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[bookmark: _Toc108728206]Introduction
Marketing has always been an important segment for any kind of business organisation whether it's big or small. Internal and external analyses are essential to analyze the actual condition of a market. During the pandemic of covid19, almost all organisations had to face many changes due to the changes in customer demands as well as many businesses had to stop their operations due to the shortages in supply and low product demand (Dolnicar et al., 2018).  However, industry leaders, as well as other related parties, are working together to cope with the changing situations and bring a solution that will keep their customers and employees safe. The government and other legal parties are also coming forward to help the organisations to cover up the losses and find out the internal and external impact on the business due to the pandemic. The company that has been chosen here to complete the task is Adidas and necessary information will be provided based on this company.
[bookmark: _Toc108728207]Definition of marketing and the main stages in the marketing process 
[bookmark: _Toc108728208]Marketing 
Marketing is a set of tasks involved in creating, delivering, communicating, exchanging as well as delivering values to the customers to satisfy their needs and demands (Kotler, 2017). 
According to Kotler and Armstrong (2022), marketing is a social and management process through which individuals and groups achieve their goals by producing and exchanging goods and value with one another.
Marketing is simply connected with the buying and selling of the products to the target customers so that their needs are fulfilled and to satisfy those needs other several tasks such as making communication, advertising, and exchanging values are also connected with marketing (Armstrong et al., 2022). Marketing strives to enhance awareness, contemplation, purchase/repurchase, as well as preference for a product or service through consumer-driven benefits, advertising, placement, packaging, price, and promotions.
[bookmark: _Toc108728209]Main stages in the marketing process 
When it comes to the process of marketing, there are several ways to do that but the most used and effective marketing processes that are used by many organisations are given below: 
Setting mission, objectives, and goals: Finding out the existing state and aims of the firm is the first step in the marketing process. Clarifying the mission and vision statements enables a business to pinpoint and evaluate its core goals and objectives (Ernst et al., 2018).  To identify the planned future course of the company, management next develops strategic objectives. The objectives that help the company attain those outcomes are also identified.
Situation analysis: The next marketing process is to analyse the situation based on the company’s mission and vision, market size, market growth, competitors' sales, profits, and types of customers they have. In this stage, the marketing process gives focuses on the internal and external factors of the business as well as sets strategies for the betterment of the company's success (Hajibaba et al., 2019). 
Implementation of the strategy: The next marketing process is to implement the marketing strategy made for the marketing mix which is the product, price, place, and promotion. All single organisations have their strategy to apply for their products and their promotion and in the marketing process, it is considered that the strategies that have been set are implemented successfully. 
Evaluate and control: One of the main stages of the marketing process is evaluation and control and it is highly needed to continue the whole process properly (Grewal et al., 2021).  It helps the company to keep an eye on their marketing elements, engagement of the customers, meet the KPIs, analyse the sales data as well as make reports and further plans for the marketing strategies. It also ensures profitability and growth rate for the company when marketing processes are properly evaluated and controlled. 
[bookmark: _Toc108728210]Analysis and evaluation 
To analyze the impact of covid 19 on the business of Adidas macro and micro environments analysis is needed. Macro environment analysis can be done by doing the PESTEL analysis and its impact on the business and knowing how much favorable or unfavorable it is towards the company. On the other hand, microenvironment analysis can be done by using the SWOT analysis of the company as well as analyzing Porter’s five forces model on the business. Here, macro and micro environment analysis will be shown for the company of Adidas. 
[bookmark: _Toc108728211]Macro Environment 
The macro-environment refers to the external environmental factors that have a significant impact on the success, strategy, and decision-making of businesses. For corporate organizations, these factors are uncountable. The macro-environment refers to the bigger and broader range of economic circumstances (Pan et al., 2019).  Adidas is one of the largest sportswear manufacturers companies in Europe and is the second largest in the whole world. Its sportswear is famous all around the world due to its design, best quality, and manufacturing process. However, in this part, PESTEL analysis for the company Adidas will be shown.
[bookmark: _Toc108728212]PESTLE analysis of Adidas 
Macro environment: An economy's macro environment is its external environment. Business operations are greatly influenced by macroenvironmental elements like GDP, consumer spending, inflation, fiscal policy, and monetary policy. Based on these variables, governments and institutions plan their policies. Decision-making, strategy, and a company's growth are all impacted by macroenvironmental issues. However, both economic and non-economic issues are out of the management's control. Businesses attempt to foresee macro-environmental conditions in order to be sustainable over the long run. Business organizations prepare for upcoming dangers and opportunities based on macro analysis.
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Figure 1: PESSTLE factors (Pan et al., 2015). 
