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 Abstract:
 This report will discuss and analyse the marketing concept amongst with its key components and it will show the customer buying behaviour and decision making, will discuss the role that marketing plays in a company, the multiple directions and approaches that it can follow and it will analyse the problems that it may encounter as well as the limitations of marketing, it will offer practical marketing appraisal of JD Sports and it will propose relevant marketing strategies.
JD SPORTS
[bookmark: _GoBack] JD Sports is one of the most successful retailers of  sports-fashion  based in Bury, Greater Manchester it was founded in 1981by John Wardle and David Makin from whom it gets its name. JD Sports has been experiencing continuous growth ever since, in the present it has over 2400 stores and is present in 18 countries with the most recent acquisition the company will have access to the biggest market of sports fashion the U.S. by adding to its ownership Finnish Line which has stores in 44 states across the U.S.
 JD Sports business model relies mainly on physical stores in which the buyer can enter and test the quality of its products in person, but it generates a great amount of revenue through its online website, it is a business to customer organisation that is dependent of the desirability of the brands which it sales, by accurately reading the market trends and by giving the customers the products that they desire JD Sports can surpass and stay ahead of their competitors, their Mission Statement is (jdplc.com 2019)"To be UK’s best-known sports fashion retailer. To provide customers with a huge range of products, a secure shopping experience, quality and services on huge ranges of men's, women's and kid's trainers and footwear that 80% exclusive to only JD."
THE NATURE OF MARKETING
 There is no common accepted definition of marketing component but as described by Peterson R. marketing consists of the components used in order to create value between marketers and customers, he is describing marketing as having three main components: identify which is the process used to gain insights about customers, competitors and markets; create, because of the competitive nature of most businesses there is a need for innovative ways to produce new products or the ways of how the products are going to be presented or distributed to the customers; maintain, the role of marketing doesn’t end when the good has been sold many companies expect the customers to consider them for future purchasing as well so for this instance this component of marketing is important in maintaining the willingness of the customers to purchase from that particular company. 
 As put by (Peterson R.) one of the objectives of marketing is to provide for customers products and services that they want and in a way that will make them feel more like a partner in the transaction than simply a source of revenue, for a successful marketing effort the value must be recognised bilaterally with the customer being pleased with the value received in return of the amount of money payed and for the provider being pleased with the profit made in return for the costs of that product or service.
 The marketing concept has suffered some paradigm shifts among the years, according to (Blythe J.) there are six such orientations each having its values and its limitation, he describes them as follows:
 Production orientation it was a concept established in the nineteenth century and is based on the assumption that every good can be sold provided it had a cheep enough price, this can be true in markets where the demand is much higher than the supply, this can be also relevant in very poor countries; Product orientation has emerged from the fact that not all customer needs were satisfied by products that are cheaper, with low quality standards, so the producers started to orient themselves for the production of ideal products that will come with more and better features for which the costumers would be willing to pay a higher price, the problem with this approach is that the customer my end up paying a higher price for features that are not useful for them; Sales orientation assumes that anything can be sold to anyone as long as the seller has the right approach and so it is more important for the companies to invest in the sales component than into the product itself in order to better satisfy costumer’s needs, this is true to some extent, customers can be persuaded sometimes to buy a good that they don’t need but with such an approach is hard to establish a good relationship  between the buyer and the seller in order for the buyer to return for future purchasing; Consumer orientation assumes that the buyer does the purchasing intelligently, according to its needs and it recognises the value of the product in relation to its price, it is important to make a distinction between the customer and the consumer in order to create the best product for the consumer where in some cases it may be the same person in other cases the customer is the person or entity which buys the product which can be sold again or offered as gift and the consumer is the person who makes use of the product, although the consumer orientation has the potential to bring the most benefits to the company it is relatively hard to implement because all the processes related to the product design, production, distribution and sales has to be customer oriented which can encounter  resistance from the interior structures and factor of the company; societal marketing expresses that the companies have a responsibility to generate products that are taking in consideration the needs of society at large, this does not mean that they have to give up their short term gains that the goods may provide, this can be exemplified with the increasingly high popularity of bio products and healthy foods and the success of environmentally friendly products that previously were considered as highly polluting for example the growth of the companies that produce electric or hybrid cars such as Toyota and Tesla, on the other hand creating such products require a high level of innovation and research which can be time and resource consuming which can be detrimental in highly competitive markets; relationship marketing focuses on establishing a long term, mutually benefiting relation between a business and its customers, it aims to establish the most loyal customers during a lifetime, this behaviour was usually adopted in the past by companies that sale goods to other businesses but in present time more and more companies adopt this business orientation buy creating lifetime values for customers and not consider their relationship to end at the moment when the exchange has been made and continue to offer services to the customers after the purchasing in order to increase the value of their products and possibly establish loyalty from the customer perspective, it is true that this may convince some of the customers to return but it adds costs and there is no guaranty of their loyalty.      
