BCP Business & Management PGMEE 2022
Volume 35 (2022)

Marketing Strategy Analysis and Evaluation for the Adidas

Yinghan Sun®
Faculty of Education, University of Northampton, Northampton NN15PH, England
*Corresponding author: tgyx1234561@yeah.net

Abstract. Adidas dominated the sports market during their childhoods and one of the reasons might
be the lack of performance of China’s local brands. How Adidas succeed in making positive progress
while having cutthroat competition is a subject worthy of study. By applying the k-means model and
a social experiment, this paper explores how products and marketing strategy affects the market
shares by focusing on the marketing strategy, market share, product rating, and product price.
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1. Introduction

The fitness industry has grown in the last decade as most people take sports more seriously as a
career with the increasing need of a healthy lifestyle (Thompson, W2018). This has led to the rise in
demand of the fitness product manufacturers such as Adidas, Nike and Puma. This report is thus
designed to explore the success of the Adidas. The company, a multinational company located in
Germany, is one of the most successful companies in the sports sector (Jayawardhana, 2016). The
company has over 50, 000 employees and has revenue of over € 20 billion in 2018 (Wright, 2019).
The success of the company is attributed to many factors. Thanks to an effective marketing strategy,
the company expand to the US and even in Asia. According to the famous American marketing expert
Professor Philip Kotler, Based on 11P marketing concept-Product, Price distribution, Place,
government Power, Public Relations ,Probe, Priority, Partition and Position,which is put forward by
American marketing professor Philip Kotler, the paper analyses the marketing strategy of Adidas in
the sporting goods market. The first part evaluates the marketing strategy of the Adidas while the
second part discusses the marketing mix of the Adidas 4F FWD shoes.

2. Evaluation of the current marketing strategy (PESTLE)
Adidas being one of the leading companies in the fitness clothing brand adopts a marketing

strategy that makes the company competitive in the market. The company has managed to attain a
stable market share across the world because of its effective marketing strategy.

Figure 1. PESTEL analysis
Source: Duong (2019)
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2.1 Political factor

The most pressing issues for Adidas is the different taxation rates in differentbranches . For
example, the tax rate in China is at 25% while in the UK is19%. In Germany where Adidas was
founded, the rate is 15% (Wright, 2019). This kind of variance affects the pricing of the company and
thus requires for different pricing policies that may affect the performance of the company in different
countries. As a result, the company seeks to outsource its manufacturing to the developing countries
which helps to reduce the cost of manufacturing (Zhu, 2021). Currently many countries are facing
inflation challenges due to the tension in Europe following the invasion of Russia to Ukrain. The
invasion has led to political instability in the region which may affect the sales of the company (Lang
and McKee, 2022). This may impact the company’s ability to set target sales duringthe political
unrest.

2.2 Economic factor

One of the economic factors that may affect the performance of the Adidas is the inflation that is
currently expanding across the world due to the covid-19 pandemic. The economic slowdown
makes it difficult for consumers to retain their spending power (Guo, et al, 2022). The drop in the
consumer spending power and the high unemployment rate across the world have led to a drop in
demand of the Adidas products . The products are classified as leisure products. Guo, et al (2022)
note that most consumers prioritize products such as food with their disposable income, so
thatpurchase of other products such as the fitness products has reduced.

2.3 Social factor

Most of the consumers of the target countries such as the US, UK, China have recently shown a
desire to lead a healthy life. According to Chatterjee, et al. (2021) the wellness market has grown
with a 6.4% rate in  2020. This shows that most of the consumers are eager to engage in activities
such as going to the gym and running for a healthy lifestyle. As a result, the demand for the fitness
products has gone high creating a large market for the Adidas products. Majority of people in
countries such as the UK, USA, Germany and even in China have embraced the need to educate their
citizens on the need for an active lifestyle and the growth of the demand of the fitness products
(Chatterjee, et al., 2021). The company recently has seen a growth of the consumers who are not
professional players or sports persons due to the rise in the demand for a healthy lifestyle. The
company thus has increased the design of trendy and fashionable fitness products to meet the needs
of the consumers.

2.4 Technological factor

The growth of technology has led to changes in the consumer behaviors. The rise of the internet
and the digital marketing has affected the purchase behavior and even the marketing behavior of the
consumers (Scimez, 2018). Most of the consumers across the world now have access to the internet.
Shipunova, et al., (2022) note that in 2022, nearly 59.5 % of the population have access to the internet
and are active users worldwide. This means that the digital consumers have increased. Most of the
consumers prefer to make online sales. In2020 and 2021 when the pandemic forced companies to
lock down, Adidas seen an increase in the online sales. Zhu (2021) notes that the Adidas e-
commerce in 2021 increased by 13% compared with a 10% increase of 2019. The B2C has
contributed to the sales growth of the company and has also increased the consumer base as the
company cannot reach a wider range of consumers across the world.