Political factors: The main political concerns that Adidas is dealing with include shifting trade policy and political turmoil in several nations. For Adidas to maintain its global presence and financial performance, these concerns must be addressed. Tariffs and limits on imports are being implemented by the Trump administration. Adidas and other athletic apparel sectors are quite concerned about price increases as a result of US tariffs on Chinese imports (Hole et al., 2019).  Germany is a significant exporter, and US tariffs and import restrictions might cost Germany up to 20 billion euros. As Adidas has to collect materials from other countries so during the pandemic the company has faced supply chain constraints that have disrupted its supply chain. Distinct governments have different rules and regulations. Extremism, low acceptability, patriotism, nationalism, and strict social structures are all significant factors. These variables reflect the nation's stability and business climate.
It can be said that political factors are unfavorable for the Adidas company because it is disrupting the business of the company.
Economic factors: The widespread CoVID-19 outbreak and company closures have caused a recession in the international economy. Many large companies also faced the loss of their annual revenue due to the pandemic. Although Adidas is a financially sound company, its annual revenue and net income have drastically decreased. In 2020, Adidas had a yearly income of $22.63 billion, according to a report. Out of which, the brand's net profit after deducting all costs was $0.529 billion. The brand's annual revenue and net profit declined by approximately 12.83 percent and 75.31 percent in 2020 (Forbes, 2021). Moreover, some other issues that have also affected the business of Adidas are the exchange rate, counterfeit issues, local economic issues, and so on. When the company makes deal with other countries then they have to face the changes in the exchange rate which changes daily and it directly creates an impact on the business. Around 10% of Adidas's items sold in Asia, according to Adidas CEO Rorsted, are false or counterfeit. In Asia, there are a lot of third-party vendors who produce cheap goods while using the Adidas emblem and selling them for a premium price (Jacob, 2021).  On the other hand, people’s income, inflation rate as well as unemployment rate also created an impact on the business of Adidas during the pandemic because many people lost their job at that time and the overall economic condition of the country was not so good at all and the buying power of the people also became lower at that time. 
Economic factors are not fully unfavorable as people’s income, buying ability is changing day by day and it is affecting the business.
Social factors: In recent years, people have begun to recognize the value of health and fitness activities. People are now joining a variety of health and fitness clubs, including those for running, golfing, and other sports (Key et al., 2017).  They need athletic footwear and clothing for the activity when they do that. As pandemic has created a bad impact on business it reduced the purchasing power of the people. People have been unable to leave their homes due to the lockdown and closure. The pandemic has resulted in numerous employment losses. Only the basic requirements of existence have seen a decrease in their spending. It entails slashing their money for athletic gear and exercise.
Social factors are favorable for the company because people are becoming health conscious and taking good care of their health and as a result doing physical exercise, they prefer to have a good branded shoe and thus it is helping the company to sell more products.
Technological factors: Over the years technology has advanced a lot and during the time of the pandemic, it has made people as well as business owners about the importance of technology especially the use of e-commerce, and social media platforms to continue their business and sell the products without going outside during the lockdown (The Guradian, 2022).  People now understand the importance of e-commerce platforms and online retail stores as a result of the pandemic and business lockdowns. Adidas already has an online storefront. During the pandemic, the company sold its products through its online platform. It's a good thing that Adidas has consistently kept up with technological advancements; this is one of the key factors in the company's expansion.
Technology is also working as a favorable point for the company because it is helping the company to use the latest technology for their production process and going ahead from the other competitors.
Legal factors: The major legal factor that has impacted the business of Adidas is losing its trademark. The corporation lost the legal dispute before the General Court of the European Union using the three parallel stripes emblem and the traditional Adidas trademark (Lahtinen et al., 2020).  The business was unable to convince the court that customers recognize its three-stripe logo. It was really important to the business. The brand is now more vulnerable to imitation on the global market after losing the trademark.
Legal factors are not working favorably for the company as the company has faced some issues while running their business. 
Environmental factors: As far as Adidas is concerned, none of the company's factories produce limited or hostile items. Zero waste projects include FutureCraft Loop, Adidas Forming Technology, Biosteel Fiber, Sports Infinity, and more. It is the goal for each of these programmes to use plastics derived from oil, which eliminates carbon waste and produces a more effective as well as thinner product.
This factor is favorable for the company because they are aware of the environment and take actions to reduce the waste in environment and making the earth save for others.
