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Introduction
               This essay presents two main aspects of the Company of Adidas. The first part of the essay presents the essence of marketing in the Company, customer marketing, brand, and advantages. Using the Ansoff matrix method, market presentation, product development, market development and Adidas diversification are analyzed. The second part of the essay examines the stakeholders. Definitions of stakeholders, internal and external, are provided. Also, the connection and communication of Adidas with its stakeholders is determined. Finally, a conclusion lists several recommendations through which Adidas can improve its marketing development.
The role of marketing in creating value for customers
Kotler and Armstrong say that marketing can be characterized by employing an individual and groups social and administrative mechanism, through the production and exchange of goods and values with other people, to achieve what they want (Kotler and Armstrong, 2016). Marketing is a method run by organizational managers. The marketing objective is to encourage the corporate mechanism to respond to consumer needs. Adidas company's mission is through sport, strength and life. The brand Adidas is a pioneer in the worldwide market for athletic equipment. With an invention that positively affects its marketplace, the organization is committed to enhancing its brand (Adidas, 2021). 
Marketing for consumers refers to any marketing activity or program aimed directly at current customers to promote customer engagement, support, success and interaction by the audience. The buyer is central to all the actions of the Adidas brand. The brand aims to create strong images, confidence and commitment to customers by continually delivering attractive goods and inspired experiences. With 'Creating the New,' the brand has improved its strategic strategy, organizational procedures and reward programs such that the whole Company promotes an atmosphere of customer fascination (Burnett, 2008).
It is crucial to proceed with the challenge of learning and growing in order to achieve long-term progress. We have to iterate endlessly to get quicker and better. Thus the corporate model of the Adidas brand is driven by business leadership guiding principles. The objective of Brand Leadership is to have a structured organization, enabling a 'consumer obsessed society to respond quickly, quickly and efficiently.
With the exponential advancement of sports and sports culture, the Adidas brand aims to build brand desirability and dynamism through a well-defined plan for market segmentation by crucial consumer segments and influencers. The market grid consists of six significant quadrants, which are not mutually exclusive (Men's athletes, women's athletes, Young Creators, streetwear hounds, amps and value consumers). The most essential user in this grid, known as the creator archetype, is the winner. In keeping with Brand values, these prominent buyers are described as working – they are all first to be adopted by doors and manufacturers, centred on the new and the next.
Companies that place the voice of consumers as a central component of their decision-making had more success in building brand advocacy. Adidas has also introduced a global Net Promoter Score (NPS) environment to measurably and objectively push brand dynamism. NPS is an integral element of the lobbying campaign of the Adidas brand. This software enables one to consider the consumer's (positive and negative) view of the brand and its main drivers, who encourage them to refer the brand to their peers (Adidas, 2021).
The word "brand" means a name, sign or symbol that identifies a service or product. Brand-building - creating a brand. Branding - this is the process of creating and developing the brand, the primary way to product differentiation, promote products, and create long-term relationships with customers, based on the central current consumer values ​​embedded in the brand. In short, branding is a set of consistent activities and directions to create an overall image of the product or service to meet consumer demand. In short: branding - brand management (Erdem and Swait, 2004).
The purpose of branding - creating a different brand image and forming a clear direction of communication. Branding also includes market research, product positioning, creating a trading name, description, slogan, visual and verbal identification system (trademark, corporate identity, packaging, sounds, etc.), the use of identification and communication media to reflect and convey the idea of ​​the brand (Erdem and Swait, 2004).
In the process of branding, an extension or extension of a brand can be encountered. A trademark extension can be obtained when a new product appears under the same name. However, its product category, purpose, target audience, the identifying brand remain unchanged, and only consumers benefit from these changes (Erdem and Swait, 2004).
Brand extension is the spread of the brand in a new segment of consumers or near the primary target category. For example, Adidas cosmetics was initially been aimed at athletes, but over time began to offer mass products to all members of society.
