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JD Sport
1. Introduction
Nowadays, the clothing industry is an integral part of the human culture by constantly surrounding their minds. Indeed, humans are unconsciously attracted every time by the clothes through advertisings, trends or new releases. It is enough to think that people, even if they are not focused on the clothes, they pick up the attention by constantly thinking about how other people are dressed and by taking inspiration from that, by judging or appreciating other people only basing them on their style, outfit or their dress preference by cataloguing them. “Individuals often receive judgements from others based on their clothing and their posture. While both of these factors have been found to influence judgements of competency independently, their relative importance in impression formation is yet to be investigated.” (Daniel,N,Gurney,H, 2016). Moreover, while in the past clothes were objects used by people to satisfy their needs, nowadays thanks to them people are able to personify themselves by showing and dressing their preferences and tastes, always being in according with their behaviours. Indeed, people use clothes that make them feel comfortable to face any kind of situation that they have to face in their lives. “In according to studies and theory, people use to wear what they like most, by being in according with their personality with the aims to show their preferences and their soul.” (Malcom Bernard, 1998). These factors make it clear that the competition is very high, especially for resellers such as JD, that are located in the situation to sell products that every consumer is able to find in any other reseller shops, where the `only’ difference is the form of marketing that the different competitors create. Suitably, through the marketing that JD created its success to being unrivalled is by beating all the UK competitors, by being the first reseller for sales, revenue and profit in UK.
2. JD`s marketing process: 
· Situation Analysis: 
[bookmark: _GoBack]2.1 Macro analysis: (Pastel)
Political factors: The UK “enjoys” politic stability because for years it has been governed under conservative politic forms. “The corruption level is going down more year by year, thanks to new forms of control and the transactions that are more controlled because the digital is taking the command.” (tradingeconomics.com, 2020). “The tax policy depends on the wage/ dividend where the minimum is 20% (2000 or less per mouth), till arrive to the 36% (3000 or more per mouth).” (Gov.uk, 2020);
Economic factors: “The UK economic, on average, develops of 1, 1% per year, that means that the companies have an economic stability by succeeding to manage and have best control of their plans and performance. The inflection is creeping with a level of 1.94% by bringing an economy level that’s stable.”(Gov.uk,  2020). By having politic stability and a strong economy the money exchange is favourable because the Pound is stronger compared to any other money, this includes euro and dollar;
Social factors: “The population growth rate has developed by 0, 6% since 2018 (65.0000.000 in the 2018, 66.400.000 in the 2019) where the male population is higher than the female and the age range is between the 25 and 41 years. (Gov.uk, 2020)”;
Technological factor: “The level of innovation in England is increased year by year (+5, 8%, 2018) thanks to its investments of 21 billion per year with the aim to keep the country constantly in development.” (Gov.uk, 2020);
Environmental factors: The UK has a cold-mind climate. “It is cold during the winter and wet/mind warm during the summer. That factor includes a winter longer than other seasons (four mouths) with the rest of the year wet and semi-cold (summer apart). The increased Co2 (40%) has brought England to impact on the effect of the global warming.” (Gov.uk, 2020);
Law factors: In UK through the General Data Protection Regulation, the companies have to respect and protect its employees and customers to any kind of violence or offences. Moreover, “It is very important through their products to guarantee the health and the salutary of their consumers. It is severely prohibited have any act of racism or gender diversification inside the UK. Furthermore, through the Anti-Trust companies are not able to agree among themselves to implant a fixed price for their product.” (ico.org.uk, 2018); 
2.2 Micro Analysis:
JD Sport: JD Sport is a reseller company that offer to its consumers sportive and healthy Brands which Nike, Adidas, Pink soda etc. (JD Sport.com, 2020). It started by being a small company in Manchester and years by years has become the biggest reseller in UK by becoming the pioneer of the reselling in UK. “Be a pioneers of your sector is fundamental to be the first consumer’s choices, because the consumers will take as referents the company most excellent before to choose which product buy in the end. Moreover pioneers have the occasion to choice the price, always by basing on the demand and offer levels.” (Joan Magretta, 2002).
Suppliers: JD boasts to have the best qualitative sportive brands that are on the top level (such as: Nike, Adidas, Puma, and Tommy Hilfiger etc.). It permits to JD Sport to be the first option for its consumers because “By offering quality and different product choices, companies achieve the costumers’ loyalty and their satisfaction. “ (Asghar,M  Jahanshahi,G,2011).
