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[bookmark: _Toc44770568]Introduction
The study focuses on the aspect that an organisation can create innovative marketing strategies based on brand awareness and evaluating the customer journey across a variety of communication channels in order to ensure current and future stakeholders’ expectations of Adidas.
Communication refers to the process of transferring ideas, feelings and information from one person to another. The communication process can be explained by linear model as it indicates that communication process includes sender receiver, message, encoding, decoding, feedback and noise. Integrated marketing communication refers to the process of developing seamless interaction between customers and brands through covering all aspects of marketing communication. Adidas is currently more focusing digital marketing in order to enhance its interaction with customers. Adidas is creating nostalgia or giveaway technique for promoting its brand. The study also covers brand equity which refers to the process of developing value through serving products which is different market. Keller’s equity model helps to describe the concept of brad equity. Adidas used different customer touch points including website, Google search, online shopping, and stores and so on. Adidas uses total engagement model to develop it retain and improve its relationship with customers through engaging customers.
[bookmark: _Toc44770569]Definition of communication
Communication is defined as the process and implementation of various techniques and solutions through which the intended feelings of one person is understood by another person (Ghinea, 2019).
According to Philip Kotler and Kevin Lane marketing communication is defined as process of informing, persuading customers in order to make them remember about the rand or products in a direct or indirect manner (Kotler, 2017).
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Figure 1: IMC 
(Source:Ganeshaet al., 2020)
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Figure 2: Marketing communication
(Source: Baciket al., 2018)
Marketing communication Mix
It refers to elements which is Adopted by adidas for conveying its message to customers. It majorly conveys message through digital medium which includes that Adidas products can be used for sports or exercise purpose. It has sportswear, shoes and accessories for men, women, and teenagers during different types of sports like running, football, soccer, golf and others. Social media helps Adidas to develop interactive marketing, sales promotion helps to attract customers, public relation builds positive brand image in the market and so on. 

[bookmark: _Toc44770570]Discussion on Linear model of communication with diagram
The linear model of communication is a simple method of communication in which there is a straightway procedure of communicating. In other words the sender sends information and the receiver receives it, in this model of communication there is no way in which the receiver can respond back to the sender of the communication. This model of communication is mostly used in businesses through their PR agencies and through advertising agencies to communicate with their clients and customers (Wang, 2018). 
There are basically three important things in this model of communication which are namely sender, channel and receiver. The importance of these three things are equal and this model works primarily in the following way: The sender decides upon what communication to send and then sends the message over the channel, the channel then transmits the message in a tangible form which can be written, audio-visual etc. that can be understood by the receiver upon receiving when the receiver can decode the message. The usability of this model of communication is debated at many levels because what experts claim is that the choice of medium can introduce a lot of disturbances in the message and thus there are instances when the message is quite altered when it is decoded at the receivers end (Song, Choiand Shi, 2018). 
There is another particular problem with this model in the fact that the receiver does not have any opportunity of coming back to the sender with any feedback or queries because the messaging system does not allow such options (Ding, 2016). 
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Figure 1: Linear model of communication
(Source: Influenced by ZHANG and Zhanfang, 2020, p.52)
The linear model of communication helps to explain AIDA model of marketing where the message of the communication model helps to generate awareness about Adidas through different promotional activities (Poyraz and Çetintürk, 2017). The awareness generates interest among customers regarding Adidas products. It leads towards desire of obtaining the product which leads towards the final purchasing decision of Adidas products. The action refers to feedback of the communication model where the brand act as a sender and the customer act as a receiver.

[image: Models of marketing communication]
Figure 2: AIDA Model
(Source: Budiawanet al., 2017)