THE MARKETING ENVIROMENT 
 In order for a company to implement a competent strategy it has to take in consideration the marketing environment which can be defined as the totality of factors that may influence a firm’s operational activities being categorised as threats and opportunities and can be split in internal and external factors.
 External environment consists of all the factors outside of the firm that influence how the company operates and is perceived according to (Menguc, B., Auh, S., Ozanne, L., 2010), those factors can be divided further as expressed by (Blythe J. 2000) into micro factors which are the factors close to the organisation such as location, customer base, competitors, suppliers, etc. and macro factors which affect the society as a whole such as legislation international competitors, exchange rates, demographics, technological factors and climate.    More often the external environment is out of the company’s control forcing it to have a reactive approach towards them.
 Internal environment is made up of the company’s employees and often the external environment will influence the internal environment, this is often overlooked by the managers but it is of equal importance as the external environment because the firm needs employees loyalty and commitment in exchange for pay and security in order for the company to function, as it happens in most firms the employees develop their own hierarchy some may have their own political agendas and may form pressure groups all this and the company’s general behaviour towards employees may affect its public face.
 To analyse the marketing environment of JD Sports this report includes a S.W.A.T. analysis:
STREINGHTS
· Strong positioning in the market: JD sport is one of the most successful sport and outdoor clothing retailers with over 268 million in revenue with almost 150 million more than its closest competitor Sport Direct PLC (Financial times August 2019), having over 2400 stores in 18 countries around the world ( JDPLC annual report 2019).
· Strong brand awareness: JD Sport’s current business model with physical stores being the main method of presenting the products and transactions is a big contributor to the brand awareness, giving employees the possibility to actively engage the costumers and present new products, the partnership with the former heavyweight boxing champion Antony Joshua also represent a big factor in JD’s brand awareness 
· Reliable suppliers: The main suppliers of the company are Nike, Adidas, Puma and The North Face which are world leaders in sports fashion
· Continuous growth: The company has started with a store in Manchester in 1981 to a market value of 5.66 billion pound in August 2019
· Amazing performance in new markets: 55% of JD’s revenue comes from activities outside of the main land the UK, fact that influenced the company to expand even more and acquire Finnish Line in the USA which is the largest market for sport lifestyle footwear and apparel and opening JD stores in 5 states
Weaknesses
· JD sports rely almost entirely on one segment of the economy; the company has been very successful in the sport and outdoor fashion but has very little accomplishment, when it comes to expanding to other sectors of the economy 24 GYMS the occurrence of production crisis or a political crisis may heavily affect the company (USA- China trade war)  
· Poor financial planning, the company has a current asset ratio of 1.74 which means that the company can improve is its cash spending
· Insufficient warehouse capacity: whit the current expansion in the USA JD needs to increase its storing capacity
· Low profit margin: the company needs to increase its profit margin which in 2019 annual report was of 5.6% the lowest since 2015 when it was 5.58% and the highest being in 2017 at 7.75%.
Opportunities
· Reducing the cost of the selling and distribution: in the present the selling and distribution expenses represent almost 66% of the total cost of sales which means that costs can be reduced either on transportation or on the selling process
· Expanding the activities in different segments of the market: developing a business model that doesn’t rely solely on a single segment of the market will allow the company to be heavily affected by possible crisis that may occur in that market
· Automation: with the constant improvement in technology and in the artificial intelligence field there is of opportunity to cut costs in human labour and speed up some of the processes that involve low skilled human resources by replacing them with automated machines for example warehouse picking
· Diverse marketing approach: Expanding their niche market will result in bigger profits 
Threats
•Political and Economic: The existence of political and economic crisis in the markets in which the company have activity may heavily impact its profits
•Image damage through association: the need of taking responsibility of the ethics of all the other companies JD does business with is best exemplified in the 2013 Rana Plaza collapse incident when Primark paid 14 million dollars for the victims and had suffer immeasurable image damage associating with the company from Bangladesh
• Counterfeits:  the counterfeits market is growing more and more and having the presence in the market of low-quality products that have JD’s trademark can be damaging to the company’s image.
THE NATURE OF BUYING BEHAVIOUR
 To make the best product and to find the best method to sell it a company needs to understand it’s customers which can be divided in two categories: consumers which are the customers that buy a product for their own or their family usage and industrial buyers which are businesses that by the product for their production need or to sell it to a third party, in each case a company should be concern with satisfying it’s customer needs.
 The decision-making process of the customer follows the steps shown in figure 1:
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Figure 1 Blythe, J. (2000). Essentials of marketing. P.45
  For JD Sports the typical customer journey must be split in two group as it has its activities eider in physical stores or online for both types of customers the journey starts with recognising the need or wanting a new pare of trainers or a new clothing article, he/she is looking for information online, in fashion magazines or in stores where it evaluate the options comparing the prices with the competitors or by comparing the quality and how well the  product fits them in case of a buyer from a physical store makes the purchase, wears the product and evaluates it furthermore, than it decides if they want to keep it or return it, being happy with the product they will return to JD Sports for future acquisitions.
