques, the force is favourable for this company.

ENVIRONMENTAL FORCES

The Environmental changes such as weather conditions, climatic changes will affect the company indirectly, the modification in legislation on environmental pollution and air pollution will impact on the company. Last year the government changed the regulations for pollution and control, air quality, environmental permitting, merchant shipping and other transportation will influence on the shipping cost and import, export expenses of the company. (Great Britain, Department of Legislation, 2019).Due to the rise of overpopulation, pollution and higher living cost in the cities, people desire to live in the countryside so it may reduce the sales (Cole, 2019)so, the environmental force is unfavourable. To control pollution, the company have to promote recycling, support renewable energy and eco-friendly products.

LEGAL FORCES

The legal forces are unfavourable for the company because legal changes such as immigration visa changes will affect the company in the recruitment process and increase the labour cost. Next, the exit of EU workers from the country may raise more vacancies, also taxation upsurges (UK visas and immigration, 2020). The rising employment of women in the workforce may lead to extra cost such sick leave, maternity leave and sick pay and to invest more in health and safety (Jenkins, 2013).The recent marketing and advertisement law changes such as including deceptive messages, leaving important information, using aggressive sales information and the regulation Business protection from misleading market implemented in 2008 will affect the company.(GOV.UK,2008)

ENVIRONMENTAL SCANNING

The process of monitoring the environment and find out the opportunities and threats for the company, predicting the future to make precautional steps for the betterment of the organisation. (Farooq, 2018)

ENVIRONMENTAL ANALYSIS

Environmental analysis is a tool used to analyse the external and internal factors which influence on the company; this analysis helps in further decision-making process to be proactive rather than reactive. (Farooq, 2018)

PORTER FIVE FORCES

The main aim of the porter fives forces is to analyse and estimate the organisations capacity and competitive positioning. Its helps to identify the threats, weakness and strength of the company. The five forces help to estimate the organisations power.
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COMPETITIVE RIVALRY

The competitive rivalry is high, if we take the clothing sector, the outlet and online sales the big firms like Primark, Mark and Spencer’s and some supermarkets like Asda, Tesco are now selling the range of clothes in the shops. Next, sporting retailers and manufactures like JD Sports, Adidas will make a significant impact on sports direct. These organisations follow the same pricing strategy of sports direct, so these issues cause threat and will bring a tremendous difference in sales and profit. The Recent takeover deal by JD sports on footaslym will impact on sports direct (Jahshan, 2019).

THREATS OF NEW ENTRANTS

 The threats of new entrants are low because it is hard for the new competitor to start a business with tremendous capital investment and follow the latest trends and technology to adapt and access. Sports Direct has a variety of brands and product range to satisfy the needs and wants of the customer. (Sports Direct, 2020) It is hard for a new company to produce a vast range of products. Due to the change of legislation, the new company must pay high for the export and import of materials also, sports direct recognised loyal customers, and it supplies quality products at a reasonable price. It is impractical for the new company to compete with the pricing strategy of sports direct. (Gough, 2017)

THREAT OF SUBSTITUTES

The threat of substitutes is high, since big businesses like Adidas, JD sports and online marketers like Amazon, eBay have alternative products at a cheaper cost. These big, established firms can supply quality products at a cheaper cost or promotional offers to increase sales. Most online buyers will compare the price of the products and then go for the purchase. The competitive price reduction on products will influence on company’s profit-making. some other causes are inflation in wage rate, lots of online marketers, high debts and too many shops. (Thomas, 2018)

BARGAINING POWER OF SUPPLIERS

The Bargaining power of suppliers is high, as sports direct supplies variety of branded products, if the manufacturers like Adidas, Nike, puma limit the supply of their product range to independent retailers or end their contract it will affect the sales. (Nazir, 2019). The sports direct own most of the brands, and it has third party suppliers. The suppliers from Singapore and South Korea for Group branded products, and they have long term contract with sports direct, so the bargaining power is high, due to inflation of pounds and import, export taxation it is hard for the company to switch to different suppliers and its cost more. (Sports Direct, 2020).The Big brands like Adidas and Nike have their outlets and online shopping facility, they supply their products to many retailers, not only sports direct so, they will demand more, and these companies do not allow to reduce the price to maintain their brand image. The top brand manufacturer and supplier Nike got the 18th place in the world ranking of brands, so doing business with these big brands will create a goodwill on sports direct and promote the business. (Chapman, 2016)

BARGAINING POWER OF BUYERS

The Bargaining power of buyers is high, as some customers only purchase products on sales, or they only purchase particular brands, and many competitors in the market will impact on sports direct. The availability of more alternative products in the markets, online-based companies like Amazon and eBay sells similar products at the best price and quality; customers will quickly switch to it. (Bush, 2016). The increase of knowledge about marketing techniques among customers, they will not quickly go for it before comparing the price on other websites. According to the latest technological development customers can shop internationally, it shows the bargaining power is high.