[bookmark: _Toc44770571]Definition of Integrated Marketing Communications
Integrated Marketing Communication is an advanced model of communication which actually integrates many smaller units to make a communication model and is used by brands and companies all over the world to make crystal clear communication to their clients and customers in order to increase their brand value and visibility (Wu, 2017).
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Figure 3: Integrated Marketing communication tool
(Source: Duralia, 2018)
Philip Kotler has defined integrated marketing communication as the process of as a concept which combines and coordinated different communication medium in order to provide a constant and clear message. Adidas adopts this technique for globally transmitting message to a huge number of global customers. Adidas use sales promotion, spaceship, digital marketing and others in order to apply integrated communication tools for example it sponsors events like FIFA World Cup and it also provides discounts, promo code or coupons to the customers. 
[bookmark: _Toc44770572][bookmark: _Hlk45230573]Promotion Applied by Adidas at the present time
The promotions that the German sports giant has applied range from very varied campaigns that dealt with development of social causes to development of the brand image through the quality of products they provide and again through the bringing together of content creators and more. One particular thing that is very clear from the way Adidas has gone about with their promotional campaigns is their clear understanding and stress on the digital platform for their massive promotional work (Huettnerand Brem, 2017). Product Franchise, New Dimension of Drive Growth for Women, Effective marketing investment along with sustainability in terms of eco-innovation and eco-activation are the major promotional strategy Adidas is using in this present time (report.adidas-group.com, 2020). 
A recent promotion that Adidas has applied and worth discussing would be the digitalization as well as associated drive that the company has taken. Digital sales are accounting for a massive amount of revenues and thus the company started getting a lot of effort from its promotional and marketing teams to go digital. Even sales were pushed through the digital channel (Bergeand Gaede, 2017). The company has used digitization even in their production and this has been duly promoted to their customers and prospective customers especially the use of the new fancy technology of 3D printing. The result has been marvellous as the production has become extremely fast and this use of new technology has created a sense of urgency among the customers to try the new products.
[bookmark: _Toc44770573]New promotional strategies Adidas can use to raise brand Awareness
Though there are many strategies that a brand like Adidas has already employed in their promotional activities to raise brand awareness however there are many more options and strategies that they can explore in order to raise their brand awareness. A few of those strategies can be:
1. Giveaways: It is not a new thing that people love to either win things or get things that they did not expect. Contests and giveaways are a perfect way to connect to a larger crowd and given the products that are produced and sold by Adidas this can be a very effective strategy for them(Yukse, Smithand McCabe, 2017).
2. Creating Nostalgia: This method of creating nostalgia is actually perfect because there could be a massive amount of marketing content that has been away from the customers for a long time (Shinand Parker, 2017). 
3. Adidas has successfully become partners with social media influencers under “#MyNeoShoot” campaign which is developed to engage the brand with social media users.
4. Adidas has become partner with NHS after outbreak of coronavirus for a good cause as it provides 30% discount or offering discount coupon to the NHS staff in order to support them as they are serving common people in this pandemic scenario (Ang and Rusli, 2018).
5. Adidas sponsored “Africa cup of Nation” and it develop partnership with “Real Kashmir Football Club” in India. Thus, partnership and sponsorship in different helps the brand to promote its products.
6. Adidas can utilize social proof FOMO which indicates fear of missing out in order to promote the brand and its new products. It helps the organisation to focus on conversion optimisation in order to convert more website visitors into customers.
7. The organisation already uses content marketing but it can involve influential stories of their customers which can help the brand in developing customer engaging promotional strategy. 
[bookmark: _Toc44770574][bookmark: _Hlk45224943]Definition of Branding and Brand Equity
In terms of branding a business it is important to mention that brand strategy is nothing but a long term action plan based on which the overall business can be distinguished in the market with an effective image of the business organisations (Theureret al. 2018). 
The assets that provide an additional value to a brand along with a recognizable name is included within brand equity. Brand equity enhances the value of the brand in the economic market along with building long terms franchises with the customers(Sallam, 2016).Brand equity refers to the financial value of a brand which generates capital value to its products. According to Kotler and Keller, it is directly related with the mind set and perception of customers related to the brand. Kotler also defines branding as a process of creating identification of a product with name, logo, symbol or combination of these characteristics (Kotler, 2016). 
[bookmark: _Toc44770575][bookmark: _Hlk45227713]Keller’s Brand Equity Model with Advantages and Disadvantages
Also known as “Customer-Based Brand Equity” or CBBE Model, the Keller’s Brand Equity Model focuses on the development of a strong brand image which might influence, control or attract the buying pattern of the customers. In the below mentioned figure the overall model is being demonstrated. 
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Figure 2: Keller’s Brand Equity Model 
(Source: Influenced by Vasilevaand Vasileva, 2017, p.95)