 JD Sports is trying to establish a good relationship with their customers by offering excellent customer service in stores by encouraging its employees to engage with the visitors offering them advice and also after the purchasing has been made by offering an advantageous return and exchange policy.  
Marketing communication
 Marketing communication is the segment of marketing that deals with the way a product or a service is presented to the market it includes but is not restricted to advertising and promotion (Broderick A., Pickton D.). It looks at ways of communicating a message that will establish a certain point of view of the transmitter to the receiver, it is exemplified in figure 2 bellow:
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Figure 2 Blythe, J. (2000). P. 219
    Marketing mix concept is a marketing tool that a firm can use to pursue its marketing objective it presents four levels of marketing decision also informally known as the four P’s (product, price, place and promotion)
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Figure 3 Todorova, G., 2015. Marketing communication mix P.369
 This is relevant for companies that are trying to sell products;
 In the case of companies which are selling goods the theory contains seven levels (seven P’s) and is made up of the original four P’s to which are added process, people, and physical evidence.    
(Lane Keller, K., 2001) has expressed that the main channels of marketing communication are the following: media advertising (TV, radio newspaper magazine), Direct response and interactive advertising (mail, telephone, social media), place advertising (billboards, posters, transit), point-of-purchase advertising (instore advertising, aisle markers), trade promotions (trade deals, push money, contests and dealer incentives, cooperative advertise), consumer promotions ( samples, coupons, price-offs, bonus packs), events marketing and sponsorship (sports, arts, entertainment, cause-related), publicity and public relations, personal selling; of course each one of this means of communication are more appealing to certain groups of potential buyers than others.                               
Market segmentation
  Marketing segmentation Each customer has individual needs, it is impossible to make products customised for each person needs that’s why companies resort to tools as segmentation and targeting in order to identify sub-groups that have similar behaviour, backgrounds and needs in order to identify products that will better fit the needs of that particular sub-group of similar customers, targeting is the activity of choosing the right segments to aim for when designing or selling a product. By segmenting the company has a chance to understand its best customer better instead of trying to analyse the market as a whole and designing products for the whole market. The main basis of segmentation are the following: geographic which is concerned with the geographical region of where the  customers live, psychographic which is concerned with the customer’s  personality type, behavioural which the benefits, usage situation, extent of use and loyalty; and demographic which is concern with the structure of the customers in terms of age lifestyle and wealth.
 Market positioning refers to how a company or a product is perceived by its customers in relation to price, quality, usefulness, attractiveness and trends.
 JD Sports positions itself as a store of high-quality sport fashion and outdoor products, it targets people between ages of 13 and 30 with a middle income, to do so it promotes itself through social media, newspapers and magazine, by sponsoring sports events, football clubs and athletes and it also promotes itself through the looks of its stores. 
Market research 
 The term of market research refers to the activity of collecting, selecting and interpreting all the information in order for the suppliers to understand their customers and put on the market the products that the costumers need and want and it includes the external and internal environment that might affect the company or the buyers, it is the starting point of marketing planning according to (Blythe, J. 2000) because it tries to analyse the needs of the customers and  provides relevant information about the decisions that should be taken and the direction in which the company’s resources should be aimed.
 One of the strategies used by JD Sports to collect market data is by doing check-out surveys those are made in the stores at the tills when the purchase is made by asking customer for their age gender address and matching it with the product they acquire.
Ethics
 Ethics is a term used to describe right from wrong, in marketing is susceptible to thee rules of ethics since a company’s success depends on the image of that company in the customer’s view, especially in today’s world with rising trends as environmental friendly, politically correctness and sustainability where  there are many examples of companies suffering damages because their unethical approach to production and to marketing such as (Reuters U.K. 2019) the 2013 Rana Plaza collapse incident when Primark paid 14 million  dollars for the victims and had suffer immeasurable image damage associating with the company from Bangladesh and the Volkswagen (BBC.co.uk 2019) emission scandal where the company suffered losses of £4.8 billion and can be eligible to pay up to £16 billion in fines. 
 The marketing today must be made differently than in the past due to changes a new set of challenges such as shrinking markets, environmental issues, technological advances especially in communication technology and fast changing public attitudes towards consumption, all those challenges results in more competitive markets and they require a fast-changing set of solutions.
 As recommendations for JD Sports is proposed to increase their market segment by targeting older people as well by introducing cheaper products and offering loyalty bonuses, presenting themselves through advertising channels like TV, radio, and product placements in tv shows, more sports events and by locating the shops not only in high streets and shopping malls but also in industrial areas and in business areas, this is relevant especially after their most recent acquisition of Finnish line and entering in the U.S.A. market which is the world’s biggest market for sport fashion according to (Financial Times 2019).  
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