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Case study about Adidas 

Introduction

Ever since Adolf Dassler started Adidas in 1949, it has never diversified from being an icon for the sports industry.
Despite the vast competition in the market from companies such as Puma, Under Armor, Nike, today, Adidas has strongly considered one of the world's most important sports brands present and listed on the stock exchange.

Mission e Vision 

The Adidas group holds and follows a clear and defined mission and vision as regards in which it operates:

· Constant commitment every day looking for solutions to strengthen the brand, its products, and always have supremacy over competitors.

· Awareness open to constant innovation, with Adidas branded products you get a unique experience thanks to which athletes can reach their performance's peak.

· Customer focus: by collecting and analyzing customer feedback, the quality, look, and image of the products are improved daily.

· Identification of a global organization: the Adidas group is socially responsible, working to be an example for others, and rewarding for employees and shareholders.

Marketing Mix 4p and SWOT Analysis

Definition of Marketing Mix

The Marketing mix is ​​a fundamental tool for creating a fair offer for your products or services.
The starting point for identifying a correct Marketing mix is ​​analyzing the 4 Ps of Marketing: Price, Product, Promotion, and Place.
According with Marketing Management (1967), Philip Kotler defined the “Marketing Mix” as the set of controllable variables a firm can use to influence buyer response.


Product

Adidas has a wide range of products; clearly, footwear is the main product available in various models and designs that are great for athletes.
However, as a secondary product, we find sports clothing and accessories.
At the London 2012 Olympic Games, Adidas entered into a sponsorship agreement becoming a partner with which it designed innovative sports products for athletes, creating enormous enthusiasm among young people.

· The main goal is to satisfy the needs or wishes of consumers. 
· Support your brand by continually updating and improving the innovative features and quality of the products to try to make a unique experience for the customer.
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Price
	
Adidas uses the skimming price to enter new markets, offering a competitive price while keeping an eye on competitors like Nike and Puma. The target customer for Adidas is the upper-middle class.


Promotion

Promotion Objective

Adidas promotion's goal is precisely and clearly defined, to become the number one sports brand in the world.

Promotion Mix

Adidas sponsors its brand through various marketing vehicles, including:

· Advertising commonly through the mass media.
· Through the use of the Internet.
· Point of sale;

Most of the company’s marketing is focused on television and product positioning. 
The Adidas creative team is known for pumping adrenaline into their customers through well-made announcements (e.g., "Impossible in Nothing Campaign") very creative and full of energy, and forging partnerships with stars like Lionel Messi, Pharrell Williams, and David Beckham.
These ads attract customers to the brand by conveying the entire brand value.


Place

Most of the company's sales are recorded through outlets and stores.
Furthermore, Adidas uses multi-brand secondary stores, which allow Adidas always to be fighting to obtain a dominant position at the expense of its competitors worldwide.
The third and final mode of distribution is online: the products are sold via online support through the key role played by social media.


The Adidas distribution channel is very clearly organized:

-  Production> Adidas stores> Final customer 

-  Production> Distributor> Multi-brand reseller> Final Customer (example of reseller Footasylum)

-  Production> Online fashion websites / Adidas website> Final          customer (examples of Online fashion websites Zalando and Amazon)








STP Analysis: Segmentation, targeting and positioning 

The STP model consists of three phases that help the business analyze its offering, the way it communicates, the benefits, and the value to specific groups.

STP stands for:

 -  Segment your market
 -  Target your best customers. 
 -  Place your offer. 

The main goal of STP Marketing is to attract customers interested in the products a business sells and exclude customers who are not interested.
Moreover, this model is advantageous in identifying target customers by creating personalized marketing messaging specific to each customer type.	
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Segmentation

Segmentation is the process of distinguishing customers based on interests, geographic location, behavior, and psychological factors.
It is essential to perform precise segmentation to know the customer perfectly, obtain a significant advantage over the competition, and satisfy the needs of customers optimally.

Specifically, Adidas uses different types of segmentation to distinguish customers with similar characteristics into groups:

· Demographic Segmentation: 

This segmentation is based on consumers' demographic variables such as age, income, family size, and socio-economic status.
Adidas is targeted mainly at young customers between both the ages of 14 and 40. 
Despite this, among older people, women, and men, the Adidas brand is still trendy.
The company uses sub-brands such as Adidas Originals, Adidas Neo, which have been designed to attract customers with specific characteristics.

