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[bookmark: _Toc29338559]Introduction
Marketing is a common activity carried out in almost all organizations for promoting and selling new products. Whenever a company launches a new product in the market or improve specification of existing product, those specification will not reach customers unless the company create a distinctive promotional method through which customer will know about that fact. This essay revolves around lack of ideas about marketing concepts and no initiative for developing product in future can the main reason for downfall of that company. Thus, this essay tries to prove that using critical analysis with help of useful marketing tools could provide success in promotional methods for a company. Adidas is currently launching new sports shoes in UK market called Aero Bounce. Marketing strategy of Adidas will be highlighted in this essay.
[bookmark: _Toc28591879][bookmark: _Toc29338560]Development of marketing and creating value for customers
[bookmark: _Toc28591880][bookmark: _Toc29338561]Marketing concept
[bookmark: _Hlk25789050][bookmark: _Hlk25789023]Marketing concept provides a collective approach to a brand so that a company can focus on delivering requirements of customers without changing its mission, vision, and objectives. As mentioned by Katrandjiev (2016), the overall marketing concept is based on four sub-concepts such as concept of production, concept of promotion as well as concept of sales. Production of different goods must be in alignment with needs of customers. 

Figure 1: Concept of Marketing
(Source: Katrandjiev, 2016)
[bookmark: _Toc28591881][bookmark: _Toc29338562][bookmark: _GoBack]Past, present, and future of marketing
Marketing development of a company is always focused on creating values for customers. Market development is a procedure of getting new in new markets with different varieties of products which are completely different from any other products in that market (Opreana and Vinerean, 2015). According to Laheriet al. (2014), market development is a type of future planning process where each of the marketing development stage is focused on providing values to customers. Different steps of marketing development for Adidas will be pricing, distribution, branding, promotion as well as sales and also product development. 

Figure 2: Steps of Market Development
(Source: Laheriet al. 2014)
[bookmark: _Toc28591882][bookmark: _Toc29338563]Identifying key stakeholders for assessing their impact on marketing activities
[bookmark: _Toc28591883][bookmark: _Toc29338564]Customers and other stakeholders
[bookmark: _Hlk25789105]People or individuals associated with the business and business development of a company can be called as stakeholders of that company. Adidas have different internal as well as external stakeholders who can contribute to new marketing plan for launching aero Bounce sports shoe in UK. According to Hillebrandet al. (2015), stakeholders can be divided into two separate groups such as internal and external where internal stakeholders refer to Board of directors, employees, shareholders, and management staff. On the other hand, external shareholders for Adidas will be Government, suppliers, competitors, regulatory bodies, customers and also media.

Figure 2: Different types of Stakeholders
(Source: Hillebrandet al. 2015)
[bookmark: _Toc28591884][bookmark: _Toc29338565]Impact of stakeholders
Stakeholders are responsible for improvement or downfall of the business market of an organization. As mentioned by Felixet al. (2017), customers can not able to access new product if its price rate is not affordable. On the other hand, Adidas cannot increase sales volume of Aero Bounce if its marketing competitor is providing same product with low affordable price range. Cost of raw materials as well as GST imposed by UK government will influence pricing strategy of Adidas. According to Kull et al. (2016), media generally deals promotional strategy of a company and it will entirely up to marketing officials of a company to select a specific media as a promotional platform.
[bookmark: _Toc28591885][bookmark: _Toc29338566]Different Stages of marketing and marketing environment
[bookmark: _Hlk25789128]Adidas will follow only two stages of marketing process such as market analysis and marketing plan. As per the views of Mistiliset al. (2014), market analysis will give details about current condition of a business market along with different marketing constraints. Adidas can use SWOT for microenvironment analysis and PESTLE macro environment analysis
[bookmark: _Toc28591886][bookmark: _Toc29338567]Macro and microenvironment
[bookmark: _Toc28591887][bookmark: _Toc29338568]SWOT
	[bookmark: _Hlk25745863]Strength
	Weakness

	· Diversifies portfolio
· Heritage and legacy
· Great financial position in the world
· Massive distribution network
· Creating touchpoints through good sponsorships
	· High price rate
· Outsourcing in manufacturing
· Limited opportunity for product line extension

	Opportunities
	Threats

	· Market development
· High demand for products with premium price rate
· Backward integration
· New products for changing lifestyle
	· Huge market competition
· Pure dominancy of suppliers
· Regulations of Government 


Table 1: SWOT analysis of Adidas
(Source: Gürel and Tat, 2017)