[bookmark: _Toc108728213]Micro environment analysis 
[bookmark: _Toc108728214]SWOT analysis of Adidas 
Strengths: Adidas is serving in the market for a longer period and already gained a position in the market and that is why it is the second largest sportswear company in the world. The company has several strengths such as having the highest brand value and according to the news of Forbes brand value, it has gained the third position (Namugenyi et al., 2019).  Adidas has cultivated a strong and prestigious legacy and heritage throughout its long, storied history by influencing and reshaping many facets of a global society. Other strengths of the company include its high-quality products because Adidas never compromises with its products. It also has a reputation for providing diversified sportswear products. 
Weaknesses: The company has some major weaknesses which need to be considered effective. The company has a shortage in its supply chain. Adidas mostly uses independent or third-party production manufacturers in China, Cambodia, and Vietnam to produce the majority of its products (Phadermrod et al., 2019).  Due to this, Adidas now runs the risk of being overly dependent on foreign suppliers. The price range of the products is also very expensive. The product line of the company is also very limited and the overall operating cost of the company is also very high as their prices of labor cost and materials are increasing day by day. 
Opportunities: The company has several opportunities to encounter. The sportswear industry is growing day by day because of the rising popularity of sports and fitness, which shows no signs of slowing down anytime soon, there will always be a demand for sportswear products and collections (Adidas, 2022).  The demand for sports goods is also increasing which is also an opportunity for the company. E-commerce platforms are also getting popular so turning the business into an online system as well as adopting social media platforms will also create possibilities for the company. 
Threats: The competition in the sportswear market is growing globally due to the globalization process which has become a threat for the company. The dominance of the supplier has also increased a lot in this industry (Pervan et al., 2017).  The loss of the trademark of Adidas in the year 2019 has also become a threat for the company. The other threat which is also the biggest concern for the company is the sale of fake products by giving the brand name Adidas. 
[bookmark: _Toc108728215]Porter’s five forces model for Adidas 
In Porter's five Forces Model, Adidas' competitive environment and manufacturing features are examined. the negotiating power consumers, suppliers, and other market rivals have on the firm's position, as well as how well-positioned the company is to compete, are all considered (Pan et al., 2019). To determine Adidas' current market position, the Adidas Five Forces research analyses a number of internal and external factors, including rivals, customers, and suppliers.
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Figure 2: Porter’s five forces model (Jacob, 2021).
Threats of new entrants: Adidas is serving the footwear and apparel industry since 1949 and already created a strong brand, good quality products as well as maintained economies of scale over time (Pervan et al., 2017). The threat of new entrants to the company is low because any new company can easily come and set up a production unit in the market but it will be difficult for the new company to follow the quality trend of Adidas. It will be challenging for new businesses to compete with the brand's goodwill that has grown through time and the company's simple access to new distribution channels. As a result, the threat of new competitors has relatively little power to influence Adidas.
The threat of substitutes: Adidas is a reputable brand, so the goods are of the highest caliber. The business also puts a lot of money into research, making the brand one of the first to introduce advancements into the products. The brand is the most functionally advanced due to the numerous patents that are associated with it (Vlados, 2019).  The thing about the substitute products is alarming for the company because many regional brands are making replica products of Adidas and selling them on the market at a very high price. Though the quality of the real products is not replicable. It can be said that the threat of substitute products is medium for the company of Adidas.
Bargaining power of customers: The Adidas brand has a significant following of consumers. A very little percentage of each Adidas purchase goes to charity. There is little to no influence on the business even if a customer decides to switch to a different brand of sports shoes. There are fewer sportswear products of good quality so the customer has very limited options to choose from so the bargaining power of the customers in terms of Adidas products is low. 
Bargaining power of suppliers: The company has several suppliers to collect materials for their company’s production. They also have the power to replace any suppliers at any time if they make any turmoil (Pomering, 2017).  Moreover, the company has goodwill and for that reason, many suppliers want to work with the company. Though in some cases, suppliers want to create an impact on the business due to the popularity of the brand, they can’t do that. So, in that sense, the bargaining power of the suppliers is medium. 
Competitive rivalry: The competitive rivalry is very high for Adidas because the company has strong competitors such as Puma and Nike. The competitor's products are almost the same in quality and price compared to Adidas (Forbes, 2021).  Though it will be difficult for those companies to have a unique selling proposition like Adidas and it will also face difficulty to create a dominating situation in the market nothing is permanent and the situation can change. So, it can be said that competitive rivalry is very high for Adidas. 
[bookmark: _Toc108728216]Advantages of Porter’s five forces model 
· Helps the company to set the strongest marketing strategies. 
· Helps in identifying the strengths and weaknesses. 
· Displays the strategies of the competitors (Teoli et al., 2019). 
· Helps in determining the risk in advance.
· Assists in expanding and understanding the competition. 
Disadvantages of Porter’s five forces model 
· Doesn’t consider the risk factors of businesses.