2.5 Legal and environmental factors

The success of Adidas gives credit to many aspects and one of them is the adherence to the legal
procedures of the different countries. Besides, the company has focused on patenting its properties
andprotecting its legal rights, which reduces the chances of infringement (Wright, 2019. In addition,
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the patent has helped reduce the overflow of the counterfeit problems that would lead to lowered sales.
listed as one of key companies conducting sustainable business, the company has been a champion
in using recycled materials to make some of its products. (Wright, 2019).

3. Customer identification and key drivers

The process of segmentation refers to the identification of the key consumers that a company
targets. Adidas has used the demographic segmentation process (Sande, 2019). This method of
segmentation divides the consumers based on people-based differences such as age, gender, marital
status, income, and even education level. The company intends to target the young people who are
active in the sports. In most of the cases, these consumers fall in the age gap of 16- 35 (Hertrich and
Mayrhofer, 2015). However, with the rise of the health lifestyle and demand of the trendy fitness
products, the company has also found that age group between 35-50 is a highly potential target
consumer. The company has also applied the concept of psychographic segmentation where it targets
the consumers that have a similar motive and preferences (Madara, 2019). Most of the target
consumers of this company are people who like to engage in games and sports and people who are
pursue a healthy lifestyle. Although this may override the demographic aspect, Hertrich and
Mayrhofer, (2015) note that the company primary target is the young people and that is why they use
figures such as Lionel Messi, a highly famous sports individual among the young people, as
spokesperson. However, this does not block the older consumers who are into sports and games and
this calls for application of the psychographic segmentation.

The company has also chosen the right positioning strategy to help win the target consumers.
Positioning is the position of the brand in the minds of the consumers and it helps attract the right or
the target consumers as it does help the product be unique (Hertrich and Mayrhofer, 2015). The
company provides high-quality products to the consumers and consumers identify the company’s
products as premium. The company cares for the consumers and commit to creating quality products
that are durable and trendy. This has thus made the company attract the high-end consumers who can
comfortably afford the products of the company. The premium products and the passion for the sports
and games as well as healthy lifestyle make the company target the class of consumers that can easily
its products. The urban upper and the middle class who have a large disposable income are willing to
afford the products sold by the company (Madara, 2019).

4. Competitor’s analysis

Companies must seek to ensure that they establish a unique competitive ability to beat competitors.
The major competitors to Adidas are the Puma and Nike who are known to provide some of the high-
quality fitness products in the market. As it is indicated by Mahdi, Abbas, Mazar and George, (2015)
Nike is one of the major competitors of Adidas and it has a 27% market share globally while Adidas
has a 25% market share. Puma competes with Adidas fiercely as the company also has a 23% share.
Although these market share keeps fluctuating based on the product on sale, Jayawardhana (2016)
explains that these three companies are all strong and have competed for a long time. In order to attain
a large consumer loyalty, Adidas applies the unique selling point which is creation of trendy fitness
products of high quality. Zhu (2021) notes that the company has determined to make light and
convenient fitness products to attract the target consumers. The comfort of the products as well as
the strong brand reputation are the major unique selling points that the company has used to beat the
competition. Mahdi, Abbas, Mazar and George, (2015) note that Adidas , as a very famous brand
among consumers, makes it easy for the consumers to remember therefore attaining a constant market
share. This may not be a compelling USP since companies such as Puma and Nike have similar rating
and strong brand identity in the market. Dadrasmoghadam, et al., (2021) thus note that one of the
factors that has made Adidas remain competitive in the market is the fact that the company has the
unique design of the products. Other competitors in the industry may provide same quality,while the
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company with unique fashionable designs stands out and get popular. For example, the running shoes
for the company are made of recycled material that help the runners to feel steady and avoidankle
injury when running (Dominguez, 2020).

5. Marketing evaluation of Adidas 4D FWD shoes

5.1 Product

The 4D FWD shoes are among the newly developed products from Adidas. The products are made
from the recycled product with a 4D midsole that helps to absorb the impact of running. This
designalso provides support of gait while running and makes the process of running easier. The foot
is further made with a lattice structure that is slightly angled, and this helps to redirect the energy of
the foot strike into a forward motion thus helping the runner move faster (Sicoli, Bronzetti and Baldini,
2019). This product is made after increasing research of data collected from runners who have
informed the company of the needs to be fulfilled. The applied technology of using recycled material
plays an important role as it helps reduce environmental pollution. Therefore, not only the product is
high-quality, comfortablewith a unique design but its process of making protects the environment.
One of the reasons for the design of this product as discussed by Ang and Rusli (2018) is not only to
meet the needs of the consumers but also to play a role in sustainability business practices.

