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[bookmark: _Toc113372023]1. Introduction
Competition and challenges in the business field are increasing day by day and it provides both positive and negative impacts on business organisations. The positive thing is that competition provides a chance to companies to increase their potential abilities and include innovative approaches. On the other hand, the tough competition creates lots of challenges in doing business in the market. Therefore, business organisations focus on innovative and effective marketing strategies because it is the only way to distinguish the business from the competitors as well as make a unique position in the marketplace. Online marketing strategy is the new preference in the 21st century (Slootweg and Rowson 2018).  The main aim of this assignment is to formulate some innovative marketing strategies for Adidas in order to increase brand awareness as well as meet the needs of stakeholders. The overview of the company is briefly explained in this assignment. Moreover, the present challenges of this company are also recognised.  Some focus is given to the present and efficient marketing strategies of this company.
[bookmark: _Toc113372024]2. Overview of Adidas 
 Adidas is one of the most recognised and popular footwear, sportswear and cloth manufacturing companies across the world and this company is known for its unique quality of garments and footwear. It is a German-basead multinational company which has multiple branches in different locations throughout the world (except in Russia and North Korea). The headquarters of this company is located in Bavaria, Germany.  In 1924 this company was founded by Adolf  Dassier (Adidas.com 2022).  Adidas is considered as the largest sportswear manufacturing company in Europe. The mission statement of this company is "to be the best sports brand in the world and live our purpose.” Moreover, this company also focuses on the four key values that are integrity, performance, diversity and passion (Adidas.com 2022). These values are maintained by this company for motivating the employees and making the organisational culture innovative and positive. Thomas Rabe is the present Chairman of this company.  Adidas is also popular in the manufacturing of sports equipment and sports products. 
The brand icon of this company is totally different from its competitors and the three stripes are the identical mark of this company.  This brand icon is used by this company in clothes and shoe design and it is a good strategy for marketing aid. The brand-building strategy and passion for sports help this company to maintain the leading position in the global market. Adidas also holds an 8.33% stake in the football club Bayern Munchen. The interest in sports distinguishes the brand identity of this company. Brand image and the standard quality of products maximise the sales volume of this company. In 2021, the annual sales of this company were 21.23 million euros (Statista 2022). Moreover, in 2019 annual revenue of this company was $ 26.477 billion.  Nike is the toughest competitor of this company. It can also be mentioned that the E-Commerce revenue of this company has increased by 4% in this year which delivers a good impact on the annual sales and profit of this company. The company is determined and committed to changing lives through sports. 
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Figure 1: Net sales volume of Adidas from 2009-2021
[bookmark: _Toc113372025]3. Challenges faced by Adidas 
Conducting business performance as well as maintaining a unique position in the marketplace is really a difficult job for any company because different market-related challenges are increasing day by day.  Adidas also faces various types of challenges in doing business. This company operates the global market and multi-layer transport and distribution channels. The weak distribution network is the most critical challenge for this company.  The weak supply chain management is another big issue of this company.  Due to the supply chain disruption, the annual profit and sales of the product are decreasing and it delivers a poor and negative impact on the profits range of this company.  On the other hand, it can be also said that poor marketing strategy also creates challenges for this company to maintain a strong relationship with customers. The purchasing style of customers is changing and customers show individual product choices which make the product manufacturing process more difficult for this company. 
The lack of effective planning in the manufacturing segment also creates the situation more difficult for this company to understand the actual demands and perspectives of customers. Some transformations and changes are also noticed in the money transfer section. Nowadays, customers like the E-Commerce platform for pursuing their products as well as transferring money. KAL and ABED ALGHANI (2019) have mentioned that this company does not take any initiative to promote social commerce which is a prominent challenge in doing business in the sportswear industry.  On the other hand, the outbreak of the covid-19 pandemic has also interrupted the demand and sales for products in the global market.  The effect of this pandemic situation is still present. Moreover, it is the main cause of the profit decline of this company. Regarding this discussion, Niskanen (2019) has pointed out that the lack of initiative regarding sustainability also creates challenges for this brand.  Adidas shows very less responsibility for sustainability compared to its competitors and it is the main issue of poor brand image.
[bookmark: _Toc113371589][bookmark: _Toc113372026]4. Present and efficient marketing strategies and system of Adidas
Adidas is undertaking the "Own the Game" strategic plan, which was launched in March 2021, to grow income and efficiency while maintaining capturing marketplace share through 2025.