The advantages of Adidas branding are: 
Adidas is a multinational athletic shoes and clothing company that has successfully managed its worldwide footprint. In its 2,500 branded shops and 13,000 mono-branded franchises, the Company has managed its global retail footprint. Besides, the Company sells its goods worldwide to customers through 150,000 wholesale doors. Via an unrivalled network of shops worldwide, Adidas has managed its global footprint. Adidas' global footprint is one of the brand's main strengths, helping it reach a broad client base and increase its revenues.
Adidas also sells a wide variety of products for different consumer groups. This product is planned for golf, basketball, American football, baseball, soccer, hockey, volleyball, handball, swimming, wrestling, and many more sports. In addition, it has brands in the areas of running and training. Training is also the most extensive area of success and the brand's clothing driver. The Adidas Running group provides the most significant gender and price growth incentive. Adidas is also focusing on expanding its range of products both in football and women.
Adidas is now a key priority on product consistency. Product quality It is also one of the most important causes for its fame. The organization has always provided the highest quality goods to its clients. It now focuses on the quotient style and durability of its materials. The Company is expanding its product portfolio made of recycled commodities. Sporting shoe brands are increasingly concentrating on the consistency of the goods so that they continue to favour their consumers and keep customers longer. Therefore companies such as Adidas spend more on science and creativity than ever before.
Over time, Adidas has established good brand stock. This is why it is one of the top brands with a solid customer base and market share behind Nike's dominant position. Strong brands have focused on consumer service, product efficiency, innovation, and other market issues. Adidas stands out in many ways and focuses on consumer involvement through the use of new technologies. It is spending on science and creativity to give its consumers more quality goods and more diversity. The brand has extended its portfolio of organic raw material goods.
The Ansoff matrix has four commodity and customer-based methods. There are also some negative reasons for these tactics, along with the strategies and their positive consequences. There are various choices for a company using this sort of matrix to choose which goods to market to which customers. According to Ansoff Matrix, the businesses should take into account that options have a more comprehensive view of the industry and its activities. The tactics conceived will not be appropriate for the whole industry and, in some cases, may have a significant positive effect on the Company's revenue and earnings. Companies may execute strategies across numerous markets (Ansoff, 1984). 
Penetration of the market
Adidas' well-known brand name and other brands bring more advantages to the business across new markets. Instead, the organization should use existing brands and consumers instead of changing its products to reach new markets. By entering new markets, the Company can increase its revenues without affecting the Company's marketing strategy. By targeting attractive buyers, Adidas will enter the emerging markets, ensuring the merchandise's consistency and offering superior customer support. The enterprise should be able to attract current clients through increased use of goods and the loyalty programs and membership etc., within its existing customers and the industry. Adidas can also increase its client base more effectively by diverse advertising promotions that dominate the competition in the current market. Pricing can be used as one of the penetration factors. Many of this can be achieved by the correct commercial placement of the labels.
Development of markets
Adidas will also extend its activities into various markets and into individual countries where brands do not exist in Asia, Europe, Latin America, or North America. Adidas has many opportunities, particularly in the Indian market, the Middle East, African markets and few other countries, to grow and include new markets. Adidas can find areas where it can grow with less financial investment because of various products in many countries. Adidas customers are everyone in the world. The distribution of their products contributes to the promotion of the brand. Customers loyal to the brand are happy to buy the products. The expansion of the brand market helps the company to spread its products in new markets. Customers receive the products at affordable prices.
Concerning business growth, Adidas should aim to introduce innovative tactics by enhancing the consistency of products, changing the packaging structure, and new marketing methods by partnerships with local companies in emerging markets.
The Corporation still has a particular focus on emerging markets if it is to enhance revenue and earnings. There should be an analyzes and introduction of the products on the markets on which Adidas do not exist today. Adidas will extend its market in various geographical sectors through this approach.  Since the brand is supported in a few countries by different sportspeople, it has to consider finding sportspeople from multiple countries and ensuring that these specific sportspeople endorse this brand. The best example is the Indian market, where the Corporation will use Sachin Tendulkar, a renowned cricketer, to penetrate and improve the revenue on the Indian market. In different countries, similar techniques can be used. Adidas may use various distribution and commercialization strategies for improving the divisions of the industry.
