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[bookmark: _t75w31hqmz0n][bookmark: _Toc25764689]Introduction
Marketing is an essential part for the sport organisations as it can increase the number of customers. In Adidas, business activities within the considered organisation are rooted in sports. As it has been known that sport is considered as an ongoing significant of humans’ lives, it can be stated that the respective company is playing in a greatly attractive industrial arena. Therefore, it can be stated that the respective company is required to consider marketing practices and relative operations as one of the most significant parts of that business. In relation to this, Papadas et al. (2017) have stated that the orientation of marketing activities is to conceptualise the development of validation and scale of marketability.
[bookmark: _n9qucxfsbc19][bookmark: _Toc25764690]Task 1: Essay
[bookmark: _lh8hz7muadcu][bookmark: _Toc25764691]1. Processes and stages of marketing including the role of the marketing mix
Marketing can be termed as a set of convenient business activities and this can be defined as the set of processes and institutions (Kotler et al., 2017). These processes are to be taken into account for generating, communicating, exchanging, and delivering business offerings. In this case, Nijssen (2017) has stated that marketing is effective for creating and implementing value propositions for the customer base, partners, clients, and the respective society at large. As per the comments of Liu et al. (2017), it is found that the marketing process is consisting of five major stages, which are helpful for enhancing the effectiveness of marketing activities of an organisation. The major stages of the marketing process have been identified as follows (Zhang et al., 2015):
1. Planning and developing organisational mission, vision, objectives, and goals in a significant way
2. Analysing the strategic marketing position of the considered company
3. Setting up the most effective marketing tactics for the enhancement of the organisation
4. Implementing the entire processes in terms of real actions
5. Evaluating, modifying, and controlling the overall process and further repeating the activities

	Factors 
	Impact 

	Political
(Unfavourable)
	· Labour laws and product safety laws are to be incorporated within the organisation (McDonald, 2016)
· Pursuing international trade practices can be difficult due to the difference between tax-related policies in every country (Moorman and Day, 2016)

	Economic
(Favourable)
	· The economy supports the industrial aspects of the sports sectors
· The level of contribution of the sports industry to the global economy is 70% (Sheth, 2017)

	Socio-cultural
(Favourable)
	· The industry is highly supported by every community as it offers products for all types of people
· Due to the ongoing significant role of the sports industry may have increased the scale of demand (Kohtamäki and Partanen, 2016)

	Technological
(Favourable)
	· High-tech innovations in the industrial areas have helped in bringing in smart opportunities in the field of sportswear
· Adidas has implemented technological advancements for diving into the respective industry

	Legal
(Favourable)
	· The volume of intellectual properties of Adidas is comparatively larger, which has led the company in designing its patents to restrict infringement and copies (Martín‐de Castro et al., 2016)

	Environmental
(Favourable)
	· Adidas has effectively decreased the level of environmental effects by addressing and eliminating conventions of environmental hazards (Adidas-group.com, 2019)



Table 1: PESTLE Analysis for Adidas
(Source: As Influenced by McDonald, 2016)
Porter’s Five Forces for Adidas
Threats of potential entrants (Low)
Adidas is having a huge base of capital along with a large volume of intellectual properties that have helped the company in succeeding over its competitors. Moreover, the established brand image of Adidas and its patents of designing products are unique. These cannot be beaten by any new business within the operating market.
Threats of available substitutes (Moderate)
The company is having numerous competitors neither small nor large; therefore, it can be seen that the threats of available substitute are moderate. The major difference between the products of Adidas other companies is rooted in qualities of products.
Suppliers’ bargaining power (Low)
Adidas is a globalised company that is having a huge base of suppliers across the world. Therefore, it is easier for the company to switch suppliers at any time. Therefore, Adidas may not have to face any major issue from its base of suppliers.
Buyers’ bargaining power (High)
It has been known that Adidas has created a strong brand image in the operating market; however, the number of market competitors is increasing. This indicates that a lot of available options are there in the market for customers. On the other hand, the increasing rate of standardised purchasing practices has led people to become highly sensitive towards prices and qualities of products. If the consumer is price sensitive and well-educated about the product, then buyer power is high
 

