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Executive summary
The paper is based on Sport Direct which is a leading sports retailer in the UK, with over 400 stores nationwide. Further, it has been identified that the company has a highly successful online presence, and also operates several concessions within other retailers' stores. Besides this, Sport Direct is a highly successful company, and its marketing strategy has been a key part of this success. The company has a clear understanding of its target market and has used this to develop a marketing strategy. However, the company needs to focus on its weakness, as the integrated marketing approach has helped it to grow its market share and become a leading retailer in the UK. Sport Direct should also invest in digital marketing, as this will allow it to reach a larger audience and provide customers with a more convenient way to shop. By implementing these changes, Sport Direct will be able to regain its place as a top sporting goods retailer.
 






[bookmark: _Toc121596214]1.Introduction
Marketing is a process where individuals and organizations obtain what they need or want from others by creating and exchanging products or services of value. In other words, it is a set of activities and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large (Aghazadeh, 2015). 
The present report is based on one of the most successful and well-known retailers of sporting goods and gear in the world is called Sports Direct. Its product range covers categories such as fashion, fitness, and lifestyle categories including sports and fitness. These companies have locations in around 670 shops in 20 different countries. It has formed strategic alliances with some of the most well-known sports companies in the world, such as Adidas, Nike, Puma, and Under Armour. Slazenger, Lonsdale, Everlast, Antigua, Karrimor, Camprl, Carlton, Donnay, Gelert, LA Gear, Lillywhites, Muddyfox, Nevica, No Fear, Silver Fox, Sondico, Title, and USA Pro are some of the brands that fall under the umbrella of Sports and Leisure at Sports Direct. Other brands in this category include Antigua, Karrimor, Camprl, Carlton, Donnay and Gelert. Sport Direct is the UK’s leading sports retailer (MBA Skool Team , 2019) 
You will find everything you need to excel at your chosen sport, whether it’s football, running, cricket, rugby, or fitness. Besides this, the paper focuses on the macro and microenvironments of marketing (BBC, 2022). 



Furthermore, different method strategic tools are used like Pestel and SWOT to identify the internal and external environment for marketing. At last, the recommendation is provided to target customers effectively and help in sustaining in the market. 
[bookmark: _Toc121596215]1.1 Critical Evaluation of Sport Direct marketing activities
Marketing is the process of creating value for a company through the creation and distribution of products or services. It is the function that determines what products or services will be offered to customers, how they will be priced, and how they will be distributed (Abeza et al., 2020). Marketing is also responsible for creating and maintaining relationships with customers. Marketing must align with the overall strategy of the company and must be responsive to the ever-changing needs of the marketplace. Sport Direct invests a lot of resources in marketing, including money, time, and people.
They have a large marketing team that works on creating and executing marketing campaigns. The company has also spent a lot of money on advertising, both online and offline as to attract a larger customer base. The Sport Direct marketing budget for 2021 is £1.5 million. This will be spent on various marketing activities including advertising, sponsorship, public relations, and events. It also has a large sponsorship budget, which it uses to support many sports teams and events. In addition to this, the company invests heavily in-store design and development, as well as in its e-commerce platform (Ratten, and Jones, 2020).


1.1 Macro and Microenvironment of Sport Direct 
The company's marketing strategy is based on providing good quality products at low prices. The organization has a wide range of products that are targeted at different segments of the market. The company is facing some challenges in the current macro environment. The macro-environment includes factors such as economic conditions, political conditions, social trends, technological developments, and the natural environment. However, different strategic tools have been used to have a better understanding of macro and microenvironments effectively. 
[bookmark: _Toc121596216]2. PESTEL analysis for Sport Direct
Historically, the PESTEL framework was known as a PEST study, which is an abbreviation for political, economic, social, and technical factors. This conceptual framework has been broadened in recent decades to encompass environmental and legal problems (Peterdy, K., 2022). 
As part of the environmental scanning process in strategic management, PESTEL and related frameworks are widely used to organize information gathered about the macroenvironment. 
It is a strategic tool for understanding a company's current status, prospective and future operational orientations, and the possibility of market growth or decrease. (Gupta, 2013) A company's operations involve interactions with its external environment and external factors that are beyond its control. In addition, the PESTEL analysis provides a platform for identifying opportunities and threats, hence facilitating the SWOT analysis (Perera, R., 2017and Hill, T., 2021). The Framework guides the evaluation of a dynamic and competitive business environment. 
The model conducts an analysis of each of the significant factors that are directly and indirectly influencing the performance of the company in order to allow the formulation of strategies to address the problem and attain a more favorable position in the market (Whittington, Richard. and Johnson, Gerry., 2009 and Thomas, H., 2007).

