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[bookmark: _Toc124117075]Introduction 
Marketing and strategic performance are essential aspects of an organisation that drives the growth and success of the firm. To sustain in the competitive market and to gain customer attention, it is necessary for the brands to come up with effective and innovative strategies that are capable of gathering a better customer satisfaction and attention. In the evolving times, few aspects such as sustainability and brand image have gained attention among the customers because of the activities these brands are involves in. in this study, emphasis will be given in analysing the marketing activities and strategies introduced by Adidas as a measure of enhancing the customer attraction. To discuss and understand these marketing strategies and interventions better, few of the significant marketing theoretical aspects will be evaluated through this study. Similarly, these innovative marketing strategies will be assessed for the outcomes it has got on the community by analysing the impact of these methods. The key marketing strategies that are practiced by Adidas in the current scenario will be analysed and its impact on the organisational performance will be evaluated.  
[bookmark: _Toc124117076]Background information 
Adidas is a German brand that is listed as one of the world’s largest sports goods and accessories manufacturers. Adi Dassler, registered as Gebruder Dassler Schuhfabrik IN 1924, was focused on a mission of providing the best possible equipment for the athletes. Adidas is headquartered in Germany, and it employs more than fifty thousand employees. The continued efforts to deliver the best quality products for the customers made them a favourite brand among customers (Reilly and Larya, 2018). Today, Adidas is a global public company and is one of the top sports brands in the world. The product portfolio of the company is vast, from sports footwear and clothing to an extensive collection of accessories such as watches, bags, eyewear and other sport-related equipment. This company has a very strong financial growth over the years, and they have been considered an effective distribution channel for quality products. In 2006, Adidas acquired Reebok, and since then, Adidas has catered for the premium segments, and Reebok looks after the midrange customers (David et al., 2021).
[bookmark: _Toc124117077]Marketing activities 
The marketing activities of Adidas could be considered based on different marketing strategies and marketing mixes such as 4Ps, PESTLE analysis and SWOT analysis. Adidas focuses more on a broad differentiation strategy. The corporate-level strategy of Adidas is focused on innovation, trying to develop new products and various services and processes that have the potential to cope with the competitive market. Adidas implemented a multi-brand strategy by developing a diverse brand portfolio which made them cater to all the segments that range from players to the common man. This competitive advantage made them maintain a unique identity in the existing market and helped them to concentrate on the core competencies. 
Adidas has focused its major investments on the best marketing and distribution channels in different countries (Kaseva, 2018). This was carried out after a critical evaluation of the customer buying behaviour in the market. Similarly, to make their products and services easily accessible to the common community, Adidas has developed e-commerce strategies. The supply chain operations of Adidas are closely communicated and transparent, and thus it is a benefit for them to customise the products depending upon a wide range of customers (Kingsnorth, 2022). Their organisational culture itself demands the employees be unique and innovative, and the use of the latest technological interventions is making their products stand out from the existing ones in the market. Their marketing strategies and innovative measures helped Adidas to obtain a harmonious operation between shareholder interests, concerns of the employees, their workers and its environment. 
Similar to these marketing strategies of Adidas, their business model is also emphasised, creating innovative and unique products that can fulfil the needs and demands of the customer. This is obtained by their focus on the high-quality product line that is developed based on the needs of the athletes and different consumers (Turner, 2019). Continuous improvements in the infrastructure and development processes and their systems are helping Adidas to achieve faster product creation with unique quality. Harmonious operations in the market services, consolidating the warehouse base as well as streamlining the global product range make Adidas reduce the complexity of their operations to a greater extent (Kulnig et al., 2020). All these strategies that are emphasised obtaining a better customer experience, innovative methods of supply chain management and quick responses to customer needs are making Adidas one of the leading brands that have a greater customer satisfaction rate. Besides the customers, these strategies are effective in attracting investors to purchase stocks in Adidas. These interventions have been effective in having consistent growth for the company over these years.
[bookmark: _Toc124117078]Theoretical framework of marketing activities 
Analysing the marketing strategies of Adidas could be carried out by carrying out the macro environmental analysis of the organisation. this clearly reflects the external factors that determines the overall functioning of an organisation.  external or macro analysis of Adidas could be represented through SWOT analysis, PESTLE analysis or porters five force. 
