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[bookmark: _Toc124149333]Introduction
[bookmark: _Toc123334140]Adidas AG is a German multinational corporation headquartered in Herzogenaurach, Bavaria that produces footwear, clothes, and equipment. It is the biggest athletic company in Europe as well as the second largest around the world after Nick. It is the holding company for the Adidas Group, which includes an 8.33% investment in Bayern Munich and the Austrian fitness technology business Runtastic. Adidas reported a 2018 revenue of €21.915 billion. The three stripes have been included into the company's apparel and footwear designs as a marketing tool. The logo, which Adidas purchased from Finnish sports firm Karhu Sports in 1952 for the equivalent of €1,600 and two bottles of whisky, was so successful that Adi Dassler referred to Adidas as "The three stripes company." Adidas produces a variety of apparel, including men's and women's t-shirts, coats, hoodies, jeans, and leggings. The first Adidas garment was the Franz Beckenbauer tracksuit, which was introduced in 1967. Adidas AG is the leading manufacturer of sports bras in Europe and the second largest worldwide. In 2011, "Adidas is all in" became the company's worldwide marketing tagline. The tagline intended to unite all businesses and labels, giving a cohesive image to people interested in sports, fashion, streetwear, music, and popular culture. There appears to be a relationship between "all-in" and "exhausted" in several English-speaking countries. In 2015, Adidas unveiled "Creating the New" as their corporate strategy until 2020.
[bookmark: _Toc124149334]Communication
[bookmark: _Toc123334141]From its oldest origins, "communicate" or "communis," which mean "to impart," "to participate in," "to share," or "to make common," "communication" embodies the notion of sharing. Various writers have varying meanings of communication.
"Communication is the process of conveying knowledge and understanding from one person to another," says Keith Davis.


[bookmark: _Toc124149335]Communication Model
In 1948, Shannon and Weaver published "A Mathematical Theory of Communication," commonly referred to as the "Shannon-Weaver model of communication," in the "Bell System Technical Journal."
This Model was developed to facilitate more effective communication between sender and recipient. In addition, they identify components that contribute to "Noise" and impact the communication process.
[image: C:\Users\pjgaj\Desktop\shannon_weaver_model.jpg]The model addresses a number of subjects, including Information source, transmitter, Noise, channel, message, receiver, channel, information destination, encode, and decode
[bookmark: _Toc123334189]Figure 1 Shannon-Weaver's Model of Communication

[bookmark: _Toc123334142]Sender: The message's originator or information source selects the content.
Encoder: Device for transferring signals through messages
Channel: The Channel is the transmission medium chosen by the sender for the transfer of messages to the receiver.
The location at which a received signal is converted into a message. A reverse encoding procedure
Receiver: The recipient of a message sent by the sender
Noise: Through a channel, the encoder transmits messages to the decoder. During this method, physical disruptions such as horn blasts, thunder, and crowd noise might potentially confuse or alter the claims. Encoded signals may prevent the intended receiver from receiving the message during transmission by obstructing the channel.
[bookmark: _Toc124149336]Integrated Marketing Communication
IMC is defined by the American Marketing Association as "a planning process meant to ensure that all brand encounters received by a consumer or prospect for a product, service, or organisation are relevant and consistent throughout time" (Debra, 2003)
According to Schultz and Schultz (Schultz and Schultz, p. 19), integrated marketing communication (IMC) was initially suggested in the 1980s and has revolutionised how communicators and marketers do business and engage with one another.
[bookmark: _Toc123334143][bookmark: _Toc124149337]The Stages in an IMC Campaign
· Define the Intended Audience
· Establish Marketing Objectives
· Determine the Marketing Budget
· Formulate the Promotional Mix
· Evaluate the Outcome
[bookmark: _Toc123334144]
[bookmark: _Toc124149338]IMC for Adidas
Advertising 
According to Allen (2008, p. 5), creating a brand via advertising combines three concepts: brand equity, representing the market's view of a brand; brand awareness; and brand association. The brand association connects consumers to a brand and the brand's influence on customer demands. [1984, p. 58]
Branding assists in altering the perceptions and expectations of a market segment. Adidas utilises covert advertising in which Adidas items are marketed in the entertainment or film industry, with a main roller wearing Adidas Footwear. Celebrities are used to sell products because of their reputation, power, and influence. As an example, the corporation promotes itself by having David Beckman wear Adidas clothing while playing football. (Allen, 2008).
Sponsorships and endorsements are used by Adidas to boost brand awareness. As Adidas Corporation sports ambassadors, the firm partners with notable athletes such as Mohammed Ali and David Beckman. "Basketball is Brotherhood" is the name of the company the company’sp with NBA players. Six NBA players were selected to coach youngsters in order to achieving their aspirations. In today's dynamic marketplace, organisations are transitioning from product-based marketing to a customer-focused strategy. Marketing is centred on catering to the interests and tastes of consumers. Adidas is committed to providing items that are custom-made and provide several advantages, such as shoes that fit well, are durable, and are strong. (Ivy, 2021)
Sales Promotion
The company’s marketing effort aims to increase demand for its athletic goods. This portion of Adidas's promotional strategy may increase product value, encourage consumer involvement, reduce pricing, and provide extra advantages to increase demand. Typically, sales promotions include expiration dates, such as the last day to get discounts on a variety of athletic shoes. However, Adidas's marketing communications mix includes periodic promotional incentives to encourage consumers to buy its items.
Targeted clients get discounts and special offers as part of Adidas's sales efforts. The product qualities of this firm and its merits include discount coupons that help consumers to save money, special offers that provide customers with new items, and sales promotions that stimulate customers. Marketing communication mix employs sales promotions anytime Adidas wants to attract new consumers to boost demand, since they would be driven to purchase the company's goods based on their perception of the advantages.