· Psychographic Segmentation

Adidas uses psychography as a segmentation tool.

Adidas also offers very high-quality products, targeted for medium-high budget customers, to enter their minds and create a brand's compelling idea.
The five main psychographic components used to go deeper into marketing from a psychographic point of view are: 
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Targeting 

Targeting is the strategy that divides a large market into smaller segments to focus on a specific group of customers within that audience.
The primary target audience for Adidas are athletes or sportspeople aged between 10 and 30 years men's and women, predominantly come from the middle-upper class.
Despite this, the brand remains very popular among people of other ages.
On the other hand, in the last decade, Adidas has invested heavily in fashion and lifestyle products, guaranteeing them a significant recovery against Nike.
Finally, it is tough to address all customers in a large, diversified, and competitive market.
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Positioning 

In a constantly changing market, a defined brand positioning allows in the long term to compete effectively on the market and to be able to satisfy the needs of consumers optimally.

Positioning is the final phase of the STP analysis:
It is the phase in which the products are directed to the most profitable customers.
Adidas is present in major cities, including Paris, Shanghai, Tokyo, London, Los Angeles, Madrid, and New York.
Furthermore, Adidas uses positioning as a communication strategy based on the notion of a mental "map": it consists of conveying the idea of ​​a qualitatively powerful brand and highlighting its benefits in consumers' minds.
Positioning is the final phase of the STP analysis:
It is the phase in which the products are directed to the most profitable customers.
Adidas is present in major cities, including Paris, Shanghai, Tokyo, London, Los Angeles, Madrid, and New York.
Distinct product lines have been successful in their respective cities, including: "Greenlight Run" Tokyo, "Ocean" New York, and "Nemesis" London.
Such events have found tremendous success on social media.
Lastly, Adidas uses social media to promote articles by updating in real-time the new products available and, at the same time, offering a showcase that is easily accessible by all with the use of only a simple smartphone.
The online e-commerce channels recorded Adidas's most evident growth, precisely by +57% of sales for 2018.


Corporate Strategy 

Adidas's mission statement verifies that "Adidas-Salomon strives to be the planet leader in sporting goods with sports brands backed by a passion for sport and a sporty lifestyle" (Adidas-Salomon). 
Numerous studies have shown that the main reason for mergers' failure between companies is the lack of cultural integration. 
In previous mergers, companies often ignore them rather than executing them, which frequently ends up in their combination of cultural differences failing.
Furthermore, with the Reebok company's purchase, Adidas has had to face problems regarding the merger of the two companies, despite its competitors having never stopped and had always worked at full capacity.
A little less than a decade ago, Adidas acquired Salomon, and thanks to this, it had become the second-largest manufacturer of sports goods in the world, behind Nike, and before Reebok.












PESTLE Analysis
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Pestle Analysis Adidas is a global brand in an international environment that has a lot of influence on business and company growth. 
The PESTLE analysis report is a framework for examining the influence of external factors on the macro-environment that affects the activity of the Adidas group. 
This kind analysis is a useful technique for studying the impact of influencers on the Adidas business model, on the growth trajectory, on its business, and on the market strategy.

· Political:

Enhancing the trade war due to political differences:
A huge risk for the Adidas Group would be a sudden increase in import restrictions in the United States, which have shown a closed position concerning world trade.
Just consider that Germany is a significant exporter to the United States, and an increase in trade tariffs would have a drastic impact on the German economy and Adidas.

· Social:

Rise in trends like fitness and yoga among millennials; Millennial consumers are more aware and attentive to what they eat and wear. In general, health and fitness are trendy and Adidas can take advantage of these increasing trends and offer customized products for the same needs required.
	
· Economical:
	
Unemployment, wage rates, taxation, inflation, and interest rates are those economic factors that will affect Adidas' performance and profitability. Adidas and Nike are both giants of the athletic footwear industry. In 2011, both brands' combined concentration ratio was 52.7%, which suggests that these two control nearly half the industry. Adidas products target consumers and athletes with a lively lifestyle. 
Adidas's marketing strategy should specialize in selecting markets to distribute and sell products that may help Adidas' market share, brand loyalty, and profitability. 
Adidas produces over 50% of the products in China. However, the corporate must transfer a part of the assembly capacity to other countries because of the rise aborning costs. 
Here the rise aborning costs is another economic factor affecting its performance. 
Lastly, Adidas should resolve issues regarding the import and export of products.
	