Customers: It is fundamental for the company understand and study its customers. JD Sport has the aim to achieve the mind of its customers “By offering product useful for who wants to practice Sport or for who wants follow the fashion wearing, and through its partnership JD Sport offers countless discount/offers and benefits for its customers partners, moreover the JD Sport`s access points are multiple” (JD Sports.com) Thanks to its web site or shops, indeed the costumers have all the opportunity to buy its product. “Nowadays for the companies have an online store is fundamental to develop its profit and to achieve more customers.” (Bruce, K, Judson, K, 1999).
Competitors: JD Sport has multiple competitors that offer the same kind of product but with same little difference (example: Nike Air force one, different line, but same shoes). The factor that, difference JD Sport and makes it superior, is:  the possibility through its supplier to have fresh products as the suppliers as go out with the new products; to have limited products that are found just by JD stores and to have its own lines of clothes and derivate.
Public: “JD Sports every year face up its Public Relationship by investing its 25% of profit (or capital in the past) in pre-taxes portfolio.” By replacing every year a new plan with a long term aim to achieve and respect, by being in according with the law, its public duty. (JD sport, 2020) and (Jessica Nesbitt, 2003). 
2.3 Marketing Objective: JD Sport is a private company, that it is created to make profit. This aim can be achieved only if its brand and products are attractive on consumers’ mind by surpassing the concurrence. Moreover another important aim is:  “JD Sports marketing has nowadays the aim to achieve and open shops and expands its brand in the entire world, by becoming a reseller pioneer of the world.” (JD Sport.com, 2020)
2.4 JD Sport Strategies:
Global expansion: “Being the UK and the Ireland pioneers of the streetwear, JD Sport is trying to develop its status as well in the other countries, outside the European Island.” (JD Sport.com, 2020).  It has already achieved great reputation in America and Australia but, through its advertising and shop opening, it is trying to increase its dimension in the entire world;
Multichannel: Thanks to the globalisation JD Sport is able to achieve other countries and to sell its products in the worldwide. To achieve this aim “JD Sport had to become multichannel, by achieving with its website (translate in more than 10 languages) more than 15 countries, from the USA, passing from the South Africa, till the China and Japan.” (JD Sport.com, 2020).
Investment in a new business: “JD Sport, in addition to its famous reseller service, has invested inside the Gym sector, by linking its sports product directly with the Gym activities.” (JD Sport.com, 2020). That factor permits to its costumers then to relate JD Sport’s product, straight away with their activities, by bringing profit and new costumers’ loyalty and partnership. 
 3.0 JD’s Marketing Mix:
· Product: JD Sports’ products have the aim to achieve different kind of costumers such as who wants to buy and dress sportive fashion, who wants to buy sportive clothes to make real exercise and who wants to buy beauty products. Its suppliers are top and famous brands such as Nike, Adidas etc.. Who provide JD Sports with unique products (for example Adidas Forest Hills) by offering quality and product diversification to its consumers; 
• Price: JD Sport fixes its price by basing to different aspects. Its prices are lower than the niches shops because it creates wholesale contract with its suppliers. It is fundamental that JD Sport chooses its prices by thinking if the costumers are arranged to pay for the products, and if the product still competitive between the competitors. “The companies have to consider if the product is more desirable then others, by the higher of the demand and if their costumer are willing to pay the products, by the quality and the services of these last.” (Micheal Lynn, 1990);
· Place: “JD Sport opens stores by basing on its costumers availability such as high street, shopping centre and in the neighbour area, by being reached in all the different parts of the city. JD Sport’s shops are also forints of a high technologic level.”(JD Sport.com,2020) This factor permits to be unique and different compare its competitors, by picking up more the attention of their consumers on the streets. Moreover through the implementation of the technology (and it’s constantly uploads) JD Sport’s employees are able to work in the best condition and then they could give their maxim to achieve the company aims. “The employees, that work in an optimal, secure and provided environmental, are able to give their best during their work time, by using the equipment and the emotions gave by the companies.”(Anita J., 2014). Another store is the website that is used by JD to sell its products worldwide. This last is a lot used by the consumers that don’t have the possibility to arrive on physical shops or just because they prefer buy online.
· Promotion:  JD Sports has, by being the UK and Ireland retail’s company pioneer, the advantage to have more products and in a shorter time than its competitors because, the big brands (such as Nike, Fila, North Face etc.) know that JD Sport will sell more and faster than its competitors.  The ways whom JD Sports uses to promote its products are fundamentally TV Adverting, Radio advertising, City billboards, newspaper and fashion magazine, by using the images of football club and players and by communicate with its consumers thank to social media such as Instagram, Facebook or Twitter, by collecting feedback and sharing its advertising. 