Through a PESTLE analysis, the macro environmental factors that determines the overall performance of a company could be demonstrated effectively. Components of the PESTLE analysis includes political factors, social factors, economic factors, technological or technical factors, legal factors and environmental factors (Koay et al., 2020).                                             
Hence in this current study that emphasise on marketing of Adidas, an external environmental analysis will be carried out through PESTLE analysis and marketing strategy evaluation is demonstrated through 4Ps of marketing mix. 4Ps of marketing are a set of key considerations that needs to be reviewed and well planned to market a product or a service efficiently.  These 4Ps are referred to as marketing mix, they comprise of a set of factors that are considered when a product is being marketed (Hermanus and Margartthe, 2018). This includes aspects such as what a customer needs, how the product will be perceived in the market, how it will be able to thrive the competition and how is this product communicated with the general public. Hence 4Ps of marketing are denoted as 
· Product strategy 
· Place and distribution strategy 
· Pricing strategy 
· Promotional and advertising strategy 
Product strategy of Adidas 
Product innovation of Adidas is a factor that makes this brand unique and different from the similar ones existing in the market. From the beginning of the brand, Adidas has always thrived in delivering the best  products for customers and athletes. Their innovations were remarkable in the form of certain products such as shoes designed for ice and first multi studded shoes.  This product strategy helps Adidas to cover the entire product line across various sports activities and categories.  in 2000’s, Adidas was the first brand in the industry to implement a new lifestyle segment, by focusing on streetwear inspired by sportswear (Guo, 2022). Product range of Adidas includes various sport utility items for sport activities such as tennis, baseball, basketball, volleyball, rugby, field hockey, cricket and golf etc. besides shoes and clothing, products from the brand includes watches, perfumes, sunglasses, and lotions.  It is evident from the reports and data from the brand that they make apparel and equipment for almost all the types of sports. 
Place and distribution strategy of Adidas 
Wide range of distribution channels ensures the availability of products globally. This includes different methods such as mass merchandise, franchise, online retailers and special stores that are available. Easy accessibility to the products for customers demonstrates the effectiveness of place and distribution marketing mix strategy (Patras, 2021). In the earlier times Adidas used to classify their sales into three different categories. these methods were making the brand to reach to customers in every segment easily. The adoption of ecommerce by its own website and with other muti brand ecommerce websites made it easy for Adidas to reach out the customers. Association of Adidas with organisation such as International Labor Organisation and International Finance Corporation has laid down opportunities for Adidas to develop and grow a sustainable business compared to the competitors in the market. 
Adidas pricing strategy 
Top notch performance of the brand is a factor that has always gathered the attention of customers to adidas. Adidas has a particular set of customers and the brand is focused on providing them the best experience and goods. Because of the continuous upgradation with the technology and product improvement over time, all the products are premium priced. High quality has been the primary focus of Adidas when it comes to pricing strategy. Customisation of the products makes this pricing strategy more reasonable for the customers (Manna, 2019). The high quality of materials used are again a justification to this premium pricing. Additionally, the marketing strategies that the brand adopt such as sponsorships, advertising and heavy investments in marketing makes the prices go higher. Since major portion of the manufacturing in different parts of Asia, this might add on to the import tariffs and other duty charges. However, the quality and standards of the goods from the brand justifies the pricing strategy they have been following (Schimd et al., 2018). 
Promotion and advertising strategy of Adidas 
Majority of the promotion and advertisements are always spread through social media in case of adidas. with more than 35 million and 25 million followers in Facebook and Instagram, this brand communicates consistently with its followers in the social media. Adidas has opted to promote themselves through commercial campaigns on TV, online and billboards etc. few of the remarkable campaigns were done in collaboration with David Beckham, Muhammed and Laila Ali. The campaign developed with the tagline of impossible is nothing was considered as the biggest campaign of all the times (Tanudjaja, 2019). Integration with different game advertisements were also a promotion strategy adopted by adidas. 
[bookmark: _Toc124117079]PESTLE analysis
PESTLE analysis of Adidas includes explanation of different components such as political factors, economic factors, social factors, technological factors, legal factors and environmental factors. 
Political factors: major political factors that has an impact on Adidas are the changing trade policies and political instability in many countries. Since Adidas runs its operations through different channels globally, it involves different shipping methods for the distribution of products and services. The complex supply chain activities of Adidas are making it difficult for the brand to meet the political laws and international procedures (Press et al., 2021). 