· Technological:

Technological innovation is an advantage that makes the difference compared to competitors. 
Technology has always been used in the company's accounting part: recently, Adidas has introduced new forms of intelligent technology in its manufacturing plants, intending to increase production speed.
However, it is in dire need of expanding this technology to factories in Asia and other locations.
It should also incorporate data collection integration technology into its products to measure the performance of athletes and other consumers. Finally, Adidas invests daily in new technologies to increase productivity, market share, and brand loyalty.	

· Legal:
	
Adidas owns IP systems and style patents, the latter having the task of defending the brand from copiers and counterfeits.
Furthermore, these patents are also useful as legal protection to combat counterfeiting activities. 
Being a large company, they naturally have branded production; if their link with the sports planet, Adidas supports celebrity endorsement as a kind of marketing, considering compliance with national and local regulations.

· Environment: 

Adidas reduces environmental impact. 
They have to watch perilous substances and defeat them, and this could be why they provide natural materials in their products. 
They follow ethical business practices by committing to confirm supplies are following regulations in all nation their goods are produced.

· Conclusion

Adidas has to resolve problems related to underpaying workers in collection countries.
[bookmark: _GoBack] But this reduces the worth for materials — so, they won’t slow this down. 
They are confronted with difficulties with companies that copy and sell Adidas products as their own. In its protection, Adidas holds design patents that limit the sale of non-original copies. The company caters to the health-conscious buyer. 
Product design is regularly evolving to attract new audiences, with consumers moving more and more as time goes by, importing smart technology into sport. 
Lastly, the organization follows ethical practices, national and native laws.	





























SWOT Analysis Microenvironment and Macroenvironment 
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SWOT Analysis is a tool to help businesses develop business strategies. 
SWOT is the anagram for strengths, weaknesses, opportunities, and threats: the first two are internal to the company, which has greater control and is easily manageable (Micro Environmental Factors).
Instead, the opportunities and threats are external, things that happen outside the business, in the larger market. 
A cutting-edge company uses the potential of options to protect itself from threats (Macro Environmental Factors) and also tries to work on the weaknesses to turn them into strengths, and consequently, threats into opportunities.

Microenvironment Factors:

Strengths

· Powerful Brand:

One of Adidas' greatest strengths is, without a doubt, the power of the brand.
Together with Nike and many others, Adidas is one of every of the premium sportswear brands recognized in every corner of the planet. Adidas products are associated with being trendy and relatively high quality. 
All in all, Adidas' powerful branding may be a vital part of how they manage to capture such an outsized percentage of luxury sportswear sales.

· Distribution network:

In addition to the superb brand image, Adidas also includes a well-developed distribution network.
Logistically, the distribution network is so vast that Adidas ships its goods worldwide in an exceedingly short time.
When products are ready for retail, customers have a wide choice of how and where to buy for them. 
Adidas sells its products in physical stores worldwide, including Adidas-branded and other large-scale sportswear retailers. 
Additionally, to physical sales, Adidas also includes a longtime presence in e-commerce; its products are available for purchase in thousands of online stores, including Amazon and Adidas.com. 

Weaknesses
· Outsourced production:

Adidas outsourced the assembly of its products, mainly in Asia. 
However, from an economic point of view, it is a strategy that allows the company to cut many costs related to production. 
On the other hand, Adidas does not have under control how the products are made, not being able to monitor in real-time that they pass the quality controls, respecting the established standard.

· Narrow Product Line:

Another significant weakness facing Adidas is its minimal goods. 
The company has yet to diversify its offering, despite diversification across various price points and foreign markets. 
Moreover, Adidas currently sells sportswear items almost exclusively, with a spotlight on sneakers. 
It's hard to imagine the sportswear industry being any smaller, but it is not difficult to believe that new competitors would push 
their way into the market and siphon away the market share of Adidas. 
In conclusion, it could be less affected by industrial shifts or by new rivals if Adidas is more diversified within the products it sells.

· Few Endorsements

Adidas, compared to Nike, has invested fewer resources in celebrity promotion. This is one of the primary key points that limit Adidas to not being the number one worldwide in its sector.

