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CHAPTER I: INTRODUCTION 
  

Research Background 

adidas Originals, represented by the blue trefoil logo, is one of the sub-brands of the German based sports manufacturer company, adidas. It offers sports-inspired clothing, footwear and accessories that are targeting the young and active lifestyle consumers. For years being a lifestyle and fashion brand that is originally inspired by sports, adidas Originals product offering has always been geared more towards its male consumers; rather than to its female. Female products were available but most of the time they feel more as a take down from their men’s line, re-purposed for women. In recent years, adidas Originals started to acknowledge the fact that in order to compete with the other sports-inspired clothing brands; it needed to revise some of its brand strategies; including its approach to women's fashion.


In 2009 adidas celebrated its 60 years’ anniversary. To celebrate its rich history in lifestyle and sports, adidas invited all of its closest friends from athletes to recording artists and other entertainers to join its biggest campaign to date that is set on a house party background (adidas AG, 2009). Still in this occasion, adidas Originals took this occasion to re-introduce the brand to the market for its female consumers. By continuing its partnership with Hip Hop artist Missy Elliot under the Respect M.E. collection, giving the French female graffiti artist FAFI her own capsule collection and making collaboration with London based label PPQ, adidas Originals has managed to give a wider variety of female products offering and has truly managed to reposition itself as a brand for the female consumers as well.


When it comes to adidas Originals’ digital marketing strategy, 2009 was a big year for the brand too. Lead by, at that time, the newly appointed Digital Concept Manager for the Sports Style Division, Chris Barbour, the adidas Originals online presence underwent a major makeover. The brand first adopted the Owned, Earned and Bought media classification framework to be able to clearly distinctive its strategy for these three environments. Then the brand started its online presence makeover by retiring its old-fashioned flashy website that was un-updateable and had very limited possibilities of localization for the markets in exchange for a blog-like, content management-driven website that not only supports various multimedia contents but is also easily updateable and exportable to be shared online by users. 

The next makeover happened to adidas Originals’ official Fan Page on Facebook. Also in 2009, adidas Originals launched the industry breaking ‘Your Area’ tab on its Facebook Fan Page (Lynch, 2009). Besides that, adidas Originals was committed to nurture and maintain its community of almost three million fans on Facebook. The same makeover also happened to its YouTube channel where it has became the brand’s main destination for all branded video content that was produced by adidas Originals, both globally and locally. And with a photo recognition-powered mobile application coming in mid 2010, adidas Originals has added mobile to the list of its Owned digital platforms. 

Given the difficult economic conditions in 2009, it has become a bigger brand mandate for every single brand marketing team across all categories to always think of commercial opportunities when developing any marketing tools that will touch the consumers. adidas Originals digital marketing initiatives were no exception from this mandate either. Now the big question is, given all the opportunities that adidas Originals Owned digital platforms already have after the major structural reform, does the content that adidas Originals put up on their Owned digital platforms reflects the brand’s new strategy for its female consumers and does it ensure maximum engagement and conversion by the female consumers?
The first question that might come up when reading this report is why it is so important for brands to get their Owned digital platforms right? In the next part of this research, it will be made clear why it is crucial to have the core contents that are presented on the Owned digital platforms as good and as relevant as possible so they will be easily transportable to the Bought space, both by the brand and by the consumers, to then hopefully create a lot of positive buzz in the Earned space. 

  