Personal Selling
It is the method through which sales representatives sell the goods directly to the client. According to Hollenbeck (2007, p. 81), the outstanding design of the art of photography may make it easier for sales representatives to convince customers, so raising the company's sales revenue. Adidas has established a solid brand name by using personal selling agents to offer high-quality products to the company's clients.
Therefore, they form personal ties with customers that are essential for the development and expansion of market share. Additionally, personal selling has positively benefited the firm's image since individual customers see the company favourably. Packaging has a significant effect in the buying choices of consumers. It represents the product's quality, operates as a sales agent, and serves as advertising.
Public Relations
Rarely actually Adidas use public relations in their marketing communication mix or integrated marketing communications (IMC) strategy. Public relations are used by the company to address societal concerns such as the utilisation of workshops and green technology. Adidas may sometimes finance such philanthropic events and public relations initiatives. This is the Adidas communication mix for marketing to existing and prospective customers in order to improve their brand perception and for public relations promotion.  
Direct Marketing
Adidas is transitioning from a product-based to a consumer-focused marketing strategy due to the changing nature of the current market. According to Allen (2008, p. 6), direct marketing encompasses a variety of tactics that a firm use to engage directly with customers. Utilizing consumer catalogues with visual pictures, Adidas has shifted to digital printing in the media. Customers are able to sense the quality of the items via visual transmission and use. Adidas employs telemarketing methods by establishing a substantial print media presence.
Utilizing a variety of sports publications, ESPN magazines, showcasing the business's goods, and airing television commercials, the corporation achieves the top position in athletic competitions. Enhanced billboards advertising the company's goods have been observed on a variety of streets. In addition, the company markets its goods through the Internet, sports-related social networking sites, and direct mail to alert customers of new offerings (Allen, 2008).
Digital Marketing
Adidas is one of the largest companies in the world, and hence, its social media presence has come as a great surprise. There are expectations for achieving this IMC plan, however the budget for social material is significant. As a sports brand, Adidas may extend its use of social media to generate crucial buzz. Particularly for new technology-based or current items, Adidas may expand its social media IMC approach to align with consumers' preferred method of obtaining promotional information. As for advertising of the new Adidas 6.0 series, social media should be used to advertise their dance shoes and parkour shoes. 
Adidas has recently implemented a social media communication mix for the marketing of its goods, allowing consumers to participate in a campaign by submitting images of themselves demonstrating their athletic prowess. Winners will be awarded $500 in cash or a scholarship. Adidas' net sales or revenue in 2015 climbed to $31.34 billion from $27.8 billion and $25.3 billion in 2016 and 2017, respectively. As a result, its net income has climbed to $3.62 billion, and based on its increased revenue and net income, it is anticipated that it will be able to boost its marketing expenditures in order to improve its market share and extend its operations in other countries. (Yahoo money) Consequently, based on Adidas's financials, the following is Adidas's projected financial plan or budget for 2019: According to their plan, it is anticipated that their sales would expand by 10 to 11% in 2019, which will allow them to boost their marketing expenditures by 5 percent of sales in 2019.
 It is possible to determine whether a firm has a successful position in the market and competitive advantages by analysing its market share.
[bookmark: _Toc123334146][bookmark: _Toc124149339]Brand Equity
[bookmark: _Toc123334147]Keller states that Brand Equity is the influence of company awareness on customer reaction to a brand's marketing. The impact arises when the brand is well-known and the customer has positive, substantial, and distinctive brand connections (Keller, 1993).
[bookmark: _Toc124149340]Keller's Brand Equity Model
Pyramids serve as Keller's model. This strategy makes it easy to evaluate the brand's present standing and determine what it needs do to improve. The stages of brand equity progress toward their zenith.
[image: C:\Users\pjgaj\Desktop\download.png]
Figure 4 Adidas Keller's Brand Equity Model
Salience: Adidas is a brand with depth and breadth since it offers athletic footwear, sports accessories, and personal care items.
Performance: By offering items to athletes, Adidas has earned a reputation for quality (reliability, durability, longevity).
Imagery: Adidas is associated with successful and popular athletes and important sporting events, such as world cups.
Judgments: Customers have a great deal of faith in Adidas because of its reliability and performance.
Feelings: Excitement, joy, and self-respect are feelings associated with Adidas.
Resonance: Adidas allows customers to communicate with one another and with athletes.
[bookmark: _Toc123334148][bookmark: _Toc124149341]Customer Journey
A customer journey map illustrates a customer's progression through an organization's sales funnel (also called the buyer journey or user journey). It allow you to express the story of your consumers' interactions with your brand across all touchpoints. Visually charting the customer journey ensures that none of your clients fall through the gaps, regardless of how they contact you: social media, email, live chat, etc.
A typical end-to-end customer journey encompasses all the interactions between a client being uninformed of a company, being aware of it, exploring it, purchasing it, using and absorbing it, and becoming an advocate - recommending it to others.
[bookmark: _Toc123334149][bookmark: _Toc124149342]The Stages in a Customer Journey