Figure 3: SWOT analysis of Adidas
(Source: Gürel and Tat, 2017)
In order to operate in the market of UK, Adidas needs to know about all its internal strengths and weaknesses factors. Diverse portfolio makes Adidas distinct and sperate from other bands in UK. However, most of the products of this company come with premium price range (marketing91.com, 2019). However, Adidas has been increasing its employees worldwide where number of employees of Adidas in 2018 was 57016 (statista.com, 2019). Adidas can leave its outsourcing process for manufacturing by recruiting potential employees. Adidas already has a very good distribution network as it already has more than 2000 stores worldwide (statista.com, 2019). 
Net operating income of Adidas has increased by a staggering percentage of 20% where currency natural sales also raised by a margin of 8% (Adidas, 2018). Marketing officials along with authority members of Adidas can utilize strong financial of this company for investing in new products. Thus, demand for products with a premium price rate has become a trend for UK consumers (marketing91.com, 2019). Thus, Adidas can collect high-quality raw materials from suppliers to manufacture high-quality products with a premium price rate.
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Figure 4: Employee Growth of Adidas
(Source: statista.com, 2019)
[bookmark: _Toc28591888][bookmark: _Toc29338569]PESTLE
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Table 2: PESTLE of UK
(Source: Andrei and Prisecaru, 2014)

Figure 5: PESTLE of UK
(Source: Andrei and Prisecaru, 2014)
All factors represented in table of UK PESTLE are based on macro environment and fluctuation in any of these factors can impact a company or business industry positively or negatively. Adidas can lose significant profit margin in UK market if government continues to increase its corporate tax rate or GST (ons.gov.uk, 2019). New product of Adidas called Aero Bounce is a sports shoe and Adidas can enhance its quality by adding new features with help of advanced technology such as Stretchweb, FlyteFaom as well as 3D printed midsole. It will help Adidas attracting customers and this company can also get significant help from the government after getting a small ratio of huge FDI. Legal factors in the business environment of UK can impact on the performance of Adidas negatively if authority of Adidas fails to follow legal terms and guidelines associated with corporate law of UK such as health and safety act of 1974, equality act 2010 as well as employment act 1996 (Legislation.gov.uk, 2019). UK Government officials are very strict about governmental laws and policies. Because of this reason, authority members of Adidas must ensure business ethics in order to follow rules and guidelines of UK government.
[bookmark: _Toc28591889][bookmark: _Toc29338570]Marketing strategy planning
[bookmark: _Toc28591890][bookmark: _Toc29338571]STP
[bookmark: _Toc28591891][bookmark: _Toc29338572]Segmentation
Adidas will follow demographic, economic, psychographic as well as geographic segmentation. Haideret al. (2019) commented that demographic segmentation refers to finding distinctive people based on their age, gender, race, qualification, occupation and also nationality. Adidas will only focus on one demographic factor which is age. As Aero Bounce is specifically made for sportsmen, individuals having age between 18 and 30 years will be the main target of this product.
Targeting
Adidas will promote this product through TV commercial ads by representing Lionel Messi as their brand ambassador. Facebook will primary choice for social media promotion and Facebook will help Adidas to find customers who are interested in sports activities (Kotleret al. 2015). This product will be Adidas retail stores and also its online website. Differentiated and undifferentiated targeting are major strategies of market growth and recognition which cause targeting of appropriate local customers for Adidas. Along with that, concentrated up for Adidas can be key way of focusing on individual factor such as demand and supply which could provide additional benefit to the company. As opined by Haider et al. (2019), consideration of differentiated and undifferentiated strategy of targeting are ways of ensuring appropriate targeting to the local consumers which are dependent upon growth of business and enhancement of volume of sales. 
[bookmark: _Toc28591893][bookmark: _Toc29338573]Positioning
Customers will get value for buying Aero Bounce. Marketing personnel of Adidas will be following low pricing strategy without defaulting its quality. No substation of this product will be available in UK market as Aero Bounce will be only one of its kinds.
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Figure 6: Market Position of Adidas
(Source: Haideret al. 2019)
[bookmark: _Toc28591895][bookmark: _Toc29338574]4P’s of marketing mix
[bookmark: _Toc28591896][bookmark: _Toc29338575]Product
Adidas will be launching a brand-new product in UK which is a sports shoe called Aero Bounce. This will provide running stability is even as well as uneven surface. An extra cushioning will be in surface of the shoe in order to protect people's feet from hard ground and uneven surface. Torque in the ankle is mainly responsible for instability in running. Aero Bounce is capable of removing the torque by decoupling sole of booth with extra added features of deep groves from inside as well as outside of the boot.
Creative brand strategy can help a brand and its product to grow in new business market. According to Sharp (2016), competitive positioning, use of marketing tools as well as customer acquisition for successful banding of a company. At first, Adidas will focus on its pricing strategy. With help of low pricing strategy, marketing official of Adidas has fixed a price tag of £41 for Aero Bounce. Messaging tools and personal website of this company will be used for email marketing and online promotion of Aero Space.
[bookmark: _Toc28591897][bookmark: _Toc29338576]Price
Although most products of Adidas come in a premium price range, Adidas will follow a relevant low pricing strategy especially for this product (Kushwaha and Agrawal, 2015). Cost of this product will be firmly fixed to £41 for customers. This product will come in 4 variable colours. Pricing strategy or this product can change in future after observing its success rate.
[bookmark: _Toc28591898][bookmark: _Toc29338577]Place
This product will be launched first in Manchester. This city of England has a staggering record of producing potential sports players over the years. Manchester has cricket and football venues called Old Trafford while tennis courts also cannot be neglected. Adidas can attract a large number of sportspersons by launching Aero Bounce at Manchester.
[bookmark: _Toc28591899][bookmark: _Toc29338578]Promotion
As mentioned by Aghaeiet al. (2014), promotional platforms are used for spreading news of details about a product so customer can get know about distinctive specifications and characteristics of the product. Adidas will follow promotion though TV commercials and social media. Adidas can hope success for the product by representing Lionel Messi as their brand ambassador.