To be able to have a successful online campaign in all three Owned, Bought and Earned space, it is important for brands like adidas Originals to get everything right on their Owned digital platforms first, as those platforms will be the final destination of consumers and hopefully be the platforms where the conversion of consumers to shoppers happen. 
For brands to be able to do well and have successful Owned digital platforms includes, but not limited to, having the correct and most relevant content for their target consumers. Given the social nature of the internet or the online and social media world of today, it is also very important to have contents that are easily updateable internally by the brand to be able to react instantly to any kinds of social happenings, easily transportable to various bought space and should make the consumers naturally wants to and are able to share to their peers. Last but not least, these Owned digital platforms should be structured in the most optimize way according to consumers natural way of looking for and sharing information within as well as from these platforms to other destinations. 
Furthermore, given the economic situation in the world in the past year, every single marketing discipline under the larger Brand Marketing team, be it Retail Marketing or Digital Marketing, across all categories within adidas are mandated to create marketing tools with consumer conversion in mind. That being said, every single marketing tools that touches the consumer needs to either aid the consumers on knowing more about products or even help to bring them to their purchase at least one step closer. This reality is also something that adidas Originals need to always think about when creating an optimization plan for its Owned digital platforms. 

Aim of Research 

This report is produced to analyze all adidas Originals’ current Owned digital marketing platforms to then come up with recommendations on how adidas Originals can improve its current Owned digital platforms to maximize the engagement and conversion of adidas Originals female consumers with the brand and the products. 

  

Recommendations should not only further enhance the perception of adidas Originals’ female consumers online about how the brand is positioning itself for the female consumers but will also clearly bring them closer to the products and their intent of purchase. 
At the end of the paper, readers should have a clear understanding of what adidas Originals Owned digital platforms are, how they currently function and their current position towards representing the brand’s new positioning for female consumers 
Central Research Question & Terminology 

adidas Originals, with its recently extended product offering for their female consumers, wants to ensure maximum commercial opportunities are present across all of its Owned digital platforms and that their new brand strategy for the female consumers are reflected properly on these platforms as well.  In order to ensure that adidas Originals can achieve these goals, these following central questions were formulated: 

1. What are the criteria for an effective Owned digital marketing platform?

2. To what extent do the current Owned platforms and their content meet these criteria and engage the female consumers online?

To have a better understanding of these central questions, there are some terms that need to be explained at first: 

  

Owned Digital Marketing Platforms 

adidas Originals have defined their official website, Facebook Fan Page, YouTube channel, and Mobile application to be part of its Owned digital marketing platforms. More details about these platforms and their relations to the Owned, Earned and Bought media classification framework will be further defined in the next part of this report. 

 
Online Engagement 

Online engagement is all about content (Weber, 2007, p.64). It's about making sure there's a constant stream of dialog from, between and to consumers with the branded content that is published. The more people come, talk about, respond and share a certain content means the higher the level of engagement of the consumers with that particular content. That being said; the right content is always the key. More details about engagement measurement can be found in the next chapter of this report.
  
Each of the above central questions will be answered via the following sub questions: 

1. When and why did adidas Originals change its brand strategy for its female consumers? 

· How does this impact the larger brand message of adidas Originals? 

· What collection / product classification is the most important for adidas Originals?
2. Is there significant online behavior or trend difference(s) between male and female consumers? 

· What do they spend time the most online? 

· How do they share content? 
· Do they shop online? 

· Can they find all the information they're looking for online? 
3. How important are digital media to adidas Originals' female consumers in regards to their purchase decision? 

· How female consumers uses the internet to look for pre-purchase information, share and ask for peer's feedback on an item they decided to purchase, or do they also do the purchase online? 

· How does the information flow looks like? 

4. How do female consumers search online for lifestyle products that they have interest in? 

· What are the keywords or associations that they use? 

· What is their starting point?  (ads on TV / print / online? what other girls are wearing? celebrity?) 
· What kind of information that they are looking to know first? (product name? brand philosophy? price? availability?) 
5. How are adidas Originals’ competitors reaching out to their female consumers online? 

· Content map of the competitors and their presence on other online platforms. 

· How do other industries use their Owned digital platforms to reach consumers online? 
6. What are the most popular types of content that female consumers share online with their peers? 

· What type of contents receives the most interaction by consumers?
· How do female consumers share content online? (email, Facebook wall, twitter?) 
7. How is the success of an online / digital campaign being reviewed internally?
· Is there proper tracking strategy in place for all Owned platforms? 

· How often are these campaigns being reviewed for future learnings? 
· What are the assessment criteria / KPI used? 