[bookmark: _Toc113371590][bookmark: _Toc113372027]Strategic market
Adidas has reorganised its organisation and is concentrating its development activities on three important marketplaces: Greater China (which was separated from Asia-Pacific), EMEA (Europe, Middle East, and Africa), and North America. The organisation has built the construction to gain the expectation of the highest market values and product demands.  According to Adida's strategies, three target markets are predicted to provide for almost 90 per cent of sales growth through 2025 (Salgado, 2022). Despite Adida's attempts to manage all of the present issues, they are anticipated to last longer than intended. In that regard, and considering the rising significance of Latin America in Adida's development, the influence of these three markets on high-price revenues through 2025 is estimated to be between 70 per cent and 80 per cent.
[bookmark: _Toc113371591][bookmark: _Toc113372028]Multi-brand strategy
Adidas has implemented a multi-brand strategy by having a diverse brand portfolio which follows them to cater for all segments of the market from players to customers. This allowed businesses to maintain their character while focusing on their key capabilities. Adidas concentrated its expenditures on the finest marketing and distributing platforms in various countries by rigorously examining customer purchasing habits and its constant quest to gain top shelf space (George 2022). They have also adopted e-commerce to develop increasing productivity, attract more clients, and make shopping far more convenient for consumers. Their supply chain is well-communicated, which allows businesses to design items that appeal to a broader spectrum of clients. The Adidas group's corporate culture requires workers to be inventive.
[bookmark: _Toc113371592][bookmark: _Toc113372029]5. Differentiation of the value proposition of the organisation 
Adidas has a very innovative strategy and it must compete with the competitive market with shoes and sportswear. It is the main reason to be very creative with the deals and products to stand out from the rest. The best Adidas innovation idea is the parley for the ocean's partnership.
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Figure 2: the value proposition of Adidas
[bookmark: _Toc113371593][bookmark: _Toc113372030]Social sustainability
Adidas' Instagram postings have been discovered to address global, regional, and local socioeconomic issues. As seen above, the classification process yielded three distinct sub-themes: Community, Connection, and Equality, which represent three distinct methods of promoting social sustainability advertisement on Instagram through the use of graphics and written material (Hilltorp and Magnusson,2022).
[bookmark: _Toc113371594][bookmark: _Toc113372031]Allbirds x Adidas Futurecraft. Footprint
According to Adidas, the carbon impact of the 'Allbirds x Adidas' Futurecraft is approximately 2.94 kilos of CO2. The Footprints data demonstrates a tremendous improvement in dangerous CO2 emissions. The Futurecraft Footprint's upper is constructed of 70 per cent regenerated polyester and 30 per cent Tencel. Sweetfoam, a sugar cane-based foam produced by Allbirds, is utilised in the outsole (Su et al., 2022). Energy and water are conserved by avoiding the employment of dyes and colouring. The most notable distinction between this shoe and others in its classification is the lack of support.
[bookmark: _Toc113371595][bookmark: _Toc113372032]Current business activity
Adidas and Reebok, both have significant sporting reputations in sport shoes business. Recook caters to fitness customers, whereas Adidas caters to professionals. Adidas will be more linked to its customers because of its distinctive offering. Adidas Sports Performances concentrates on development and technologies and primarily targets customers spanning from elite athletes to people who are motivated by sports (Wildfeuer, 2018). This sub-brand aims to make customers powerful, smarter, and cold side. The advertisement depicts a lady racing through the streets, representing the individuals who are motivated by sports.
[bookmark: _Toc113371596][bookmark: _Toc113372033]6.  Definition of communication
A communication strategy is developed to help the organisation communicate effectively and meet core organisational objectives. It is very useful to design a communication model to achieve it. Adidas has become a significant component of the sporting industry for over 80 years, delivering high-tech sports footwear, equipment, and clothing. At the time, the company was proud to hold a global leadership status in the athletic footwear brand market (Sonawane 2022).
[bookmark: _Toc113371597][bookmark: _Toc113372034]Diagram and brief explanation of a communication model
Adidas is focusing on recruiting and growing its business among young athletes aged 14 to 19.  According to Adidas, this targeted group is the greatest significant client sector. Adidas has successfully marketed items and established retail locations in over 160 nations, with up to 2400 shops (Pratama et al., 2022). The Dean-Faustine Model of communication is established to engage the communication theory and manage the customers' interaction with the products. Such instability and unpredictability represent significant issues for both marketing executives and brand management studies. Consumers' attitudes regarding brands impact their purchasing decisions, with financial ramifications for the company. Brand managers, or equivalent promotional experts dealing with product marketing that we will relate to as "brand managers," are attempting to anticipate, comprehend, and purposefully adapt to these perceptions (Wiesböck & Galli 2022). Their job is to verify their company is perceived as originally schemed to accomplish a calculated differentiation that results in securing competitive advantage.