[bookmark: _Toc121596217]2.2 Political: Government policies, laws, regulations, and political decisions have a huge impact on Sport Direct. The government policies and regulations related to the import and export of goods, taxes, duties, etc. (Bob, Jumadil and Marlena, 2020) are the political factors that are affecting Sport Direct. The company has to adjust its policies and operation according to the government rules to have smooth functioning in the market.  
[bookmark: _Toc121596218]2.2 Economical: The economic factors are related to interest rates, inflation rates, employment rates, etc. However, the UK has effective policies regarding the business as this help Sport Direct to expand business efficiently (Goebert and Greenhalgh, 2020). Due to a sustainable business environment, UK customer has high disposable income this help in increasing profit for the company. This also provides better support and increases the overall objective for growth and development.
[bookmark: _Toc121596219]2.3 Social: The social factors are related to the culture and lifestyle of the people of the country in which Sport Direct is operating. The UK has a diverse population with a wide range of social groups (McCullough, Orr and Kellison, 2020). The country is considered to be a highly individualistic society. The main social groups in the UK are the middle class, the working class, and the upper class. The social factors are external factors and Sport Direct has no control as there is a vast customer base in the company. 
[bookmark: _Toc121596220]2.4 Technological: The UK is home to many world-leading companies in the technology sector. This provides opportunities for businesses to adopt new and innovative technologies. However, it also means that businesses must keep up with the latest trends to remain competitive. With the support of technology, Sport Direct can offer new experiences to customers in sports equipment (Cho and Lee, 2019). 
[bookmark: _Toc121596221]2.5 Environmental: The UK has many environmental regulations in place to protect the environment. This can be costly for businesses, but it is important to consider the long-term impact of environmental damage. However, the company is trying to reduce carbon emissions by using green energy in its retail outlets (Phalitnonkiat, 2018). Besides this, management has limited their use of plastic bags as this help in overcoming the problems of waste and makes the environment more friendly. 
[bookmark: _Toc121596222]2.6 Legal: The UK has several laws and regulations that businesses must comply with. These include laws relating to employment, health and safety, and the environment. However, government tends to provide support to business like Sport Direct as this provides ease of doing business and generate profit more effectively. 
[bookmark: _Toc121596223]3.SWOT analysis
According to (Business Research Methodology, 2021 and the British Library,2022), the acronym SWOT refers to an analysis of a company's "Strengths," "Weaknesses," "Opportunities," and "Threats." Both Strengths (S) and Weaknesses (W) are described as internal aspects that a corporation has some control over.
 In addition, by definition, Opportunities (O) and Threats (T) are external conditions over which a business has limited control. SWOT Analysis is the most popular technique for auditing and analyzing a company's overall strategic position and its environment.
	Strength 
	Weakness

	· Sport Direct is a leading retailer of branded sports goods in the UK and has a strong market presence.
· The company has a diversified product portfolio that caters to a wide range of customer needs.
· Sport Direct has a strong online presence and a well-developed e-commerce platform.
	· The company has a limited international presence which impacts the company's profit. 
· Sport Direct faces intense competition from both online and offline retailers.
· The firm is heavily dependent on the UK market and is exposed to macroeconomic risks.

	Opportunity 
	Threat 

	· Expanding its presence in the international markets will allow it to attract more customers.
· The company can focus on developing its exclusive brands for its customers. 
· Sports Direct can focus on developing its online and e-commerce platforms.
	· The company faces the threat of new entrants in the market which limit company operation.
· The company faces the threat of substitution from other retail channels.
· Sport Direct is exposed to the risk of changing consumer preferences.