8. How can online engagement be measured? 

· What is online engagement? What theories are available? 

· What are the criteria to asses a brand's success or failure to engage its consumers online 

· Has adidas Originals been able to fully engage its female consumers online? 
9. Should there be different online strategy for each adidas Originals' Owned digital platforms? 

· What are the possibilities of engagement on each platform?
· What are the commercial opportunities on each platform?
· Does consumer behaves differently in these different platforms?
· Does content needs to be catered specifically for each platform? 
Research Methods 

The following research methods have been chosen in relation to the type of research result required. The combination of all three research methods answers various parts of the central and sub research questions. 

· Desk Research 
· Qualitative Research 

· Quantitative Research
Desk research will first be done by reviewing various adidas Originals’ internal reports and documents to first have a full understanding of the company, its consumers and its digital strategy. 
Furthermore, desk research will be done by analyzing adidas Originals activities on its Owned digital platforms using several defined analysis criteria. These criteria are defined to help narrow down the topics that the brand could potentially need to work on more to achieve the organizational goal. 
The outcome of these analyses will then be benchmarked with those similar activities done by the brand’s direct competitors and other best practices case from other brands that might not come from the same industry as adidas Originals. The analysis of adidas Originals’ competitor’s online activities will be done with the Case Study research method. Case Study research method is a qualitative research method to examine contemporary real-life situations by doing a detailed contextual analysis of a limited number of events, conditions or trends. Given the uniqueness and the ever-changing nature of the topic of this report, a case study research method is the most relevant research method that needs to be used during the main analysis of the situation. This will ensure the relevancy of the analysis to today’s ever changing world of digital marketing.

Own personal experience from working internally at adidas Originals digital team also brought a lot of insightful knowledge on how adidas Originals’ Owned digital platforms are performing. Moreover, this personal working experience will also give a clear understanding of internal processes and challenges within this field.
Qualitative research in the form of interviews will be done to the digital Concept Manager of the Sports Style division, the lead Technical Project Manager of adidas Global Digital Marketing department and some external social media and online experts from the agencies that the adidas Originals digital marketing team works with. Interviews will be done on several formats: Some will happen formally on a one time session covering a certain set of topics and some other will happen informally through short question and answer session during work periods.
Last but not least, the quantitative research will be done through the form of a questionnaire to the female fans of adidas Originals from the adidas Originals official Fan Page on Facebook. From this questionnaire, insights on online and buying behavior of adidas Originals female consumers can be obtained. These insights will then be used to analyze whether or not adidas Originals’ current activities on its Owned digital platforms are aligned with its female consumers expectations; content-wise and structure-wise. 
DESCRIPTION OF THE COMPANY 

  

In this chapter, an overview of the adidas Group organization and how adidas Originals is structured within the larger adidas brand will be given. A better understanding of the brand’s structure, strategies and target group will help readers comprehend adidas Originals position within the adidas Group and also in the marketplace among the consumers.
Company Structure & History
  

adidas is a German company that was started in the town of Herzogenaurach, Germany, in 1949 by Adolf Dassler, from whom the name adidas came to be. Adolf Dassler, who was most known by the name Adi Dassler, was an athlete and a shoe maker that produced sports shoes for athletes. At present, adidas is the leading brand under the adidas Group that also owns Reebok and Taylor Made Golf (adidas AG, 2010). adidas is split into into two division; Sport Performance and Sport Style (See Figure 1). 
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Figure 1: adidas Group Structure

The Sports Performance division, with its black triangle adidas logo heads all the sports related categories within the brand such as adidas Football, Basketball, Men & Women's Training, Running, etc. The guiding principle of this division is to create the best products for athletes to do their best in their field of sports (adidas AG, 2009).
The Sports Style division is the umbrella division of adidas Originals, defined as authentic sportswear, the Fashion Group, which is the future of sportswear, and Style Essentials, the fresh sport-inspired label made accessible for style-adopting youth. Together they offer consumers products from street fashion to high fashion, all uniquely inspired and linked to sport (adidas AG, 2009). 