4. The Stakeholders: “The stakeholders are all that people that receive interest by the company.” (David, M, Wheeler, Sillanpa, 1998). It is possible distinguished 2 different kind of stakeholders inside JD Sport:
· Internal: 
Employee: JD Sport has more than 50.000 of employees between operation cores, office operators, and support staff. Everyone are motived through their remunerations that JD offers to them (depending on the level inside the hierarchy and their contribute inside the company);
Managers: JD’s managers have the aim and the interest to manage the respective parts and area, by controlling and derationing the team and the right performance of the company;
Owners: “JD Sports in quoted in the Stock, that’s meaning that it is a shareholders organisation, where its owners have the aim to invest amount on the company by keeping  the right process of it.”(JD Sport report, 2019) The shareholders’ interests are: keeping a great JD’s performance and achieve the dividend partition;
Board of director: This is a team formed by 6 people. Everyone has different power and interest such as: control the whole company’s progress (Executive Charm), control the accounts, the financial situation and the company’s offices (Chief Financial Officer), controlling the relationship with JD’s suppliers (Non-Executive Director), controlling the international relationship (Non-executive director), controlling the sport societies relationship (Non-executive director), controlling the government relationship (Non-executive director), controlling the promotion of the company (Non-executive director). (JD Sport.com, 2020).
· External: 
Supplier: the JD’s supplier are all the companies that restock JD by the product to resell, their interest is that JD’s sell mostly of their merchandising in the shorter time possible, to sell  others stock;
Costumer: The costumer are the most important part, their interest is: the possibility to find, from JD, the product that can satisfy their needs and desires;
Creditors: By being a shareholder and by developing its capital from itself, “JD Sport doesn’t need to have credit for now.” (JD Sport report, 2019);
Competitors: They are multiply and their interest is to achieve the JD’s consumers and supplier, by surpassing it revenue and sells;
Government: The government draws its interest from JD sport through the JD’s taxes payment.
5.0 Conclusion (Reflection)
“Communication is the process that the companies make to expand their products and their brand names, and it represents the next step to face for the companies after the marketing. It is fundamental that companies make the communication to arrive to the market and its consumers. 
Communication objectives
Communication needs
Marketing needs
needs
Business needs


             “
(Richard J. Varre, 2002)
Shannon Weaver Model:
“The Shannon Weaver Model is per excellence the mother of the technologic communication. It has created in America on the 1948 by Claude Shannon and today it already represents the base of the tele/ technological communication.”(Sabah Al-Fedaghi,  2012). It is formed by
· The sender: It represents the person that makes and sends the messages;
· The encoder: It represents the person whom uses the machine and that codify the message, by making it understandable;
· The channel: It represents the way used to send the message;
· The decoder: It represents the machinery used to send the message; 
· The receiver: It represent the person that receive the message and who gives the feedback after received the message;
· Noise: It represent all the noise, the disturb element that can be during the process. 
Integrate Market Communication:
The integrate Market Communication process, is a form of communication introduced in the 1980.”It consists of a process that assures that all the forms of communications received the right information of product or services at the right time.”(James Rand, 2007). The integrated market communication’s aim is make work in harmony all the communication forms. It includes: 
· Strategic communication;
· Public relationships;
· Organizational communications;
· Digital communications;
· Promotion;
· Publicity;
· Media Relations;
· Corporate Communications;
· Public affairs;
· Investors Relations.
Volkswagen promotion tools:
Advertising/publicity: Through this tool, the company wants to achieve its customers by using the geographic segmentation. This last if formed by:
· Television: Through the television Volkswagen wants to achieve every kind of consumer by explaining which kind of experience they could have through its products;
· Magazine: Through the magazines Volkswagen wants to achieve the passionate car consumers, by showing to them the vantage and the technology of its products;
· Newspaper: Through the newspaper Volkswagen want to pick up the attention of the people whom want to read the news, by coming inside their mind.
· Public transport/ board city: Through these tools Volkswagen wants to achieve the fantasy of the people by making them imagine how the travel experience would be by using its product.
· Events: Volkswagen organizes events or by attending to car events, to express and share with the car passionate to promote its products.
· Online advertising: Through the social media and travel agency web or travel pictures where its products are present  the company is able to promote  its product and brands by being visible 24h for 24h on every s 
Through its marketing promotion, Volkswagen is able to achieve every customer, by promoting its product on any platform possible e-commerce included. 	In conclusion the communication is a fundamental part to achieve the costumers and permits to increase its income and profit.
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