[bookmark: _Toc121596224]4.The target market for Sport Direct
The audience of Sport Direct is mainly individuals who are interested in sports and fitness. The company uses various marketing strategies to attract customers, such as advertising in sports and fitness magazines, sponsoring sporting events, and sponsoring athletes (Cornwell and Kwon, 2020). The company attracts customers by offering a wide range of products at competitive prices. Sport Direct also offers a loyalty card scheme that gives customers discounts on future purchases. Besides this, organizations use different marketing channels to attract customers, including online advertising, print advertising, and television commercials(MBA Skool Team 2019).
One of the most effective ways that Sport Direct reaches its target audience is through online advertising. The company has a strong presence on social media platforms such as Twitter and Facebook, and it uses these platforms to promote its products and special offers. Sport Direct also uses Google AdWords to place ads on relevant websites and search results pages. Along with this, to reach its target population, Sport Direct also employs conventional offline marketing strategies (Cunningham and Ahn, 2019). The business sponsors famous sports leagues like the English Premier League, and it makes use of these connections to advertise its goods. To reach its target audience, the firm also runs advertisements in print and on television. STP method is used to determine the organization's target audience more effectively.
[bookmark: _Toc121596225]4.1 Segmentation: Sport Direct is targeting customers who are interested in sports and fitness. This includes customers who are involved in buying sports equipment, apparel, and shoes. Another factor to consider is the location of Sport Direct. Sport Direct is located in the UK, which means that it is targeting customers in the UK market (Gerke, Woratschek and Dickson, 2020). 
The last factor to consider is the price of Sport Direct products. Sport Direct offers products at a variety of price points, which means that it is targeting customers with different budgets.
[bookmark: _Toc121596226]4.2 Target: People who are interested in exercise and healthy life are Sport Direct main target market. This includes both those who play sports and those who just like to be active and focus on their fitness. Sport Direct also has a secondary target market of people who are interested in fashion and trends. This includes people who are looking for stylish and trendy sporting goods, as well as those who are interested in the latest sports fashion.
[bookmark: _Toc121596227]4.3 Positioning: According to Statista, in 2019, Sport Direct had a market share of 2.7 percent in the United Kingdom. This placed the company in fourth place in terms of market share. The three companies ahead of Sport Direct in terms of market share were JD Sports 17.3%, Sports Direct 11.4%, and Decathlon 3.1% (Happ et al., 2020). The company has strong positioning through marketing initiatives that it uses to promote its products and services. These include advertising, sponsorships, and partnerships.
[bookmark: _Toc121596228]5. Media selection for Sport Direct for effective marketing strategy
There are a few marketing channels that Sport Direct uses to promote its products. These include online channels such as their website and social media platforms, as well as offline channels such as television commercials, print ads, and billboards. However, YouTube and Instagram are the most often used platform by the organization to promote their product and services. 
Social media may also be used to build consumer loyalty and customer retention by giving users a platform to communicate with the brand, and other users, and receive special offers and discounts (Paek et al., 202). Through this, the company can share e-product information and special offers with their followers, as well as create engaging content that will encourage people to check out their products. Sport Direct can use social media platforms to share product information and special offers with customers, as well as to create a sense of community and engage with customers on a personal level. Additionally, social media can be used to drive traffic to Sport Direct website and the online store and to create brand awareness.
This is an appropriate method in marketing as this approach is cost-effective and saves time for the company. However, traditional marketing strategies like advertisements on television are costly and impact an organization's budget. Through social media, Sport Direct can quickly and easily receive feedback from customers about their products, services, and overall experience (Kim et al., 2019). Additionally, social media can help Sport Direct to save money on marketing and advertising costs by providing a platform to reach a large audience for free. Finally, social media can help Sport Direct to save time by automating some tasks, such as customer service and marketing.
[bookmark: _Toc121596229]6. Porters five forces
According to the findings of (Porter, M.E.,2008; MCMIllan,C.2010; Pringle, J., and Huisman, J.,2011), Porter's framework is founded on microeconomics, and despite resistance from Mintzberg and others in 1994, it continues to be one of the most extensively used theoretical frameworks in use today. 
The Porter Five Factors model describes and analyses five distinct competing factors. These factors are the threat posed by new entrants, the power possessed by customers and suppliers, the threat posed by industry competition, and the power possessed by the industry itself. 
The five factors that define any industry and determine its shortcomings and strengths. Analysis of the Five Forces is commonly used to establish firm strategy by identifying industry structure (MCMIllan,C.2010; Pringle, J. and Huisman, J. 2011).