Current market rivalry (High)
Adidas has to face strong competition due to the globalisation of Nike Ink and it has become difficult for the company to maintain its uniqueness and competency. On the other hand, Puma is another sports goods brand that is also entering the competition.
	Strengths
· Diversified portfolio with a huge base of product designs (Adidas-group.com, 2019)
· A strong and youthful brand image
· Heritage and legacy of the company with a great volume of intellectual properties
· Celebrity endorsements in promotional practices
	Weaknesses
· Premium range of prices due to high-tech innovations
· 93% of the total production of the company is outsourced that has incurred an increased level of cost (Adidas-group.com, 2019)
· Product lines of the company are limited
· Quality of products are perceived by its customers

	Opportunities
· The incorporation of products to the changing lifestyles of people (Baumgartner and Rauter, 2017)
· An increased capability of entering a new market
· The continuously increasing demand for premium products (Taghian et al., 2015)
· Opportunities for diversification of products
	Threats
· Strong market competition can affect the brand value
· The increasing level of production can influence potential threats of suppliers (Bourne, 2016)
· Government regulations are affecting the international trade practices for the company as 93% of the total production is outsourced



Table 2: SWOT Analysis for Adidas
(Source: As Influenced by Adidas-group.com, 2019)
In accordance with the analysis of Porter’s Five Forces and SWOT for Adidas, it has been understood that the level of negative impact from the major macroeconomic factors are comparatively lower. This is because of the strong brand image along with enhanced heritage and legacy of Adidas. On the other hand, the youthful brand image has helped the respective company in having a lower level of customers bargaining power. Moreover, globalisation of the business has been proved effective for Adidas in grabbing a verified base of suppliers.
STP Analysis
Segmentation
Adidas is mostly based on sports-related products; therefore, the respective company is to understand the demographics of the market base with respect to demand of such products. Due to the production of sports-related products, it can be stated that the Y and Z generations are to be the major segment of customers.
Targeting
The main target customer base for Adidas is to be a concentrated base of customers. This is because of the production of Adidas is based on sports. Henceforth, it can be stated that he respective company is required to create a differentiated target market for increasing the number of customers.
Positioning
In order to gain successful positioning for the considered business, it can be stated that the respective company is required to incorporate indirect and selective channels for distribution. In addition to this, celebrity endorsement for promotional practices may have helped Adidas in acquiring a strong and strategic marketing position within the operating market.
Marketing Mix
Product
Adidas has incorporated unique designs of products that are rooted in the sports industry. In line with this, the company has developed numerous patents with respect to the designs of its products. Thus the company has effectively introduced its products by approaching its customers significantly.
Price
Adidas uses the premium pricing structure for its products, which may have led the company to get into strong competition. This may further have influenced relative substitutes within the market. Moreover, the increasing level of price sensitivity of people may have affected the customer base of the company (Baumgartner and Rauter, 2017).
Place
Adidas operates across the world that has helped the organisation in having a huge base of market share. In this case, it can be seen that the respective company has become able to grab a huge base of the target customers. The implementation of indirect and selective distribution channel may have helped the company in involving the entire marketplace within the business practices of Adidas.
Promotion
The company has implemented celebrity endorsements, which is found effective for the company to make the brand image stronger. Along with this, it has been known that the company sponsors some major sports companies for promotion. This has helped the company in imposing the brand in front of a huge base of people. In the case of promotion, it can be seen that the respective company uses to undertake celebrity endorsement from the field of soccer world. This may have helped Adidas in increasing the level of reliability of its customers. 
[bookmark: _dmsvc7k74jz2][bookmark: _Toc25764692]2. The role of marketing in creating value for customers
The concept of social marketing can be defined as an effective approach that is used for developing a set of business activities at the aim of bringing in changes along with maintaining behaviours of people (Kotler et al., 2017). This may have facilitated the human resource base of the company and the respective society. Adidas may have implemented this concept in the field of welfare for its employees of the relative society. This may have led the company in putting the interest of the relative community and its employees on the top of organisational profit. In order to impose practices related to the individualisation of its employees, the social marketing concept is incorporated (Zhang et al., 2015).
In the case of Adidas, it has been found that the company offers products only related to Soccer. The incorporation of Ansoff’s Matrix, it can be stated that the respective organisation may have to consider the strategy of product development. In this case, the respective company is required to enhance the quality of its products. This is because the company is having a comparatively smaller base of product lines. On the other hand, it can be stated that Adidas can also adopt and implement the diversification strategy. In this context, it can be stated that Adidas may have the requirements of creating more variety related to values at all levels of its corporate operations.
The product development and diversification strategies of Adidas may have helped the respective company in imposing a higher level of reliability towards its customers. Thus the respective company can be able to earn brand loyalty of customers to a greater extent. This can be proved beneficial for the shareholders of the considered company. In addition to this, it can be stated that these strategies may have assisted the company in increasing the level of profit margins and thus the investors can be facilitated as well.
[bookmark: _u7m3who3rrje][bookmark: _Toc25764693]3. Stakeholder engagement and their impact on the marketing activities of an organisation
A stakeholder for a company can be any person who is engaged in the organisation for the interest of either that person or the company. Therefore, it can be stated that a stakeholder for a company ranges from the owner to customers. As per the statements of Taghian et al. (2015), it has been known that employees, suppliers, investors, shareholders, and distributors are also considered as stakeholders for the respective company. McDonald (2016) has stated that the internal stakeholders are the entities that are involved inside the organisation. Therefore, owners, management team, and employees are the internal stakeholders of the company and so as for Adidas. On the other hand, people who influence an organisation outside of the organisation are known as external stakeholders. Customers, governmental regulatory bodies, suppliers, and many more are identified as external stakeholders for the company.
Adidas communicates its stakeholders through email in order to answer queries, which is most commonly used for its customers. For maintaining continuous communication with its employees, all workers within the company are provided with hotline numbers. Communications with other stakeholders are run with the assistance of email subscription.
[bookmark: _lz6we7aemvu8][bookmark: _Toc25764694]Conclusion and Recommendations
Adidas is having a huge base of market share due to the globalisation of the respective business. This may have helped the company in increasing the numbers of suppliers and customers as well. However, due to having a smaller base of product lines and premium prices, the company has entered a strong competition that is imposed by Nike, Puma, and many more.
In accordance with the current findings, the following can be recommended:
· The company should have taken into account the product development or diversification strategy for gaining a huge base of market customers
· The company might have developed the section of production for reducing costs related to outsourced production
[bookmark: _6a9e7b40pe55][bookmark: _Toc25764695]Task 2: Reflection on the Essay
[bookmark: _g1l1t5svphh7][bookmark: _Toc25764696]Definition of communication
Communication can be defined as a process that helps in conveying and understanding information from one person to others. In accordance with the words of Martín-de Castro et al. (2016), it is known that communication can simply be termed as a process of sharing and transmitting opinions, orders, ideas, values, facts, guidelines, and many more form a person to others.
[bookmark: _ddsehutdaxdj][bookmark: _Toc25764697]Explanation of a communication model
The linear communication model has been identified as the simplest model of communication. This may have helped in conveying and receiving messages in a simple linear way. In this case, Kohtamäki and Partanen (2016) have stated that the inherent stages in the linear communication model are as follows:
· Creating a source for the message
· Encoding the message securely
· Sending the message to the targeted person
· Decoding the message
· Understanding the message