Figure 3: integrated marketing communication tools
[bookmark: _Toc113371598][bookmark: _Toc113372035]Definition of Integrated Marketing Communications
This analysis aimed to see how Integrated Marketing Communication and Campaign Performance affected customer retention (YESAYA 2022). The anticipated advantages of this investigation are that it will expand the variety of expertise in the profession of administration, particularly how big the impact of Integrated Marketing Communication is, to enhance Campaign Effectiveness, which will finally boost Customer Loyalty to Adidas Company.
Direct marketing
Adidas uses direct marketing to promote its products and gain the target market. These new products are usually developed to advertise heavily. The process brings big impacts and connects organisation salespeople to gain target market segments (Writingbros 2022). 
Personal selling
The customer experience has a great impact on products and it will help to develop the staff trained to help and sales enhancement. Customers feel good about buying Adidas products and selling products is a combination of Adidas marketing communication while promoting the company's products.
Advertising Promotion
Adidas has made growth to build effective development for marketing development and customer interaction (Writingbros 2022). The process of business and communication and marketing development is used to build product promotion. 
[bookmark: _Toc113372036]7. Recommendations for innovative marketing and promotional strategies for increasing brand awareness
Brand awareness also defines the brand identity of an organisation.  It is a marketing term by which the degree of customer engagement can be understood. Brand awareness is also helpful for understanding the popularity of an organisation in a highly competitive market. The creation of brand awareness is very much required for promoting a new product in the market as well as understanding brand loyalty and the interest of customers regarding a brand (Bernarto et al. 2020). In this section, some innovative promotional strategies are recommended by which the brand Awareness of Adidas can be improved. 
· Innovative marketing and promotional strategies are very much impactful for making a brand popular in front of the customers and through this approach customers can easily know about the quality and standards of a company.  In the era of digitalization, social media marketing is the most popular tool for marketing. Companies also use this tool for interacting with customers as well as making good relationships. Bilgin (2018) has suggested that the use of this marketing tool improves organisational performance. Therefore, it can be recommended that the use of social media marketing channels like Facebook and Instagram can be very much impactful for Adidas to improve its brand awareness. 
· Regarding this discussion, it can be also suggested that Adidas should be available on the online platforms and this company should actively update its website.  The creation of memorable and valuable content can be a good promotional approach for increasing brand awareness and brand value in the market.  The innovative content creation is a good strategy to introduce new customers and through this approach, this company can easily advertise its products and services to its customers.  This unique marketing strategy should be used by this company to make a distinct image in the sportswear industry. 
· Customers are always attracted to bright colour therefore the consideration of infographics promotional strategy will be effective for Adidas to create brand awareness. Infographic is a unique marketing and promotional strategy in which companies advertise their marketing data and statistics in a bright and colourful way in order to capture the attention of customers (Rogers and Nielsen 2017). With the help of this infographic promotional strategy, Adidas can display its increasing sales and different types of new products. This powerhouse marketing tool can easily build brand awareness as well as distinguish the marketing strategy from the competitors like Nike and so on. 
[bookmark: _Toc113372037]8. Definition of branding and defining the brand equity of Adidas 
Branding is a process by which any organisation represents its value and popularity in front of its customers. It is also an effective process for creating and establishing a good brand name as well as the qualities and personalities of an organisation in the highly competitive field. In this approach, any organisation can reshape its products and services according to the needs and demands of the customers. This strategy is very much impactful for making a unique image of a brand in the mind of customers. According to Paswan, Guzmán and Pei (2020), innovative branding strategies enhance the effectiveness of companies and help customers to engage with the brand. The branding strategy of Adidas is different from its computers and this company focuses on increasing brand creativity and experiences for the customers. Moreover, sustainability performance is also added by Adidas in the branding strategy. 
 As mentioned by Keller and Swaminathan (2019), brand equity is a part of a strategic brand management initiative. This marketing term defines the value of a brand. Sometimes it reflects the perceptions and experiences of consumers regarding a brand. Positive brand equity dissolves the marketing-related difficulties and provides strategic growth in the market. The product and service quality of any organisation helps to create value and the total approach maximises the definition and popularity of any organisation in the competitive field. A strong brand equity is helpful for creating a clear and transparent image of a company in the mind of customers and the brand value impresses the purchase intention of customers. 
In this section, the Aaker brand equity model is considered for understanding different dimensions of brand equity. According to this model, there are some brand assets and liabilities present that enhance the brand value of any organisation.  Moreover, this brand equity model also improves the output of marketing communication. For making good relationships with customers this model is significant. This model has many advantages like it makes strong brand loyalty and maintaining a strong relationship with loyal customers (Foroudi et al. 2018).  Moreover, it is also effective for reducing the marketing cost and helps organisations to gain competitive advantages in the market.  The main disadvantage is that it requires huge capital for investment.  This brand equity model is followed by Adidas for adding value to the brand. 
	Brand loyalty
	Brand awareness
	Brand Association
	Perceived quality