  

These two divisions are set up separately within the company. Each division have their own brand identity, product development team, brand marketing team, and also in most cases different own retail space. The only time Sport Performance and Sport Style products come together under one own retail roof is within the adidas Brand Center that is available in Berlin, Paris, and Beijing. 

  
adidas Originals 

  

adidas Originals is a brand known to be once innovative, now classic and always authentic. Represented by the blue trefoil that was introduced in 1972, adidas Originals captured the brand’s original identity in a new modern lifestyle (adidas AG, 2009). adidas Originals became an official brand under the adidas Group in 1991 when the blue trefoil logo was introduced. The brand started by re-introducing adidas classic and heritage products for the modern consumers. The brand’s slogan is ‘Celebrate Originality’ which explains the brand’s will to always celebrate true original individuals in sports, music and fashion. adidas Originals (2009) as a brand does it by always supports authenticity, creativity and individuality (see Figure 2).  
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Figure 2: adidas Originals Slogan

adidas Originals Target Group 

  

	As a global brand that has various products offering from clothing, footwear and accessories, adidas Originals have different level or ranges of products offering. These ranges division, which will be explained in the following part of this report, were developed to target different levels of consumers that are classified into three targets namely: Lisa, Ignacio  
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Figure 3: adidas Originals Target Group

	and Jason (adidas Originals, 2009). Lisa and Ignacio are adidas Originals more mainstream consumers that drive the commercial success of the brand and they both sit within the lower end of the adidas Originals target group pyramid (See Figure 3).  On the other end of the pyramid there is Jason, the more niche and high-end consumer of adidas Originals that serves as also serves as an influencer on the top tier of the pyramid.


To understand adidas Originals consumers better, the brand has created a consumer profile of who their typical Lisa, Ignacio and Jason are, how they behave, and their views towards fashion. 
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	On the top of the pyramid there is Jason. Dominated by the male gender, adidas Originals consumers at this level are older than Lisa & Ignacio. Jason is usually between the age of twenty two and above. He is always in the look for and always aware of the latest trends in fashion, music and lifestyle. He is considered to be a trend setter not only by his own peers but also by other people from outside his cycle, including by Lisa and Ignacio. Jason is very international and he has friends who are also influencers that come from various countries. In order to keep up with his friends he also needs to keep up with communication technology and that is why he is very well connected digitally. To be a legitimate influencer, Jason either has his own blog or is a contributor to some publication.
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	On the lower end of the pyramid we have Lisa and Ignacio. On average they are younger than Jason and are aged between 13 and 22. Lisa and Ignacio are very pop-culture focused and are easily influenced by trends in fashion and lifestyle. They look up to their peers, celebrities and other influencers like Jason for fashion inspirations. Eventhough Lisa and Ignacio follow trend, they always try to have their own unique personal style.



	Just like Jason, Lisa and Ignacio are very well connected in the digital world as they are active users of social networking sites and are daily readers of trend and lifestyle blogs.
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adidas Originals Product Range Structure 

  

To further understand adidas Originals target consumers and the different ways products are created and marketed to meet the needs of this different level of consumers, it is important to understand how the brand’s product range is set up. 

  

As a sports inspired fashion and lifestyle brand, adidas Originals main product offering consists of footwear, apparel and accessories made for the active and relatively young lifestyle consumers. Most of adidas Originals products are designed in-house by the design and product development team but seasonally adidas Originals also do quite a lot of collection collaborations with various designers, fashion icons and other brands. 