 (
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Encoding
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Message
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Figure 1: Linear Communication Model
(Source: As Influenced by Kohtamäki and Partanen, 2016)
[bookmark: _r74t4c8qhw89][bookmark: _Toc25764698]Definition of integrated marketing communication
The concept of Integrated Marketing Communication (IMC) has been known as the most effective and simple process which may have made sure that the entire forms of messages and communications are linked in a significant way (Bourne, 2016). IMC is able to help an organisation in integrating the organisational tools that are used for promotional practices and further maintaining the harmony among them.
[bookmark: _2iu7712r53gn][bookmark: _Toc25764699]Types of Promotion in Adidas
In the case of Adidas, it has been known that the company is operating with a larger scale of heritage and legacy on a global basis. In this case, it can be stated that promotional practices of the considered company are highly significant for the development of the organisation. Adidas has incorporated the process of celebrity endorsements in the case of promotion. In addition to this, the company also sponsors numerous major sports companies (Adidas-group.com, 2019). With the assistance of this, Adidas has become able to approach its customers with respect to the offered products.
[bookmark: _h5sxrx694dm3][bookmark: _Toc25764700]Conclusion and Recommendations
It has been understood that adopting and implementing an effective communication model is required for every organisation. This may have helped the considered organisation in improving working practices of the entire divisions and departments. On the other hand, the IMC has been found as one of the best communicating approaches, which helps in enhancing organisational coordination at all levels.
The best-fitting recommendations for effective communication are as follows:
· Imposing transparency at all levels of the organisation
· Providing motivation and equal opportunities to all employees
· Empowering employees to take participation in various critical programmes
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