SWOT ANALYSIS

The swot analysis helps to find out the strength, weakness, opportunities and threats of the company to prevent any impact or for the further development of the firm.
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STRENGTH OF SPORTS DIRECT

The sports direct international plc is trading in 20 countries; they have enough outlets to reach people, promoting multi-channel retailing and approach the customers easily through multiple platforms. Sports Direct has a diversified portfolio of sports, fitness, fashion and lifestyle fascia’s, brand and attractive cost structure. (Jolly, 2019) The competitive pricing strategy followed by this company made a considerable profit and good financial power to acquire some brands, variety of products range to invite different customers. They have a loyal customer base as they are working on customer relationship and service. They have a diversified labour force of 29,400 staff in their six business fragments. sports direct is a well-established company from 1982 and created the right brand image and reputation. (Sports Direct, 2020)

WEAKNESS

The companies staff turnover is about 22% an extreme high, because they paid low than the national minimum wage, more zero-hours contract and some newspaper reported as the workers are not well treated and poor working environment. (Goodley, 2016). Spending on training and development of new employees as the turnover is high makes a loss for the company. The lack of decision making ,have to spend on research and development of new products. They must focus on designing unique products since there is a rise of alternative products in the market. (Lumsden, 2016).The continuous controversy and issues published in news papers may create bad image about the company. Lack of unique products availability and unpopular brands in large numbers will not impress new customers.
 
OPPORTUNITIES

Sports Direct have more opportunities as its adapting to the technological trend, promoting the business through online, official website, social media and advertisements, focusing more on diversified customers, products availability from low to high in order to attract all types of customers. Stimulating sales by offering free delivery and discounts. (Autumn fair, 2019). The outlets in the main high streets easily attracts customers. The awareness about fitness and exercise to keep them healthy, increased the purchase of sporting equipment’s and growth of population in the main cities avail the great opportunity.

THREATS

The increase of competitions among the big firms, substitute products availability in the market, bargaining power of customers and suppliers, increase of online sales of competitive companies and the threat of new entrants will affect the company in sales and growth. (Duchene, 2019). The inflation changes of regulations, unexpected change in political forces, an increase of minimum wages and taxation, shipping cost will influence on sports direct. The switching of customers and development of competitors in technological factors acts unfavourable for the company.
ADVANTAGES AND DISADVANTAGES OF SWOT ANALYSIS

SWOT-analysis helps to identify the strength, opportunities and rectify the weakness, threats. For the long unbeaten run, sports direct have to analyse and modify strategies according to the suggestions of SWOT analysis.

ADVANTAGES

The SWOT analysis helps to understand the environmental conditions and the current market situation, it offers suggestions to makeover the issues, aware of weakness and to take further steps to be more productive and reach people. Understanding the weakness and threats helps to adapt and innovate policies to protect and safeguard the company. The new strategies developed by the company and the opportunities supports to increase the sales of products. It aids to reverse the weakness and improve it. (CIPD, 2020)

DISADVANTAGES

This analysis only based on four key factors. The environmental marketing conditions will differ depending on time, so the company analysing the SWOT using only the team members may lead to take wrong decisions and implementation of strategies. The strength and opportunities can be changed after, some period so investing decisions or developing ideas based only on this analysis may fail. The company cannot allocate more funds for research. If the company set up strategies based on swot analysis, it is easy for competitors to imitate and attract customers. (Frue, 2019)

SEGMENTATION

The company allocate the heterogeneous market into minor groups in order to distribute resources effectively, identify the customer needs and wants to supply products and achieve the target market.
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 DEMOGRAPHIC SEGMENTATION

The sports direct have materials for all age groups, mainly it targets young people and sportspeople. The young people who are frequent online shoppers, focus on trends and prefer cheap and better quality.
Next, it targets on gender; it has all types of products for women, men, boys, girls and children. For example, clothing, shoes, fitness equipment’s and sporting materials. (Hanlon, 2020)

GEOGRAPHIC SEGMENTATION

The sports direct divide the market based on cities, regions and countries. It has 367 stores in England, 37 in Scotland, 28 in Wales and 17 in Northern Ireland, along with 35 other fascia’s including USC. The group continues to operate sports stores in 19 countries in Europe. Thirty-three stores in Malaysia, 51 stores in the USA. (Sports Direct, 2020)

PSYCHOGRAPHIC SEGMENTATION

The company focuses on activities, interests, opinion and lifestyle of the customers. The people who are aware of keeping them fit and healthy, interested in sporting are coming under this group. The young people (16-30) gives attention to lifestyle and brand; they purchase products which are new and unique. Some people have a reasonable opinion about certain brands they are loyal to the brand and make a purchase. (Hanlon, 2020)


SOCIO-ECONOMIC STATUS

The sports direct provide more options for customers whose income is low to high, it has a cheaper range of products to high branded materials, so people from all social classes can access their range of products. For examples in central London (oxford circus), the outlets of sports direct sell more branded products as compared to stores in outer areas (Wembley). They target on sports trainers, athletes, sportspersons. (GEOGHEGAN, 2019)

GEO-DEMOGRAPHIC SEGMENTATION

The sports direct supplies more winter jackets and jumpsuits in England during the winter seasons it can increase the sales in December to February, and they are promoting swim dresses, shots, minidress during the summer season and they follow a different strategy for Europe countries according to the seasonal change. (Sports Direct, 2020)
 
TARGETING

The Sports direct targets on differentiated marketing, they have a variety of clothing products for different age groups, gender, different brands, cost variation, seasonal changes and different equipment’s for runners, athlete, cyclist and swimmers.
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POSITIONING

The Branding of sports direct is based on benefit positioning and competitive positioning.