Development of products
Adidas is well known to have different technology tools for developing new models, enabling Adidas to implement new products following the demands of diverse target audiences. This enables the firm to maximize its revenues by presenting its loyal clients with new goods. This can also be helpful as the business reaches new markets. Products can be designed to draw consumers and suit their taste and taste. Using this approach, the Corporation can only market the latest goods to current buyers because through this procedure. The old products must be revamped and made more appealing in order to attract consumers and boost sales. Adidas will make these deals by introducing new goods to target both loyal consumers and new customers. Relevant consumer audiences such as teenagers, the elderly, medium class people may now be identified on their markets and their design goods affordable. They start purchasing these high-quality products locally rather than any lower quality product.
Diversification strategies are thought to be a dangerous tactic because businesses will lose if they diversify without deciding what kind of market the Corporation would benefit from as much as possible. Adidas will diversify its operations into different sectors in which it either needs to enter new markets with existing brands or new products into new markets. For Adidas, the diversification policy will be one of the right policies if its costs are kept in check since there is much financial risk in the diversification process.
As the business is financially stable, it should be able to recognize that the gains should be analyzed for new acquisitions in new countries, and a diversification decision should be taken.
Stakeholders engagement and their impact on the marketing activities of an organization
Any person, group or party who has an interest in a company and the results of its activities in a market is a stakeholder. Employees, consumers, lenders, manufacturers, societies and governments are typical examples of stakeholders. The needs of various stakeholders are diverse, and businesses frequently face offshoots seeking to satisfy them all (Fernando, 2021).
Internal or external stakeholders may be an entity. Internal partners have a particular partnership, including work, ownership or investment, as part of their involvement in a business. External actors do not deal directly with an organization but are somehow influenced by the activities and achievements of the Company. Fully external partners include suppliers, creditors and civic groups (Fernando, 2021).
Internal stakeholders are engaged in the provision of business services. The judgment, efficiency, profitability and other operations of the business are strongly affected. The organization would not succeed in the long term in the absence of internal partners. This is why the business has a significant influence. They are also those who know all the entity's codes and internal questions. The intern stakeholder's list of Adidas company follows:
Employees: The staff are the employees who work for the Company and pay.
Owners: the person or community that belongs to the Company. They should be associates. 
Board of Directors: They are the body of persons who manage the Company. The members of the Corporation at AGM are chosen (Annual General Meeting).
Managers: the manager is called a manager who oversees the whole organization. Sale Manager, General Manager, etc. For example.
Investors: Investors are individuals or groups who invest their capital.
External stakeholders are not part of the executive board but ultimately influence the Company's work. They are the external groups that belong to the corporate environment. They are often referred to as secondary actors. They are the consumers of the Company's financial data to learn about its success, profitability and liquidity.
The list of external parties of Adidas company is concerned is given below:
Providers: they provide organizational inputs such as raw material, machinery, etc.
Customers: They are known to be the king of the business since the goods would be consumed.
Creditors: the individual, the bank or the financial institution is providing the organization with funding.
Customers: They are the parties through whom the organization offers its services.
Intermediaries: These are the marketing channels that connect the business with customers, such as wholesalers, distributors, retailers and others.
Competitors: They are competing with the capital organization and with the industry.
Business: The Company still has a social obligation when the Company makes use of its precious capital.
State: A company needs to pay taxes and duties that the Company charges and is guided and governed by the laws and regulations of the government.
The Corporation Adidas shows its annual report, and all relevant documents on the Company's shareholder called the Company's shareholder (Adidas, 2020). In 2020, Adidas investors were 89% public investors, 9% private and undisclosed investors and 2% of treasury charges. The composition of the owners is 87%. The brand Adidas shares its status on global financial exchanges, the Company's success and its importance at the end of the year. About 30% and 50% of the Company's net profits are to be split among owners.
The Corporation will reimburse the shareholder at the Annual General Meeting, in 2020, a dividend of € 3,85 per dividend entitlement share. This decision states that the gross bonus sum is 752 million euros, compared to 664 million euros in 2018. The payout percentages are 39.2% of Adidas operations and business operating profits than 38.9% in 2018. (Adidas, 2020).