	Customer loyalty is the core aspect of the business of this company. A long-lasting relationship defines brand loyalty. 
	Designing, building and selling the best quality sportswear and sports equipment
	This company is directly associated with soccer. 
	The three stripes brand icon and the black logo colour. 



9. Customer touch point
Any direct or indirect interaction a customer has with a brand is considered a customer touch point. Customer contact points can happen before, during, or after a customer purchases a brand's product or service. They can also happen beyond of a brand's control.
Touch point before purchase
· Internet advertisements: These advertisements, also known as digital banner adverts, can be seen on a variety of websites on the side, bottom, or top. This is a useful touchpoint that promotes website traffic and leads.
· The Internet: You may contact thousands of individuals or potential clients through social media platforms like Instagram, LinkedIn, Twitter, Facebook, Pinterest, etc. These individuals are easy to target through posts, hashtags, sponsored advertisements, etc., which is useful for gaining new clients. Additionally, you may utilise it to establish connections, monitor client feedback, enhance brand reputation, and more.
· The organizational site: The site provides all information about the new offer and new discounts off the adidas. It aids the customer access easily.
Touch point during purchase
· Brochures: Whether they are physical copies or online soft versions, product catalogues or brochures are excellent tools for showcasing your goods or services. Customers may gather all the information required to make a purchase with the aid of product descriptions and images.
· customer feedback: Numerous websites allow users to publish product evaluations, where they may evaluate the item and provide details or criticisms of certain features. It's crucial to keep in mind that your prospective clients are consulting these evaluations while making purchasing selections.
· Selling point: This essential touchpoint in the "during buy" phase is the last one before your clients actually complete a purchase. The sales representatives will explain the customer about the product and the issues, demands, and specifications it will address.

Touch point after purchase
· Feedback survey: Take the review from the customer about the project and also make decision based on the feedback.
· Send mails: Many of your consumers will sign up for your emails if they want to get information about new items, specials, etc. This is a great chance to cross-sell or upsell your goods. Additionally, if your consumers are satisfied with your services, they will keep coming back to you since they will always have extra wants.
· Billing: We sincerely disagree that this is the least significant touchpoint for many companies. Just because a consumer has made a purchase doesn't guarantee that they won't have any bad encounters. Billing mistakes, slow response times, etc. may be annoying and potentially lose you clients.

[bookmark: _Toc113372038]10. Evaluation of the customer journey across various communication channels
Customer journey defines the way by which individuals interact with a brand or product or service. Before purchasing any product, it is a basic tendency of customers to analyse the product quality and check the reviews of the brand. Moreover, the customer service segment of companies is also important in the customer journey because a positive and satisfying customer service facilitates the buying decisions of customers.  A strong interaction and transparent communication system are also impactful on the customer journey because by making a long-term relationship and interaction customers can understand the service quality of companies. A positive customer journey is a good strategy for retaining and engaging customers with the brand. Rosenbaum, Otalora and Ramírez (2017) have mentioned that the decision-making process of customers is a part of the customer journey and it also provides a chance to companies to understand the buying perspectives of customers. Adidas has already taken every possible step to improve the customer journey as well as provide a satisfactory image in this segment. The fulfilment of the demands and needs of customers is the main priority of this company. Moreover, this company is committed to giving value and positive customer experiences. For this purpose, both online and in-store facilities are provided by this company at the time of purchasing products. Furthermore, it can be also mentioned that Adidas also uses some touch points for connecting with customers such as mobile, social channels and retail stores (Reinartz, Wiegand and Imschloss 2019). Digital analysis and big data technology are used by this company to take some insights from customers. 
In this context, Grewal and Roggeveen(2020) have mentioned that the understanding of the retail experiences of customers is the most vital part of the customer journey. For understanding the retail experiences of customers, this company openly interacts with customers and takes their feedback. The five main points of the customer journey are considered by this company.  The first phase is the awareness phase in which this brand uses its brand image and digital marketing strategies for providing information about the brand and newly launched products. The next phase is the consideration phase in which the customers of this company compare the quality of products with other companies. In this phase, the content and product quality of this company facilitate the buying decisions of customers. The third phase is the decision phase in which customers make their buying decisions. The fourth phase is the retention phase and for returning the customers Adidas maintains a loyal relationship with customers. The last phase is the advocacy phase in which Adidas understands the expectations of new customers for products.