Economic factors: different economic perspectives such as taxation, inflation, unemployment and wages fluctuation are affecting Adidas as well. With the changes in the global econmy, Adidas need stop develop strategies that are effective in proper distribution and selling of the products that will aid the brand to increase the market share and profitability. Adidas also needs to focus on resolving issues with importing and exporting of goods (Nabila and Suryani, 2022). 
Social factors: Brand image nad customer loyalty are two important social factors that influences adidas. since people are becoming more health conscious, brands such as Adidas have to develop good sport footwears, apparels and other goods. Similarly social media campaigns have a huge impact on the marketing of adidas. 
Technological factors: Technological advancements and innovations are a key factor that sustains the brand in the competitive market. Adidas has opened up some of the speed factories in order to speed up the production process.  This needs to be extended to major factories in other parts of the world. Technological issues must be solved at the earliest to attain maximum productivity. 
Legal factors: similar to other sports brands, Adidas also face legal obligations which are regulated by the policies and the regulations of the brand. 
Environmental factors: low waste initiation programs are a measure of becoming sustainable that is a vital part of the operations. Adidas also emphasised on reducing carbon emission and attain a green company vision. Additionally, Adidas tries  to avoid all the banned and restricted materials  in the supply chain activities that includes production, manufacturing and storage of goods. 
[bookmark: _Toc124117080]Development of innovative marketing strategies 
Developing a company that lasts more than 70 years is the result of continuous efforts and branding interventions. The adaptive business operations carried out by Adidas are strong enough to sustain in this competitive market with its innovative techniques. Adidas has developed a five-year marketing strategy called "creating the new" this campaign is a self-representation of the company as a digital company (Shtal et al., 2018). Adidas wanted to become the best sports apparel brand in the world. Hence, they have also focused on developing digital strategies that make them reach this goal. 
Digital marketing strategy 
Developing its own eCommerce store is a way of developing brand image and awareness among customers. This eCommerce platform is the fastest-growing revenue channel of Adidas. To attract younger customers who spend a considerable amount of time on social media, it is necessary for brands to come up with consistent and strong digital marketing strategies. The social media posts of the brand need 
to be promoting sustainability, inspiration, action and a modern outlook to the community (Masri, 2019). To obtain this image among customers, Adidas turned itself to be a digital company. Currently, the company spends a considerable amount of its marketing budget on digital campaigns as well as social media tools. 
Attractive locations 
Adidas have chosen certain cities to be holding their strategic significance. Few of these destinations have been considered to be culturally significant, and the brand's presence is made stronger here. Adidas has selected certain famous cities such as Paris, London, Tokyo, Los Angeles, New York and shanghai. These cities are known globally for the latest trends and fashion marketing. Many of the competitive brands have selected these cities as prominent hubs of these brands to ensure a success rate and to distribute the products globally (Sande, 2019). This is a concentrated marketing strategy that helps the leading brands to reduce the efforts on overall marketing efforts and to do the budget effectively. In these strategic cities, they are focused on selling the products that are most suitable for these destinations. As an example, in the UK, Adidas is focused on selling soccer products. But in New York and LA, their main focus is laid down on baseball and basketball. Hence Adidas is well planned regarding what products to be sold in these cities and what works in a particular destination. This way of strategic planning enables a company to be potential of meeting the needs of customers worldwide (Less, 2018). 
Memorable marketing campaigns 
Marketing campaigns are an effective way of attracting customers within a short span of time. Hence most of the brands have put efforts into developing and setting up marketing campaigns that remain in the heart of customers. Advertisements of Adidas are successful in grabbing the attention of customers. Being a sports clothing brand, they have worked with professional athletes, actors, musicians and influencers who are believed to be influencing young minds. A few of the remarkable campaigns that were conducted by Adidas include your future is not mine, which mainly targeted the younger generation, which is a significant part of the Adidas community (Yoel et al., 2021). This campaign included futuristic visuals, which made a huge impact on the younger generation of customers. 
Another remarkable campaign that was impossible is nothing, where technological interventions were used to rework images of Muhammed Ali from real matches to his daughter Laila Ali. This creative execution using artificial intelligence was something innovative from Adidas. Similarly, partnership with famous personalities is a usual aspect of most brands. 
Collaborations with professional athletes and influencers 