The Company Adidas operates in a world that is influenced by environmental conditions. The enterprise needs to contend with these considerations, as it is for the enterprise to pay equal compensation to the workforce and not differentiate between the employees. Likewise, the Corporation has a responsibility to provide vendors with revenue, supply products to consumers, and pay local authorities taxes on time. They read the Company's financial statements to give the Company a realistic and authentic view and disclosure of its financial statements. The syndicate is both an internal and an external stakeholder (Adidas, 2021). 
· Those impacted by the Adidas Group corporation are entitled to be aware of events, participate in an open mechanism of stakeholder involvement and be active in topics and opportunities that concern them.
· Stakeholders receive timely and reliable updates on Adidas business, and when making decisions on behalf of the organization, we take into account the wishes and opinions of stakeholders. 
· The Company is constantly seeking participation from stakeholders and feedback on business decisions and can respond to what they hear.
· Adidas would allow stakeholders to decide the way they want to be consulted and be open and attentive to stakeholders' preferences.
· Those working on behalf of Adidas Group should be prepared to receive stakeholders and to act on input where necessary, even if it is a question of modifying the Company's business plans. When a conflict exists and cannot be settled with partners, the workers will still have an appreciation for the plurality of viewpoints.
Adidas communicates with its internal and external stakeholders by organizing various meetings to share their views on marketing strategy and more. Customers have the most significant influence on the marketing strategy of the stakeholders. The company is guided by their demand, desires and needs to create new and original products desired by consumers. External stakeholders such as investors meet each year and have the opportunity to actively participate in topics that are important to them.
Conclusion and recommendation
As a conclusion to this essay, it can be stated that the Adidas company has a well-developed marketing strategy. The Company has a good product portfolio, which presents a wide variety of products. The Company's marketing strategy covers many and varied aspects such as branding, its advantages, product diversity, diversification, and market development. Adidas has a well-established relationship with both external and internal stakeholders. As a recommendation, the Company may be told that the marketing strategy does not pay enough attention to the customer. Although the Company is based on the attitude towards the customer, there are some shortcomings related to meeting their needs.


[bookmark: _Toc70343168]References
Adidas, (2021) Adidas Branding Strategy. Available online  https://report.adidas-group.com/2019/en/group-management-report-our-company/corporate-strategy/adidas-brand-strategy.html  Accessed on 20 April 2021 
Adidas, (2021). Stakeholders relations guideline. Available online https://www.adidas-group.com/media/filer_public/2013/07/31/stakeholder_relations_guideline_2012_en.pdf Accessed on 20 April 2021 
Adidas, (2021). Profile. Available online https://www.adidas-group.com/en/group/profile/  Accessed on 20 April 2021. 
Adidas, (2021). History. Available online https://www.adidas-group.com/en/group/history/  Accessed on 20 April 2021.
Adidas, (2021). Strategy. Available online https://www.adidas-group.com/en/group/strategy-overview/ Accessed on 20 April 2021.
Adidas, (2021). Our Share. Available online https://report.adidas-group.com/2019/en/to-our-shareholders/our-share.html Accessed on 20 April 2021. 
Ansoff, H. (1984). Strategic Management, MacMillan. 
Burnett, J. (2008). Core Concepts of Marketing. Zurich, Switzerland: Jacobs Foundation.
Erdem, T. and Swait, J. (2004) Brand credibility, brand consideration and choice.Journal of consumer research,31
Fernando, J. (2021). Stakeholder. Investopedia. 
Kotler, P. (2000). Marketing Management, (Millennium Edition), Custom Edition for University of Pheonix: Prentice Hall
Kotler, Ph., Armstrong, G. (2016). Principles of Marketing, 16th Edition, Pearson, ISBN: 9780133795028
Smit, B. (2007). Adidas, Puma and the Marking of modern sport, Penguin Books Limited, ISBN: 9780141902586; 

2