	Macroenvironment Factors:

	Opportunities
	
· Industry to Expand
 
The growth of the sportswear business is also the foremost opportunity for Adidas.
Health and well-being are increasingly at the center of consumer culture.
Consequently, the number of people who will practice sports and who will have suitable sportswear would increase in a directly proportional manner.
This may not be an exact stage exclusive to Adidas:
other sportswear companies work in the same growing market, and it is up to Adidas to think of clever ways to fight the competition.
	
· Smart Materials
 
Science advances over time: new materials are discovered every day that bring with them multiple advantages, unlike current alternatives. In parallel, consumers repeatedly search for products made with innovative and cutting-edge materials. These two factors together represent an excellent opportunity for Adidas: the use of intelligent technology. By continually investing in the company's research and development, and in the production of recent materials used in sportswear, 
Adidas could invest in developing new breathable fabrics to keep athletes cool during the summer.

Threats

· Competition: 

Although Adidas is a worldwide firm, it faces fierce competition in this premium market from other brands such as Nike, the No.1 brand, and Adidas is in 2nd position. 

· Supplier Dominance:

because of the bulk of its production being outsourced; Suppliers have more bargaining power than the corporate. 

· Government Regulations:

Lawson's international imports and exports, duties, and other types of tariffs have an important influence on the Brand's success. 
Adidas has the obligation and the duty to monitor possible changes in these regulations, considering that 35% of the goods are produced in China, and 93% of the revenues come from Asia.

· Falsified Goods:

The sportswear market is unfortunately characterized by numerous imitation products.
Despite the high prices of luxury sportswear brands, such as Nike and Adidas, many people prefer a cost-effective alternative, getting the same product.
Adidas branded counterfeit products have existed for decades, but at the same time the company has done an excellent job of encouraging consumers to buy real products.
However, if Adidas were to relapse with any of its overseas suppliers, the danger of a large influx of counterfeit products could be a terrifying prospect.

	Conclusion
	
Adidas is a global athletic shoe and apparel brand that has undergone incredible growth in recent years, resulting from product development and marketing implementation.
Adidas has always registered North America as its first entry flow, which is the main reference market in the metropolitan cities where the brand carries out the majority of its sales. 
In digitalization and innovation, the brand has also expanded its spending. 
In 2018, the expansion of Adidas was primarily driven by the most recent models. 
The company has launched new products and achieved exponential sales growth from all of its distribution channels; overall, the company's business has grown considerably. 
However, there are still considerable obstacles to overcome today: Adidas may resolve the situation with better consumer involvement, also reconsidering the volume of costs.
On the other hand, the Asian markets are undoubtedly a development opportunity for the Adidas brand in which it needs to invest more.
Finally, the company's competitiveness has increased in recent decades, and the prospects are no less, 
It is verifying that the brand is working on the right path.


Internal and External Stakeholders 

Internal Stakeholders

Internal stakeholders are people or groups directly interested in the management of the business. 
These stakeholders have a vested interest within the industry, and hence, they will directly affect or be plagued by the business's successes or failures. Internal stakeholders are referred to as crucial stakeholders; moreover, they typically have also a significant effect on a corporation's activities.
They deliver resources to the enterprise and are greatly affected by the results, actions, and success of the business.
Also, they are responsive to all the internal problems with the corporate. 
All of those have an instantaneous stake within the organization's activities and are critical for a corporation's survival. Internal stakeholders typically have a major effect on a corporation's activities.

Some internal stakeholders in Adidas Group are:
· employees, 
· authorisers,
· business associates, 
· workers and shareholders.

External Stakeholders
	
External stakeholders are individuals or organizations external to a company that will influence or influence the business.
They also have a significant influence on the long-term success of a company because they are very often final customers.

Some External Stakeholders in Adidas Group:
· opinion-formers, 
· customers, 
· environmental custodians, 
· suppliers, 
· community organizations  
· different non-profit organizations

How does adidas communicate with their stakeholders?

Adidas uses the following tools to enable solid relationships and communications with Stakeholders:
• E-mails, to which more or less urgent requests are addressed, are published on the Adidas Group website.
• The Adidas Group maintains various sections of its corporate website relating to its operations and projects of interest to all interested parties.
Adidas manages subscriptions, and communications are handled continuously via e-mail. See www.adidasgroup.com/en/home/welcome.aspx
 • The numbers of the worker's hotline: Adidas also provides useful contact information for workers if they do not know how to solve problems through the regular channels available to them in the workplace.
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