Brand identity: It refers to how customers are pursuing the brand and distinguishing it from others which is the most important stage of the model and supports the rest of the stages in the form of a pyramid (Rautet al. 2019). As Adidas is mainly a sports brand, the business has sponsored a number of sports events in order to create a brand identity by showcasing its USP to the targeted customer base. The mission statement of the business organisation “to be the best sports company in the world” shows that the business designs, develops and sells the best of the sports products in a sustainable way so that the customers can make this business the best. 
Brand meaning: Performance and Imagery are the two stepping stones of this step as performance helps in determining the level of attainment of predefined customer needs by the product; whereas imagery defined the meeting of customer needs in social and psychological level by the brand (Anselmsson, Burtand Tunca, 2017).
Performance: Adidas is popular for its high quality of products which makes it durable and sustainable to the customers. Financially, Adidas is the third largest apparel brand in the world which indicates its strong performance. 
Imagery:  Adidas develop partnership with sportsman like Adidas associates itself with various sportsmen in order encourage people towards sports which develop to create association with football, soccer, golf and other sports. 
Brand response: This is the third step of development of brand equity and it deals with direct response of the customers regarding their experience of consumed products. Judgment and feelings are the two basic responses what the consumer presses. Feeling is the positive response of the customers whereas disappointment of any purchase is followed by judgment from the brand advocate who is followed by a brand detraction or market value enhancement. Quality, credibility, consideration and superiority are the base of getting the response from the customers as all of these build their individual experience; as a result of which the brand image develops in the market (Mahmood, 2018). As an example it can be stated that in order to enhance brand equity the management of the company Adidas should understand the market needs to analyze the competitors such as Puma and Nike in terms of quality as well as price so that the aspects of Quality, credibility, consideration and superiority can be attained within the response of the customers. As a result the business can be able to become the leader among the sports product brands by 2020 (adidas-group.com, 2020).
Brand resonance: Brand resonance referred to the fever towards the brand from the end of customers or the loyalty of the consumers due to its quality products or superiority. In this context format can be highlighted that the organisation has a large customer base and the business has focused on the aspects of retaining, including and converting strategy for developing brand resonance with quality management of the products. As a result of this the brand has witnessed revenue growth of 17.6% of average rate since 2015 (forbes.com, 2020). 
Judgments: Customer judge the brand because of its standardized products and its performance. 
Feelings:  The brand generates a feeling of passion, energy, strength, control, and speed with its identity as it reflects self-respect, fun and excitements with its products. 
Salience: Adidas developed provides different kinds of sportswear, footwear and accessories which has a particular width and breath which generates salience.
Advantages of this model: Thus model of brand equity helps in the estimation of present situation of a business organisation by focusing on the development of brand image by meeting customer’s psychological and physical needs. This basic model can help the business Adidas in estimating and enhancing the brand equity of the company.
Disadvantages of this model: This model seems incomplete as it fails to focus on the aspects of “Patents, IP and trading partners” and “Brand associations” as these are vital parts for managing a large business. While applying this basic level of brand equity model, Adidas should also consider these aspects for protecting the brand equity. 
[bookmark: _Toc44770576][bookmark: _Hlk45228796]Customer journey and customer touch points of Adidas
Customer journey map refers to the process of visually representing a customer’s contribution for achieving an organization’s goals (Rosenbaum et al., 2017). Adidas customer journey map stated from brand awareness. It encourages customers to consider the brand which leads towards their purchasing decision through website or stores. It can take place through social media or word of mouth which encourage more people. 
The first step of customer journey map is awareness and the advantage of Adidas from sport celebrity endorsement it helps to create buzz in the market and the company can reach millions of people through utilizing the popularity of celebrity (Rudkowskiet al. 2019). However, the disadvantages of sports celebrity endorsement are the image of popular celebrity can overshadow the bran image and it can divert the attention from the products. Thus, the company is recommended to involve customers in its advertisement strategy for enhancing customer touch point. This is going to make the customers feel like they are important to the company and it is going to boost the company reputation that will lead to future development of the company as well. 
Adidas focused on goggle search and product knowledge aspect in consideration stage. The advantage of goggle search is obviously the reach of goggle as any customer from any corner of the world can connect with the brand through searching the company but disadvantages is it can limit the reach in rural areas because of lack of internet facility (Sepoetro, 2018). Therefore, the company is recommended to focus on traditional promotion methods like billboards or television advertisement, so it can enrich customer touch point at consideration stage.
The third step is conversation and retention which take place though understanding the actual customer requirement. Adidas’s follow up to the potential customers and provide loyalty program in order to retain customers but excess follow some-times irritate customers. Thus, the organisation can focus on solving customer queries in order to satisfy them and encourage them for converting into buyers where websites and physical stores plays an important role as a customer touch point (Marques, 2018). 