· Can’t be used for all industries universally.
· Can’t be used on large companies which product portfolios are larger than others.

[bookmark: _Toc108728217]Segmentation, targeting and positioning 
Segmentation: The company Adidas uses the geographic segmentation as well as demographic segmentation. They divide the geographic units into region, cities, neighborhoods so that urban and other cities in urban areas can get their product (Thakur, 2021).  On the other hand, in demographic segmentation they target the young people to sell their product.
Targeting: Adidas seeks out clients who have been loyal to the brand from the beginning and who already enjoy and are passionate about sports and fitness. They specifically target young athletes or sports-loving individuals between the ages of 20 and 30. Adidas employs a diversified targeting approach to appeal to people of all ages who are passionate about sports and health.
Positioning: Adidas employs user- and benefit-based positioning as one of its main methods to forge a unique image in the eyes of potential customers (Thabit et al., 2018).  Adidas can a brand essence by highlighting the importance of high-quality products from a reliable company.
The marketing mix of the Adidas 
Product: The major product of Adidas is footwear. Adidas offers a wide range of goods, such as golf equipment, football uniforms, apparel, and accessories. Each sport for which Adidas produces uniforms and equipment is represented by a different subset of Adidas' product line. In its branding strategies, Adidas focuses on enhancing the customer experience, building brand trust, and pushing the limits of sustainability in order to promote its branding (Jacob, 2021).  The execution of their strategy is made possible by both their digital transformation and an innovative attitude applied to every aspect of our firm.
Price: Adidas' marketing strategy incorporates price skimming and competitive pricing as part of their mix. In order to compete with well-known brands like Nike and Puma, the company uses skimming pricing for newly introduced products and sets its mill prices competitively. Skimming pricing refers to the practice of keeping new items' prices high to their exclusivity before gradually lowering them over time until they are at market levels. Adidas primarily employs a skimming price approach for apparel due to its strong brand recognition (Thakur, 2021). 
Place and distribution: Adidas operates 800 plants on four different continents and in about 55 different countries. Adidas shops are the primary retail avenue through which its items are sold. Over 2800 retail locations exist for it worldwide. Multi-brand showrooms are the second important channel for the distribution of Adidas items (Thabit et al., 2018).  Products are delivered to showrooms by the distributor. The products from the brands are displayed in these showrooms.
Promotion: Adidas uses product placement as a key marketing strategy. The practice of referencing brands by including them in other works, such as movies and television shows, is known as product placement. Adidas' success is partly a result of all the endorsement deals it has made with famous athletes like Lionel Messi and Ronaldinho (The Guardian, 2022).  Adidas partners with well-known athletes and supports certain well-known sports organizations, including Real Madrid. Adidas is also well-known for its inventive marketing campaigns and event marketing. Social media is another channel by which this business communicates with customers worldwide. Adidas has millions of fans on both Facebook and Instagram.
[bookmark: _Toc108728219]Conclusion 
Setting effective marketing strategies as well as a marketing mix is highly essential for the company because pandemic has created a bad impact on the business. On the other hand, the macro and micro environment has also been affected due to the pandemic (Vlados, 2019). Though the business leaders are trying their level best to adjust to the situation by giving focus on their SWOT analysis as well as analyzing the internal and external environment. Adidas is a renowned brand for footwear and gained much popularity in the market and expanded its business a lot. Though it has gained a good position in the market it has also got affected due to the pandemic when its supply chain was disrupted as well as selling of its footwear products also got decreased (Wu et al., 2018).  But its SWOT and Porter's five forces model show that it has not been affected so much due to its strengths and good market position. Moreover, the company is giving an effort to set its marketing mix and focus on its weaknesses to perform better in the future.
[bookmark: _Toc108728220]Recommendations
Though the company Adidas is performing well in the market, in some cases it requires improvement and those are given as recommendations.
· The company needs to give more focus on their pricing strategy because the price of their products is high and that is why all types of customers cannot afford to buy them. They can provide discounts and offers more often so that general people can easily afford them.
· The company needs to make strategies to have continuous improvement because the competitors are getting stronger and to survive in the market continuous improvement of the marketing processes needs to be impeded (Zhu, 2021). 
· The company is also required to give focus on quality by improving its designs as well as introducing more new products so that other parties cannot make replicas of their product. 
· The company can also enhance its product category so that more varieties of products become available and competitors get the tough competition to bring those varieties of products into their product line (Ernst et al., 2018). The company can adopt the product development strategy from Ansoff Matrix where they can bring a new product to their existing market and doing so will bring a positive change in their business profit. They can also bring a diversification strategy where they can bring new products to a new market and this will be a new experiment for them.
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