[bookmark: _Toc121596230]6.1 The threat of new entrants: The threat of new entrants is low. The sports goods industry is not easy to enter and Sport Direct has a strong brand image in the market. This is due to the high level of brand recognition and customer loyalty that is necessary to be successful, as well as the high level of capital investment required to open a new store. In addition, the industry is already quite saturated, so there is not much room for new entrants to enter the market.
[bookmark: _Toc121596231]6.2 Bargaining power of suppliers: Sport Direct has strong bargaining power over its suppliers. The company has a large number of suppliers and can easily switch to another supplier if one tries to increase prices. However, this is due to many suppliers in the market and Sport Direct is not reliant on any one particular supplier. Sport Direct is also able to source its products from a variety of countries, giving it even more bargaining power as compared to local suppliers. 
[bookmark: _Toc121596232]6.3 Bargaining power of buyers: Company has significant negotiating leverage with its customers. If one tries to lower rates, the business can easily switch to another customer because it has many customers. These customers can easily find alternative retailers that sell similar products, so they have a lot of bargaining power. Sport Direct needs to offer competitive prices and good customer service to keep its customers.
[bookmark: _Toc121596233]6.4 The threat of substitute: The risk is high as there are other retail outlets which present in the market. For Sports Direct, the main substitute would be other sporting goods retailers such as Dick's Sporting Goods, Modell's, or Academy Sports (Kim and James, 2019). 
These retailers offer similar products and services as Sport Direct, so customers could easily switch to one of these retailers if they were not satisfied with Sport Direct.
[bookmark: _Toc121596234]6.5 Competition rivalry: The competitive rivalry is high. There are many companies in the sports goods industry and Sport direct compete with them for market share. The company has been facing increased competition in recent years from many rivals, including JD Sports, Decathlon, and Sports Authority (Erhardt, Martin-Rios and Chan, 2019). Sports Direct has responded to this competition by opening more stores, expanding its product range, and increasing its marketing spending. Sports Direct has a competitive advantage over its rivals in the areas of product selection and price.
However, the marketing strategy of Sport Direct is effective in that it has successfully managed to create a strong brand identity for itself. The company has a very clear brand message and has been able to communicate this message to its target audience effectively (Nisar, Prabhakar and Patil, 2018). In addition, the company has also been able to create a strong online presence and has developed a very user-friendly website that makes it easy for customers to find what they are looking for. However, there are some areas where the company could improve its marketing strategy. For example, Sport Direct could make more use of social media to connect with its target audience and could also create more targeted marketing campaigns.

[bookmark: _Toc121596235]





7. Conclusion
From the above-stated report, it has been concluded that developing an effective marketing strategy is important as this allows to sustain in the market for a long. However, Sport Direct is a company that is committed to providing high-quality products and services to its customers. The company has a strong commitment to customer service and satisfaction. In conclusion, Sport Direct should continue to develop its marketing strategy to maintain its competitive advantage. The company should continue to focus on its core competencies, which include its strong relationships with suppliers, its efficient distribution system, and its aggressive pricing strategy. In addition, Sport Direct should continue to invest in its online presence and its brick-and-mortar stores. To develop an effective marketing strategy, Sport Direct should consider various factors such as its target market, its competitors, and its strengths and weaknesses.
[bookmark: _Toc121596236]8. Recommendation
There are a few things that Sport Direct can do to develop a successful marketing strategy. First, the company should focus on its target market and develop messaging that resonates with this demographic. Additionally, Sport Direct should create a strong brand identity that differentiates it from the competition. Furthermore, the company should invest in digital marketing initiatives that allow it to reach its target market where they are spending the majority of its time online (Martinez-Lopez et al., 2020). Sport Direct could think about supporting athletes or events that enhance their image. Besides this, the organization needs to improve its online presence, develop more targeted marketing campaigns, and work on improving its customer service.
Sport Direct can improve its marketing efforts by creating targeted marketing campaigns that appeal to its target audience. Additionally, Sport Direct can use data analytics to better understand its customers and their needs. They use social media platforms like YouTube and Instagram to reach a wider audience and use marketing automation to streamline their campaigns. This could involve using more video and interactive content to capture the attention of their target audience. Social media influencers can play an important role in promoting Sport Direct to customers. They can use their platforms to raise awareness of the brand and its products and to generate interest and excitement among their followers. By sharing positive experiences and messages about Sport Direct, influencers can help to build a strong and loyal customer base for the company.
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