In order to be able to position its products appropriately for its various consumer target groups, adidas Originals clusters its products in several layers of product ranges. Each range will then consist of various product collections. In total, adidas Originals has three layers of product ranges (adidas Originals, 2009). The main differentiator between each ranges are its unique target group and the purpose these ranges serve as in the marketplace (See Figure 4). 
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	Figure 4: adidas Originals Range Structure


  
· Statement Range 
The Statement range is created to excite the market. At the highest level on the range layers, it consists of exclusive collection concepts such as Originals by Originals and Consortium. Products in this range are priced relatively the highest compared to other adidas Originals products and they are usually considered to be exclusive products with limited availability. Statement products also have a different distribution channel as they are usually not available at all adidas Originals flagship store. Quite a lot of Statement products are available at select exclusive partner retailers only. This range is created to target Jason or the influencers in the sneaker and fashion world. Besides that, this range is also designed to be highly PR-able as they are the products that are hoped to create buzz and generate positive stories for the brand as a whole. At the moment, only the Originals by Originals collection by Jeremy Scott feature products on the Statement level for female consumers. Other Statement range products are geared toward the male consumers.
· Blue/A.039 

Right in the middle of the range layers, adidas Originals has a layer that is created as a middle ground between its Statement and Core range. In 2010, this strategy is realized by the introduction of Blue/A.039. It is a range that is more driven by a look rather than individual pieces. This layer is targeting the consumers between Jason and Lisa / Ignacio. 
· Core Range 

Core range is the lowest on the range layers. It consists of basic concepts such as adicolor, Womens, and all the different product stories that comes up every month. This range is designed to target the masses, or the Lisa(s) and Ignacio(s) and is usually available at all adidas Originals flagship store and main commercial Key Account stores. Priced relatively lower than the other ranges, the Core range is developed to ensure commercial success of the brand in the market place. 
adidas Originals Competitors

adidas Originals as a brand under the adidas umbrella has different competitors compared to the other categories or brand under the adidas Group itself. Even though the larger brand adidas is a sports manufacturing company, most adidas Originals competitors as a brand do not come from the sports manufacturing industry. Instead, adidas Originals competitor mostly come from the sportswear fashion industry such as Nike Sportswear (NSW), Converse, Quicksilver, Bathing Ape, American Apparel, Vans, Burton, Carhartt, Fred Perry, Puma, Reebok, WESC, Diesel, G-Star, etc (adidas Originals, 2009). It is interesting to point out Reebok in that list as business wise Rebook and adidas Originals belongs to the same company, but at the marketplace in front of the consumers, they act as competitors.
adidas Originals Brand Marketing Strategy
In order to achieve an aligned and well-integrated brand marketing strategy for adidas Originals across all communication disciplines such as Public Relations, Digital Marketing, Events and Retail Marketing, annually the Brand Marketing team of adidas Originals developed a brand marketing strategy for the brand that would cover the whole period of a year. This main Brand Marketing strategy is meant to be the foundation for all strategy each individual Marketing disciplines team will develop to based their work for the coming year on. After a careful review and analysis of the 2009 House Party brand campaign, adidas Originals managed to take various valuable learning from that year campaign to develop the overall Brand Marketing strategy of adidas Originals for its 2010 brand campaign that is as follow:
“To create a commercially-driven, cost effective, brand campaign.” 

(adidas Originals, 2009)

And to do so, adidas Originals has established three main key points on how the brand will be able to achieve the target brand marketing strategy:
1. Aligned product & communication