1. Awareness
The Adidas customer experience starts prior to the purchase. It is Adidas's obligation to persuade them that Adidas Shoes is the ideal solution for their needs. First, they must be conscious of their existence, making the awareness phase vital.
Adidas should use a multichannel strategy to raise brand recognition. Organic search paid advertisements, referrals, press releases, news stories, social postings, and email marketing campaigns are all effective methods for attracting the attention of the target audience. Understanding the target market is crucial for Adidas to allocate resources where personas are most likely to respond.
2. Consideration
During the consideration phase, prospects will assess Adidas goods to those of alternatives. The length of this time will depend on a number of factors, including the price of the commodity.
Information is crucial at this stage to assist customer to make a decision, and there are several methods to convey it. Consider the following to demonstrate ability to resolve their issue like FAQs, Customer evaluations, free samples or trials, Demo videos
3. Decision
All efforts in the prior two phases should have led to the decision phase, so Adidas make sure that they don't lose the customer at this crucial juncture. A difficult-to-navigate buying procedure with too many steps, for instance, might cause a customer to return to the contemplation phase and ultimately purchase from a rival like Nike.
[bookmark: _GoBack]Consider providing a discount voucher or free shipping to enhance value and facilitate choice. Adidas ensures that there are easy methods for contacting company staff, since customer service may play a crucial role in this situation. This employees should have access to the customer journey history across all channels, reducing the time spent getting them familiar with the system.
4. Retention
Adidas customer's journey does not, and does not need to, conclude with a transaction. According to an ancient marketing adage, it costs five times more to acquire a new client than to maintain an existing one. This was predicated on an outdated business strategy, as noted in this Forbes article, but predictive analytics tools may now estimate a customer's lifetime value (CLV).
Knowing the CLV of a retained client vs an acquired customer, which is unique to each company, enables you to make more informed decisions on which relationships to invest in. Personalisation contact with current clients and soliciting feedback are all excellent strategies for upselling existing consumers.
5. Advocacy
Even better than reselling to existing clients is having them spread the word about their excellent experience. Advocacy may take several forms, including publishing online evaluations and recommending your firm to friends and family in person.
A strategy for advocacy may also include several strategies. To encourage referrals, provide unique affiliate links that entitle both the referrer and the receiver to discounts on future purchases or entry into a prize draw. Promote user-generated content and social media contests to attract new consumers.
[bookmark: _Toc123334150][bookmark: _Toc124149343]Customer Touch Point
Touchpoints are consumer encounters that occur during the customer journey. These moments have a significant influence on the customer experience and the reputation of the company. By highlighting crucial contact points on a map, businesses may capitalise on timely opportunities to improve the customer experience. (Clint, 2021)
Adidas customers’ touchpoints are divided into three stages. 
Pre-purchase 
Various touch points affect customer selection when they choose Adidas products. These touchpoints are the reason that customer purchase that particular product. Pre-purchase touchpoints that affect customers are;
· Social Media
· Online Advertisement
· Company Events
· Peer Referral
Purchase 
During the buying process, some customer touchpoints affect the purchasing decisions, like the method of paying and place of buying. Those touchpoints are;
· Product Catalogues 
· Ecommerce
· Product Review