Figure 7: 4P’s of Marketing Mix
(Source: Kushwaha and Agrawal, 2015)
[bookmark: _Toc28591903][bookmark: _Toc29338579]Conclusion
Thus, it can be concluded that the overall marketing concept is based on four sub-concepts such as concept of production, concept of promotion as well as concept of sales. Marketing concept provides a collective approach to a brand so that a company can focus on delivering requirements of customers without changing its mission, vision, and objectives. Different risk of UK market and specific requirement criteria of UK customers can be considered by marketing officials of Adidas in order to active success.
[bookmark: _Toc29338580]Recommendation
Except all marketing models specified above, Adidas can also consider to use Ansoff Matrix for expanding current business market. Implication of Ansoff matrix depends on four practical factors such as market penetration, product development along with market development and diversification. In order to penetrate the UK market, Adidas should consider choosing segmented people of UK from different local or regional market while information of marketing depart should help R&D sector to develop and innovate new products for this company. Adidas need to accurately use marketing tools such as SWOT, PESTLE and 4P’s of promotion for development of their existing and new markets of UK.
[bookmark: _Toc29338581]Task 1B
[bookmark: _Toc29338582]Importance of Communication for Adidas
Communication will be important for all departments of Adidas including marketing department. Members of different department in Adidas will get the freedom to discuss current issues and strategies will be used for future promotional as well as branding segments (Ciulla et al. 2014). Fluent communication also helps in constant flow of information suitable for managing marketing fundamental along with operational activities.
[bookmark: _Toc29338583]Communication model: Shannon’s model of communication
[image: ]
Figure 8: Shannon’s communication model
(Source: Ciulla et al. 2014)
Shannon’s communication model is a digital version of advanced communication models. However, its theoretical concept can be considered for other forms of traditional or verbal communication as well. According to Charalambous et al. (2015), four principal factors are included in framework of Shannon’s Model and those factors are source, encode, decode and receiver as well. In digital communication process, received information from source must be encoded into electromagnetic signal to transmit that information for long range communication. On the other hand, receiver will not be able to receive or understand information without decoding electromagnetic signal into its original form (Ciulla et al. 2014). Noise is one other factor that can hamper clarity and accuracy of communication process. Thus, in order to increase the transparency of communication process, people will need to minimize the noise level. Marketing officials of Adidas can apply Shannon’s communication model for collaborating their employees is suitable ways.
[bookmark: _Toc29338584]Integrated marketing communication
It is a simple form of communication concept that supports all forms of communication and information sharing through traditional or advanced process of communication. Integration means accumulation and collaboration in harmony. By applying integrated marketing communication model, marketing officials of this company that is Adidas can accumulate all marketing tools so that these communication tools can work in harmony (Manser Payne et al. 2017). Adidas marketing department will use SWOT, PESTLE, 4P’s of promotion and Shannon’s communication model for marketing advantage of this company. Collaborative effect of these tools can produce higher productivity for members of this organization. As mentioned by Šerić et al. (2014), integrated communications also have advantage of data integration that is information of one department can be used by other department employees as well. For example, good integration level between marketing and R&D department of Adidas will beneficial for both sectors. R&D sector can use marketing data to innovate and add extra features in new products. On the other hand, marketing department can use data of R&D to promote a product also.
[bookmark: _Toc29338585]Promotional aspect for Adidas
Adidas will be using TV commercials and social media for their promotional aspect. Most people stay active in social media accounts at least one time in day. Thus, social media and particularly Facebook will be very handy platform for promoting new product of Adidas. On the other hand, TV commercials will be used in sports channels as well as news channels of UK Aero bounce shoe are perfectly suitable for a sports person (Aghaei et al. 2014). Adidas will be getting attention of huge audiences which will be the main advantage of these two marketing promotional platforms. However, marketing officials have to be very accurate and specific about advertising features. Any wrong and inaccurate information can spread fats through these channels which could occur as disadvantages to the organization.
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