2. Regional relevance

3. Key account integration

A strong alignment between the product offering and the communicated message to the consumers is one of the most key factors that will allow adidas Originals to create a commercially-driven and cost effective brand campaign. Creating a strong alignment between the product offering or availability and the communication to consumers has always been a continuous problem in the past for the brand. Seasonally, the product team has developed a various range of exciting new products that will furthermore strengthen adidas Originals product offering. These products will then be taken by the Brand Marketing team and will be included in most brand campaign tools and images that will then be delivered to the local markets for them to use. Unfortunately, quite a lot of markets do not buy into these highlights products as they tend to go with the basic and most commercial products that are available for countries to buy into. Even though this business approach from the markets is good for the business in the short term, this approach will actually cause a huge discrepancy between the products that are communicated to the consumers and the products that are actually available in the market place.
Another key aspect to ensure a successful yet cost effective brand campaign for a global brand like adidas Originals is to ensure regional relevance in every marketing touch points with the consumers. After the 2009 House Party campaign, the brand has learned that when global tools were developed without highly considering its regional relevance  for all markets, a lot of local markets marketing budget will be wasted on producing a local replica of the global brand campaign. Not only this means that local markets already spent a significant amount of their marketing budget for production, it also means that they ended up having less budget in place for what they are supposed to be doing which is putting the brand marketing content out there in front of the consumers through buying relevant media placements.
adidas Originals business highly depends on the key account partners that the brand works with too. Some of the most important key accounts for adidas Originals would be big sportswear retailer such as Foot Locker, JD Sports, Champs, etc. Most big key accounts needs special marketing tools for their own promotions through advertising and retail stores. Previously these key account tools were developed totally separate from the main brand campaign. This previous approach did not only financially cost the brand more, but keeping an aligned brand image and message will be more challenging. Therefore, it has been mandated that every single marketing tools that are to be created by the Brand Marketing team to have included the possibility of Key Account integration way before it went on production.
ADIDAS ORIGINALS DIGITAL MARKETING STRATEGY 
  

Just like the overall brand slogan for adidas Originals, digitally adidas Originals also always strive to own Originality -in the hearts and minds; and on the feet, screen and phones of the consumers. adidas Originals is also focused and determined on having a crisp and clear understanding of their consumer’s lifestyle in order to spread a web and network-wide celebration of their products. adidas Originals is specifically keened on using their digital channels to gain insights on how Jason, Lisa and Ignacio view the brand and, most importantly themselves. Just like any other commercial brand, adidas Originals' digital tools will always be first used to support and nurture consumers in the hopes of converting them from consumers to shoppers (adidas Originals, 2009).  To reach these goals, adidas Originals has developed its main strategy for digital communication: 
To create traffic to and time spent on environments in which an opportunity for conversion exists (adidas Originals, 2009). 

To achieve this goal, adidas Originals believes that it is key to be consistent and aligned in their efforts to use:

· Branded Content
Branded content is essentially a fusion between advertising and entertainment packed as one. In print media, it could be compared to an advertorial. In the digital world, branded content could be in the shape of a blog post or a YouTube video content. These content shows a clear link to the brand but are treated more as an information / entertainment by consumers instead of straight forward advertisement.  

· Media
adidas Originals targeted digital media consist of all high trafficked and specialized websites, blogs and online application that offers advertisement placement; both locally and globally. The type of advertisement that adidas Originals put in these media are not only limited to basic online banners as up until today adidas Originals have tried various kinds of online advertisement placement such as a YouTube homepage takeover, a Facebook engagement advertisement, a rich media banner, and many more various kinds of online advertisement possibilities that exist today.
· Consumer Conversation
Where ever adidas Originals decides to drive consumers to, that destination should always stimulate and push consumers to start a conversation either between them and the brand or between them and other consumers. Therefore it is always crucial for adidas Originals to have all of their platforms supported with a sharing tool that can easily let consumers share any story that they find interesting.
· Branded Utilities
Branded Utilities is a new marketing term used to describe a marketing concept that is produced to be meaningful and created to improve people's lives and add value to the user (Chambers, 2009). This is a concept that adidas Originals holds closely when developing any application for the consumers. Instead of following the easy path of creating entertainment applications for consumers, adidas Originals strive to create more meaningful ones that could actually make their consumers life easier. 
· Innovation
Being a brand that uses "Celebrate Originality" as a slogan, it is always crucial for adidas Originals to be in the front row of innovation within its industry. Be it its mobile phone application, Facebook Fan Page or official website, adidas Originals always try to find the most fresh and innovative way to present content for consumers digitally.                             