Collaborating with market giants is a method adopted by most organisations. Collaborating with professional athletes and major technology groups was a vital step in the growth of Adidas. Adidas had a partnership with Kanye West to release a new branded footwear Adidas Yeezy. But because of some unfortunate incidents with Kanye West, this deal was cut, but the company still continues to sell these shoes (Boehmer and Harrison, 2022). In 2019, this Yeezy footwear line was valued at approximately one billion dollars. These kinds of collaborations played a significant role in the brand development and marketing methods of Adidas.
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Figure 1: The Adidas marketing strategy (Adapted from Erica, 2021)
Developing a close relation with the customers 
Adidas interacts with its customers in an effective way. This interaction makes the customers become loyal customers to the brand. They use multiple outlets to interact with their customers in social and retail attributes. This customer service and experience make the customers happy and develop a better customer satisfaction rate that holds a significant place in the marketing strategy of Adidas. 
[bookmark: _Toc124117081]Impact of innovative marketing strategies 
Adidas has established a superior position because of its innovative marketing strategies. In the global market, Adidas holds a strong position. Compared with the strongest competitor, Nike Adidas has established a significant position in sportswear manufacturing. Implementation of the social media strategy helped Adidas to focus on the customers more effectively (Pool et al., 2018). Active accounts on social media such as Twitter, Facebook and Instagram have helped the brand attain fame and popularity among young customers. Email marketing program makes it easy for the brand to access millions of subscribers globally. Similarly, meme marketing and limited supply helped Adidas to obtain a huge number of loyal customers who returned back to the brand for more goods. This limited supply was an economic rule by the brand, and this helped to grow the merchandise margins significantly. 
With the incredible marketing strategies that Adidas is introduced, this brand is able to obtain a great number of sales and customers. Similarly, Adidas is also focused on segmentation, which enables the brand to reach and distribute the products to different groups of customers separately. Overall it could be analysed as although there is a hugely competitive environment, Adidas is able to become one of the best sportswear brands in the world (Ilhan et al., 2018). Innovation, adoption of digital platforms, collaboration and many other marketing strategies and tactics are giving Adidas to leave a remarkable position among customers. 
[bookmark: _Toc124117082]Critical appraisal of the marketing management strategies 
Analysing the marketing strategies of Adidas includes evaluation through various marketing tools. This reflects that although Adidas is involved in many innovations, competition with similar brands, such as Nike, is a threat to Adidas. Besides this, there is regular competition from market penetrators, substitutes etc. hence Adidas needs to focus on expanding its marketing strategies into a wider aspect to obtain the best results (Tong, 2020). Similarly, another analysis indicates that due to the majority of production being outsourced to Adidas, the suppliers have got better power than the brand, which needs to be regulated for efficient supply chain actions. Even though there are certain drawbacks, the expansion of the product line, market development, adaptation to the changing lifestyle and backward integration is being effectively managed by the marketing team of Adidas. A strong financial position in the market, wider distribution network, diversification of the portfolio and collaboration and memberships with influential individuals are definitely strengths of this brand. Premium pricing, although justified, makes it not affordable for the common community. Hence making, substituent products for the common community might be appreciated rather than only emphasising quality and premium products (Ozgen, 2019). Adidas has already acknowledged that a strategy of mass production or mass marketing is not sufficient to exist; hence to obtain customer support from all the social groups, new interventions are required. Being a sportswear brand, there is a high chance of switching customers to other brands following the competitive positioning worked by the players.
[bookmark: _Toc124117083]Summary 
This report has provided an insight into the different marketing strategies and interventions adopted by the brand Adidas in the market. The background information provided details on how the brand began and how this brand was able to be a successful sportswear brand globally. Since Adidas is focused on innovation and technological updates in their products and services, their marketing strategies are unique in making the brand sustain in the competitive market. Market analysis of Adidas is carried out through 4Ps of marketing mix, which demonstrated a clear explanation of the different components of the marketing mix of adidas. in addition to this, a PESTLE analysis demonstrated the external environmental analysis of the Adidas through its components. Hence this report has analysed the various marketing strategies and interventions adopted by Adidas and its impact in adding value to the organisation. since innovation is the fundamental factor that determines the effectiveness of marketing, innovative measures such as campaigns and technological integration methods of Adidas are evaluated in context to adding value to the organisation. 