Benefit positioning:

Despite of other sporting company, sport direct sells top brands and other brands available under one roof. People can select products according to their requirements. Most of the outlets in high streets are suitable for families to choose products. Speedily delivery and free delivery options. It is purely safe and secure to pay online. It has shops in all high streets and shopping malls, and it offers are products which are in trend.
 
 Competitive positioning:

The company uses modest positioning strategy; they are focusing on their strength and weakness. They got the right presence in social media. Additional publicity given to new arrivals, products available in online and stores which are reasonable and cheaper than in the market. They practice competitor price strategy. (Aranda, 2018)
 
PERCEPTUAL MAP 

The perceptual map represents the consumer’s perception of specific brands, helps to identify competitors positioning and find out opportunities in the target market. (The Economic Times, 2020).
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MARKETING MIX STRATEGY

The marketing mix strategy supports to achieve the objectives of the company; the key factors are product, price, promotion, people, physical environment, place and process.
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PRODUCT

Sports Direct International plc sells a variety of products (clothing, footwear, fitness accessories, gym accessories, trainers kits, essentials, sports nutrition, hair accessories, luggage’s, jewellery, sunglasses, watches, fragrance, fashion, gift, gift cards). Different brands (Adidas, Nike, Puma, Calvin Klein, Under Armour, Asics, USA PRO, Slazenger, DONNAY, Firetrap, Lee cooper and so many) offers customers to select according to their preferences. (Sports Direct, 2020) It has products suits to latest trends, best quality, lower price, accessible and unique rather than another organisation. It creates a good reputation and brand image among people. They provide excellent customer service and packaging. They adapt the individual branding strategy. (Tracy, 2004)

PRICE

Sports Direct International plc uses penetration pricing to attract more people since the market have substitute products and bands. It follows a competitive pricing strategy to increase sales. (Tracy, 2004)

PLACE/DISTRIBUTION

Sports Direct practices direct channel of distribution through their store and online websites. It also supplies some products to wholesalers and distribute to retailers and make sales. Most sales are happening through online purchase, so the company focus on timely delivery and service and try to innovate and supply brand new products to customers.

PROMOTION

Sports Direct promoting their business through (digital marketing) traditional media, television, radio as well as social media like Facebook, Twitter, YouTube and website advertisement which is the cheapest method to reach people faster and effective way. The company owns the New castle football club and sponsor more events it will reach people excellently. It also offers sales promotion for its long unbeaten run.  (Tracy, 2004)

PEOPLE

Sports Direct has a skilful workforce of 29,400 staff across six business segments and got a perfect customer service team who work for the progress and welfare of the company. The company also invested in the training and development of their staff members. (Sports Direct, 2020)

PROCESS

Sports Direct uses advanced technological system to record its stock availability and delivery process; it offers timely delivery and visible customer service process. It also conducts surveys and feedback from social media and helplines to work according to customers wants and needs.  (Tracy, 2004)

PHYSICAL EVIDENCE

Sports Direct uses specific colours and designs for the packaging. The online websites, which are user-friendly, supports them to view images of the products in better quality and all angles.  (Tracy, 2004)

RECOMMENDATIONS

The Sports Direct international plc can follow this Ansoff matrix business strategy for the further development and growth of the company.
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PRODUCT DEVELOPMENT

The company can use the existing market and promote a new product by improving the quality, adding new features, make available in vibrant colours and variety. If they offer regular customers, the premium delivery options such as next day delivery or delivery within two days or make available of traditional dresses on their websites according to the country’s culture. It has to Introduce loyalty cards like Tesco club card in order to stimulate sales and benefits. It can advance its outlets stores with self-checkouts to avoid long queues and delaying. It can attract high-class customers through unique and limited-edition products will attract more customers.

MARKET PENETRATION
[bookmark: _GoBack]
Using the existing market and existing products, the company can promote through advertising in social media. It can offer sales promotion by three for ten pounds like supermarkets to stimulate customers to buy more. It can also use relationship marketing and promotion. The company should use any sports personality or celebrity on their advertisement to promote their brand image and fascinate young people. It can build their customer relationship through email and letters. It can sponsor sports events like the London marathon to attract more sportspersons.



CONCLUSION  

The Sports Direct international plc is running successfully with the profit of 3,701million pounds which is 10.2% higher than last year. The company has to implement innovative strategies rather than traditional strategies; the unique ideas will reach the public massively. The continuous controversy about sport direct created a bad image; it must follow strategies to create the right image, which helps the company’s long run.
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