All the above efforts are made to either directly present a commercial opportunity or drive to a destination in which one is present (adidas Originals, 2009). Examples for this would be a blog post should always be accompanied by a Buy Now link for the products covered in the story, an application should always drive users to the store or at least 
point to a store finder where users can find more information for purchase, a YouTube video should be accompanied by a link to the online store, etc. 
Key Performance Indicator 
From the way adidas Originals constructed its digital strategy goal, we can already point out the Key Performance Indicators (KPIs) it is using to measure the success of any of its digital efforts. The 3 main KPIs for adidas Originals digital efforts can be classified under the following:

· Traffic Number
The number of visitor of a website or user of an application remains as the main quantity indicator adidas Originals is using to evaluate its digital efforts. Key categories that can be measured when it comes to traffic consist of but not limited to: visits and unique visits. Being a global brand with various digital activities all around the world, it is also important for adidas Originals to be able to break down all its traffic by time and country.
· Time Spent
Measuring time spent for adidas Originals is beyond the actual quantifiable hours or minutes users spent on any of adidas Originals' digital platforms. It also includes measuring more qualitative aspect of time spent such as the conversation that is generated from a consumers stay, the depth of the content exposure the user is getting while staying or the interaction a user is making with a particular type of content or application within adidas Originals' digital platforms.
· Conversion
Measuring online conversion does not only mean measuring the exact point when consumer is doing their purchase of a product online. Any step taken by a consumer that brought them closer to their purchase is included under conversion measurement. This could include acts such as clicking on a store finder to find out where they can purchase a product, etc. 
The implementation of adidas Originals digital strategy remains to be through a comprehensive approach to 3 types of online environments: The Owned, Bought and Earned space (adidas Originals, 2009) which will be explained more in the next part of this report.

Owned, Earned, Bought Framework 
adidas Originals digital strategy is supported by the use of a media classification framework called the Owned, Bought and Earned framework. This is a framework used by many new media practitioners of today because unlike other older models of media classification such as Above the Line (ATL) versus Below the Line (BTL) or traditional media versus digital media, the Owned, Bought and Earned media classification framework is timeless and it includes the most talked about yet very important media of today: the social media. 
To understand how this new way of media classification works, we need to understand the driver behind each media, the purpose of each media and how consumers are using these media. The following table will outline the key differences between each media space within the Owned, Bought and Earned framework.
	
	Owned
	Bought
	Earned

	Key driver 
	Brand. 
	Media 
	Consumers 

	Consumer Interaction 
	Consumers have willingly chosen to come to brands Owned platforms to explore the brand. They are either driven to these Owned platforms by advertising or previous visit(s) and experience(s). 
	Consumers are faced with the brand message whether they like it or not but they have the power to ignore these branded messages or bought into it. 
	Consumers talking to their peers and one another about the brand, the way they feel about it. 

	Message 
	Filled with branded content, from the brand point of view. Ideally content should be relevant and can excite the consumers. 
	Tailored brand content to suite the media placement is key to ensure relevancy and to make sure the message aren't being ignored by consumers. 
	It's the online ecosystem where brands push their message to. Brands have no control over the messages that are passed along in this space. Consumers will personalize the brand and share their ideas about the brand with no interference from the brand. 