	
	BUYING INSPIRATION

	RESEARCH
	BOOKING
	ON PROPERTY
	POST FEELING

	CUSTOMER NEEDS & ACTIVITIES

	Pamphlet and Television
Newspaper Advertisement
Special Offers

	Company website
Social Media like Facebook and Instagram


	Website booking
Manual telephonic call
In-store visit

	Fast Customer Services 
Smart technologies 
E-commerce

	Feedback Customer services
Reviews

	EXPECTATIONS FOR Adidas footwear

	Special offers in store and online platform
No special gifts

	Suggest best shoes as per the customers ‘requirement 


	In-store visit option 
Lack of active in online platform

	Effective customer Service
Lack support of executive
	Satisfaction about quality of footwear 
Comfort

	IMPROVEMENT OPPORTUNITIES

	Should participate in online website and platforms  


	Make website attractive by using 3-D imaging 
Try other social media platforms 

	Mobile application for booking
Easy modification process

	Improved customer service 


	Try connecting with the customers
Inform customers about the new coming footwear products 



Figure 4: Customer journey map model of Adidas
[bookmark: _Toc113372039]11. The Total Engagement Model of Adidas
The total engagement model helps any organisation to put everything into an organisational structure and plan in order to make an efficient and effective system. The main intention of this model is to make an engagement with customers and major stakeholders by using different advertising, promotional and intercultural strategies. Various tools and technologies are used by organisations to engage their prime stakeholders because the engagement of stakeholders is beneficial for the growth of a business. Social media communication is the most effective method for the engagement model (Khan et al. 2021).  Adidas also shows its interest in this model and based on that the management team makes a good relationship with customers and key stakeholders.  For engaging the customers this company uses social media channels for making a good introduction and communication with them. The online and retail outlets are used by this company to deliver a unique shopping experience to customers and it is a good strategy for customer engagement. On the other hand, for making good relationships with workers, suppliers and key stakeholders this company establishes leadership approaches for maintaining transparency and disclosures (Adidas-group.com 2022).  At the same time, this company also takes various approaches to sustainability. Employees and key stakeholders are included by this company in the sustainability projects and programs and the professional commitment is delivered by Adidas. 

12. Recommendations
· The organization need to improve the media of advertisement with different channels
· Adidas is diversifying by launching their own gym-specific brands, which is a new market and new service. Due to their large populations, growing purchasing power, and increased interest in western lifestyles, Adidas should concentrate on expanding their market in China and India.
· Invest more in research and development to find more environmentally friendly materials to create their products, such as the Adidas Made from durable Biofabric, a biodegradable running shoe, which is currently being developed
· Adidas needs to focus more on technology. Recently, they have been able to develop a new design for expanding their line of Smart Shoes for customers. Due to their improved reliability and performance, these shoes will cause a revolution in the sports industry.
· Adidas is working to make the electrical technology used in the shoes recyclable and reusable because athletes used to change their shoes after a short time. The hardware will be even lighter than necessary because athletes would complain about the weight of the apparatus. They might eventually make the shoes come with a GPS device.
[bookmark: _Toc113372040]13. Conclusion
This particular assignment has focused on the importance of marketing strategies. For discussing the topic, Adidas has been selected. The overview and challenges of this company have been discussed. Some shed has been given on the integrated communication and brand equity model. The customer engagement strategies and customer journey of this company have been also explained. After analysing this particular assessment, it can be said that effective marketing and communication strategies are really beneficial for the growth of any company as well as making a long-term relationship with major stakeholders. Moreover, these strategies strengthen the position of any company in the market 
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