	Stage
	Awareness
	Consideration
	Decision
	Delight

	Touch point
	Advertisement endorsed by a sports celebrity 
	Sponsorship of sports teams or events
	Google Search
	Checking out the designs and reading the review
	Developing knowledge about the products
	Visit website or retail store
	Making the final purchase
	Referral to other customers

	Customer process 
	Come to know about the product through Digital or print media
	Watching the sports events 
	Searching the products using internet 
	Reading various sites related to the product
	Develop a knowledge about the brand
	Looking at the design and comparing with similar products in the market
	Purchasing the product if the product looks convenient
	Referring to the circle of family and friends if satisfied

	Experience rating scale (Out of 0 to 10 Scale)
	7
	7
	8
	5
	5
	8
	9
	6


Table 1: Customer touch points of Adidas
(Source: Created by Learner)
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Figure 3: Diagram of Customer Journey Map of Adidas
(Source: Created by Learner)

[bookmark: _Toc44770577][bookmark: _Hlk45229396]Total Engagement Model from the context of Adidas
The brand Adidas' total engagement model is based upon their distinct ethos of being customer centric by delivering value through their product and customer services. To engage their customers the brand focuses on two factors. Firstly to communicate the brand vision to its customer base in a positive way and on a regular basis to drive the value proposition. Secondly to develop a culture in the organisation that is customer centric and delivers that value proposition to the customers through its services (Hameedet al. 2016).The brand Adidas focuses upon developing engaged employees who are committed to deliver the objectives of the company with a personalized approach. Such engaged employees are highly productive and they are inclined to service the customers in a timely manner and settle any issues peacefully. They are also a valuable asset to the company as they are loyal and trustful. A satisfied customer who is taken care of by an engaged employee creates a good relationship thereby affecting the bottom-line of the company. 
The total engagement model also links four elements which are branding, culture, customer service experience and customer value proposition to deliver the best offerings to a customer. Branding is the effective communication of what the company stands for and the products' intrinsic value that it is proposing for the customers. Culture reflects the company's objectives, mission and vision that it values most. It affects the behavioural environment of the organisation where there is a growth of engaged employees who deliver outstanding customer services. The customer service experience is the overall interaction of a customer with the brand, starting with product knowledge given by the store manager to after sales service requirements if it crops up. The customer value proposition is the value offered by the company to a customer in terms of the attractions a brand offers to its customer to buy their product above others (Liang, Chuand Lin, 2020). 
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Figure 4: Total Engagement Model from the context of Adidas
(Source: Influenced by Liang, Chuand Lin, 2020, p.145)
Advertisement of Adidas always indicates passion of athletes which promise quality products in order to encourage more people towards exercise or sports.  The advertising elements of Adidas includes digitalization and technology which encourages customers to engage more with the brand. The technical facilities also encourage employees to focus on the performances in order to serve customer better. The high-speed manufacturing process in adidas develops a culture of speed in the organization which enhance both customer and employee relationship. 

[bookmark: _Toc44770578]Conclusion
The process of managing the reputation of a brand is included within brand management. It is associated with developing the outlook of the customers towards a brand effectively. The strategies involved in brand management include positioning, name selection, sponsorship, and development of the brand. In this study the aspects of brand have been discussed from the context of Adidas. 
Marketing communication indicates the interaction between customers and Adidas which is explained through linear communication model. Integrated marketing communication enables Adidas to use different medium for enhancing its communication with customers in order to increase sales including sponsors, sales promotion and other. Customer journey map of Adidas indicates that customers are associated with the brand through brad awareness to advocacy. Customers, employees and organization are engaged with Adidas. The Keller model has support to determine the brand equity of Adidas through explaining judgement, feeling and other elements. 
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