[bookmark: _Toc124117084]References 
Boehmer, J. and Harrison, V.S. (2022) No long-term consequences for social irresponsibility? Adidas’ rent incident during the COVID-19 pandemic in Germany. European Sport Management Quarterly, 22(1), pp.11-34.
David, A., Kumar, B., Choudhary, N., Garwal, D., Satish, Y. and Kothandaraman, R. (2021) Customers Buying Behavior And Preference Towards International Branded Sports Shoes. Psychology and Education, ISSN, 333077, pp.2753-2758.
Erica (2021). The Adidas marketing strategy, collabs with big names. Available at: https://www.webcontentdevelopment.com/the-adidas-marketing-strategy-collabs-with-big-names/ (Accessed on December 18, 2022)
Guo, Q. (2022) Analysis of Sports Industry Strategies During Covid-19 Pandemic: Cases from Nike and Adidas. Highlights in Business, Economics and Management, 2, pp.142-146.
Hermanus, A.E. and Margaretha, S. (2018) The Impact of Social Media Marketing on Brand Loyalty: The Mediation Effect of Brand-Value Consciousness towards Adidas Brand in Indonesia. Journal of Management and Business, 15(2).
Ilhan, B.E., Kübler, R.V. and Pauwels, K.H. (2018) Battle of the brand fans: Impact of brand attack and defense on social media. Journal of Interactive Marketing, 43, pp.33-51.
Kaseva, I. (2018) Instagram as a digital marketing tool for fashion brands: Case Company: Adidas Originals.
Kingsnorth, S. (2022) Digital marketing strategy: an integrated approach to online marketing. Kogan Page Publishers.
Koay, K.Y., Ong, D.L.T., Khoo, K.L. and Yeoh, H.J. (2020) Perceived social media marketing activities and consumer-based brand equity: Testing a moderated mediation model. Asia Pacific journal of marketing and logistics.
Kullnig, C., Obermüller, A. and Aichhorn, K. (2020) Improving campaign performance using purpose marketing: Case study of Run For The Oceans. Journal of Brand Strategy, 9(1), pp.7-17.
Lees, S. (2018) Intellectual property: Personal brand sponsorship arrangements. there may be no'I'in team... but there's an'I'in sponsorship. ANZSLA Commentator, The, 101, pp.4-6.
Manna, Y. (2019) Investigating Social Media Influences on Consumer’s Behaviors Purchasing Sports Apparel.
Masri, F. (2019) Cross-cultural issues in advertising: implications for brand and global marketing efforts by consumer-oriented companies.
Nabila, A.J. and Suryani, T. (2022) Social Media Marketing Activities, Brand Love and Brand Trust In Willingness to Participate Online (Co-Creation) with Satisfaction as Mediation Variable.
Ozgen, P. (2019) Self-Laundering for Marketing: Maintaining Sustainability. In Handbook of Research on Consumption, Media, and Popular Culture in the Global Age (pp. 355-370). IGI Global.
Patras, V. (2021) Sustainability in the shoe market: Adidas on a move to sustainability.
Pool, J.K., Arabzad, S.M., Asian, S., Fahimi, M. and Kazemi, R.V. (2018) Employing fuzzy ANP for ranking the personality of international brands in the sports shoe industry. Journal of Modelling in Management.
Press, J., Bellis, P., Buganza, T., Magnanini, S., Shani, A.B.R., Trabucchi, D., Verganti, R. and Zasa, F.P. (2021) Triggering Transformation: Stolt Tankers and Adidas. In IDeaLs (Innovation and Design as Leadership). Emerald Publishing Limited.
Reilly, A.H. and Larya, N. (2018) External communication about sustainability: corporate social responsibility reports and social media activity. Environmental Communication, 12(5), pp.621-637.
Sande, A.V.D. (2019) Influence of Celebrity Athletes on the Sportswear Industry: An analysis of influencers’ impact on Nike and Adidas brand image (Doctoral dissertation).
Schmid, S., Dauth, T., Kotulla, T. and Leding, P. (2018) Adidas and Reebok: Is Acquiring Easier than Integrating?. In Internationalization of Business (pp. 27-61). Springer, Cham.
Shtal, T.V., Buriak, M., Ukubassova, G., Amirbekuly, Y., Toiboldinova, Z. and Tlegen, T. (2018) Methods of analysis of the external environment of business activities.
Tanudjaja, B. (2019) Comparing the Effects of Brand Personality and Perceived Quality Toward Customers’ Purchase Intention of Adidas Sneakers in Indonesia. iBuss Management, 7(3).
Tong, T.K.P.B. (2020) Analisa pengaruh social media marketing terhadap repurchase intention melalui brand trust sebagai variabel mediasi pada instagram Adidas Indonesia di Surabaya. Jurnal Strategi Pemasaran, 7(1), p.10.
Turner, T.(2019) Adidas and the Creation of a Transnational Market for German Athletic Shoes, 1948–1978. In Consumer Engineering, 1920s–1970s (pp. 171-190). Palgrave Macmillan, Cham.
Yoel, C.Y., Ellitan, L. and Lukito, R.S.H. (2021) The Effect of Perceived Social Media Marketing Activities on Brand Loyalty through Brand Consciousness and Value Consciousness on Vivo Smartphone. Journal of Entrepreneurship & Business, 2(2), pp.96-105.

2

image1.png
Prifysgol Cymru
% Y Drindod Dewi Sant

. University of Wales
Trinity Saint David

»




image2.png
THE ADIDAS MARKETING STRATEGY

LOCATION, LOCATION, COLLABS FOREVER MESSAGE CONSISTENCY
LOCATION By collaborating with celebrities  This, with @ consistent message
Adidas varied their campaign and influencers, they propelled hs elevated Adidas to a top

fi

city o city. their brand athletic brand