Post Purchase touchpoints
Post-purchase touchpoints are the points that determine whether the customer is satisfied or not satisfied. Post-purchase touchpoints that affect customers are;
· Thank You, Latter
· Upselling/Cross-selling Emails
[bookmark: _Toc123334151][bookmark: _Toc124149344]Adidas’ Strength and Week Customer touchpoints.
	Strength Touchpoints
	Week Touchpoints

	Ecommerce
	Social Media

	Thank you Latter
	Online Advertisement

	Peer Referral
	Company Events

	Product Catalogues
	

	Upselling/Cross-selling Emails
	


Table 1 Adidas’ Strength and Week Customer Touchpoints

[bookmark: _Toc123334152][bookmark: _Toc124149345][bookmark: _Toc123334153]Customer Journey map
A customer journey map explains the path a customer takes through a company's sales funnel (also stated the buyer journey or user journey). It enables the dissemination of the narrative of the consumer's experiences with the brand across all touchpoints. Whether consumers contact via social media, email, live chat, or other methods, a graphical depiction of their journey ensures none of them fall between the gaps. (Salesforce, 2020)
[bookmark: _Toc124149346]The benefits of a customer journey map include:
· Concentrating firm efforts on distinct customer needs at different stages of the purchasing process.
· Emphasizing expansion priorities
· Assisting a company in determining where customers interact with its business
· Enabling a business to focus its efforts and expenditures on what matters most in order to maximise efficiency.
· Illustrating the disparity between the anticipated and actual customer experience

Adidas’s New Customer Journey Map 
	Customer Journey Map
	Awareness
	Discover
	Purchase
	Use
	Bond

	Website
	
	
Find Information
	Buying Shoes
	Review Buying Experience
	

	Store
	
	
	
	
	

	Call Centre
	
	
	
	
	

	Social Media
	
	
	
	
	

	Word of Mouth
	Getting Peer
Reference
	
	
	
	

	Email
	
	
	
	
	

	Post
	
	
	
	
	Thank You Later


Table 2 Adidas's New Customer Journey Map

This Table Showing the new customer journey at Adidas. In this case customer is a high schooler boy. He was looking for a new pair of shoes and ask his friends for recommendations and one friend suggest to go for Adidas. So, he went to Adidas footwear website and fined best shoes for him and purchase from that website. Within few days he got delivery and get totally satisfied by his purchasing so he put good review in website. A thank you later which he received from the Adidas via post enhance buying experience in on other level.   


Adidas’s Existing Customer Journey Map 
	Customer Journey Map
	Awareness
	Discover
	Purchase
	Use
	Bond

	Website
	
	Going for Discounts
	Buying Shoes
	Reviewing Shoes
	

	Store
	
	Looking for Shoes
	
	
	

	Call Centre
	
	
	
	
	

	Social Media
	
	
	
	
	

	Word of Mouth
	
	
	
	
	Review Positively

	Email
	Discounts on  Shoes
	
	
	
	

	Post
	
	
	
	
	Existing Customer


Table 3 Nick’s Existing Customer Journey

This Table Giving the information about existing customer journey at Adidas. A customer received an Email from Adidas marketing team viewing that there are discounts available on new shoes. The customer visits Adidas Authorised Retailer for experiencing real look in life and got agreed with company’s claim so customer went to website where there is a discount on the product and purchase shoes from that website. After getting delivery customer explain them experience to website comment. And also suggest them friends to go for Adidas shoes for more comfort.

[bookmark: _Toc123334154][bookmark: _Toc124149347]Recommendation
Adidas is the second largest footwear manufacturer company in the world after Nick. Adidas is using its marketing campaigns in a very effective way to attract new customers and maintain exciting customers. However, it is not sufficient. Because of extreme competition with rivals like Nick, Adidas should also focus on market penetration strategies.
Adidas should enhance its sponsorship campaigns and make the right celebrity to sponsor. And make sure that marketing is not totally dependent on that celebrity. A Good Integrated Marketing Campaign includes complexity so Adidas also go with inter connect them marketing campaigning to others. 
Adidas also have to focus on their customer journey touch points in order to increase their customer experience. For an example, Adidas have to work on their week customer touchpoints like social media, online advertisement and company’s events. However, in process of   improving wee customer touchpoints Adidas have to make sure that strong customer touchpoint do not have to be affected.
[bookmark: _Toc124149348]Conclusion
Adidas is well performing company in the shoes manufacturer industry and stand in second position after Nike. Adidas has strong brand image and adopted umbrella marketing strategy. In this strategy Adidas sales all their product under same brand name so every product received brand value in selling. Because of this Adidas spending lot of money on advertising to create strong brand image in customer mind. Adidas just have to focus on the remaining marketing aspect like strong customer position.    
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