5.2 Price

The price of this product is largely affordable at the retail cost of $200. The company has used
available recycled materials to make an affordable product that can meet the needs of most middle
class and upper class people. This price is to help the company attract the fitness enthusiast as they
are not set as high as the products for professional players and people in sport (Ang and Rusli, 2018).
The prices however can also be described to be competitive compared to to what other competitors
have offered in the market. This helps Adidas not only make profit but also remain in a leading
position in the market. In addition, this competitive and affordable price help the company retain the
customer loyalty while at the same time attracting the new consumers. Even though the prices are
affordable, Wright (2019) notes that they still lean to the premium side and this shows that the
company has still retained its quality of the product. Ang and Rusli, (2018) note that Adidas has to
ensure that it retains premium prices so that the high quality impression can still remain.

5.3 Distribution

The digital marketing has played a very crucial role in the promotion of products from Adidas.
Since the onset of the pandemic, the company has embarked on widening the online sale from the
website of the company. This has helped the company reach to a wider range of the consumers across
the world with increasing sales. As explained by Zhu,(2021) the B2C strategy of reaching the
consumers from Adidas has not only led to a growth of the sales but also a growth of the consumer
base. This has helped transverse the limitation that comes with the physical boundaries. In addition,
the company has also provides the product in the stores near the target consumers. This helps the
company easily access the target consumers who are not fond of making the online purchases. There
is a need to ensure that companies maintain a balance beween the traditional modes of distribution
and the modern forms of distribution. The physical stores not only create a constant image on the
minds of the consumers but also create a space of brand ownership among the consumers when they
are making the shopping (Wright, 2019).

5.4 Promotion

This new product by the company is promoted by following a number of strategies. To start with,
the company has focused on the use of the online promotion as the quickest form through which
Adidas contacts a high number or consumers. This includes the use of the social media and the google
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ads for the company to reach wider range of the internet users. Byun (2015) notes that there is a need
for companies to embrace the use of the social media marketing as this strategy helps reach a wide
range of consumers. The other method that is applied by the company is the spread of mass media,
one of the traditional yet still very effective mode of communication. In this method the company
intends to reach to the consumers who are above the age of 40 and enthusiastic of the healthy life
style (Sande, 2019). The age group above 40 are more likely to focus on the mass media advertisement
compared to the lower age group. The combination of two strategies have made the product become
popular among the users and has made high volume of sales (Madara, 2019).

6. ldentification of the appropriate marketing strategies

One of the best marketing strategies that helps promote the product 4FD is the use of the social
media influencers. In the contemporary marketing activities, most of the companies have collaborated
with the social media celebrities to promote their brands and influence the sales. Mahdi, et al., (2015)
most of the young people on the social media have trust on the social media personnels that they
follow. Therefore, brands should constantly partner with such celebrities to increase the sales. These
social media influencers should be properly coached about the product to ensure that they understand
the product that they sell. This will not only help create a large volume of sales, but also establish
a long-lasting relationship with the consumers who follow the influencers. A trust on the influencers
is a trust on the brand as well. Dadrasmoghadam, et al., (2021) note that when using the social media
influencers, a company is able to attain more trust from the consumers by selecting the influencers
that they trust.

Another strategy that would be beneficial to the company and would lead to growth of the sales is
through sponsorship of events that help the consumer learn about the product. For example, the
company can sett seminars with the topic of a health lifestyle while launching the products teaching
the consumers how to live a healthy life. In thhis way, the companycreate a need and an urgency, and
also make people who attend the seminar want to buy the product (Dadrasmoghadam, et al., 2021).
This will be different from what the company has always done as it has largely focused on partnering
with the major sports companies such as footballs teams in the past. Now shifting focus to the
individual consumers helps widen the scope of the consumers and this translates to high volume of
sales.

7. Conclusion

This report identifies that Adidas has attained a high level of success following the proper and
effective planning of its marketing strategies based on the existing environmental factors. The
growing demand of a healthy lifestyle is one of the factors that has helped to increasedemand for the
products of the company as well as the availability of opportunity for digital marketing. However,
inflation and political instability has shaken the sales of the company. The company focuses on use
of demographic and psychographic segmentation which helps reach the middle- and upper-class
consumers. To compete with Nike and Puma, the company focuses on use of h unique designs of the
products. One advantage about the products of the company such as the 4D FWD is that they maintain
high quality with premium prices. To get the attention of more consumers,the company should focus
more on use of social media influencers.
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