The great brands of yesterday told the best stories about themselves. The great brands of tomorrow will be those whose consumers tell the best stories about.  Brands need to stop talking about themselves. Instead, brands need to talk about what they love (Wieden+Kennedy, 2009). This is why brands need to cater their message to their consumers more carefully than ever. And this Owned, Bought and Earned media classification framework aids global brands like adidas Originals to do so.
Earned, Bought and Earned vs Other Media Framework
adidas Originals decided to adopt the Owned Bought Earned media framework instead of other media classification framework for all its digital marketing strategy due to its benefits compared to other older models of media classification such as ATL vs. BTL or traditional versus digital media.
Above the Line vs. Below the Line media classification is usually used when developing an overall marketing or communication strategy, regardless of marketing disciplines. With above the line, in advertising it means mass media; the space that one pays for such as TV advertisement, print advertisement, billboards, etc. While below the line comprises, among other things, publicity, sponsorship, retail marketing, websites,  events, etc (Vos & Schoemaker, 2005, p.139). This classification framework is too broad to be used for digital marketing as most digital marketing platforms are considered to be part of Below the Line.
Given its technological nature, digital marketing is a marketing discipline that is the most dynamic and ever-changing. To be able to clearly define a digital marketing strategy, adidas Originals need to use a media classification model that can stand the test of time and anticipate new technological advancements that are bound to happen within the industry. In the early age of the internet, most marketers used the traditional vs. digital media classification framework as the base of their strategy. When measuring a success of a campaign using the traditional vs. digital media classification, brands were also used to use traditional media matrix to measure the success of an online campaign; where it has been proven now that an apples to apples comparison between one unique visit to a website and one viewer of a TV advertisement is simply not possible. Nowadays most media are digital and more and more marketing initiatives are digitally driven. When the line between traditional and digital media is no longer clear, this classification became out of date and no longer become the most optimum one to be implemented. Furthermore, integration between traditional and digital media has also been the key topic for marketers. Unlike an approach like traditional vs digital media classification that differentiate media based on its physical type, Owned, Bought and Earned is a media classification model that could actually stand the test of time and technological advancement as Owned Bought and Earned framework does not differentiate media based on its physical type but mostly based on the level of control and influence the brand and the consumer have on a particular media, regardless of its type or its nature.
Consumer Journey within Owned Earned Bought Framework
The unique characteristic of the Owned, Bought and Earned framework is how it can clearly define the consumer journey between each media space. Each media space within the Owned, Bought and Earned framework does not stand alone and is always interconnected (Carat, 2009).  

By understanding the consumers' journey within the Owned, Bought and Earned space, we can understand the importance of creating and managing the most optimum Owned space. Owned space content needs to be right for the consumers on every single level such as its accessibility, aesthetics as well as timing so that consumers are more likely to stay and explore the brand more and engage with those content so that hopefully they will bring those content to the Earned space and create some positive buzz for the brand. 
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Figure 5: Owned, Bought, Earned Consumer Journey

A consumer journey within the Owned, Bought and Earned framework can start at any point (See Figure 5). A consumer can start on the Bought space by viewing a brand's online advertisement on their favorite blog and then decide to click through it to go to the brand's Owned environment such as the brand's official website or wherever the brand decided to drive the consumers to from their online advertisements. A consumer who are already familiar with a brand can also start their journey at the brand's Owned space such as an official YouTube channel and then they could found a piece of video content that they truly enjoy and would like to share with their friends. He or she then go to Facebook and post this particular brand video on the Earned space, in this case, 
Facebook network for their friends to enjoy as well. Same thing goes with a consumer journey that could start at a conversation within the Earned environment that could possibly lead to an Owned environment. Wherever this consumer journey started, at the end consumers go back to the Owned spaced where the action will happen and every brand will hope that the final action that happens afterwards is actually purchase or at least one step closer to it. 
adidas Originals Owned Platforms 
adidas Originals has classified their website, Facebook Fan Page, YouTube channel and their upcoming mobile application to be their official Owned digital platforms (adidas Originals, 2009). Media categorization under the Owned, Earned and Bought framework does not restrict one category per media. For example, it is interesting to see a media like Facebook on that list as most brands would probably put Facebook under the Earned space. As a matter of fact, a platform like Facebook is unique as it could be classified under all three categories. Brands like adidas Originals owned an official Facebook Fan Page where the brand has full control of the content that are published to subscribing fans. But besides that, Facebook is also a great medium for advertisement placements as at the moment it has so many different unique and new ad formats that are way more engaging than just traditional online banners. But most importantly, many conversations between consumers and brands or among consumers also happen on this platform. That is why Facebook is definitely one of the most important Earned space for a lot of brands. More detailed review and analysis of every single adidas Originals Owned platforms can be read on the next chapter of this report. 

CHAPTER SUMMARY

In this introductory chapter we’ve taken a deep look into adidas Originals as a brand and how it is positioned within the larger adidas Group. A thorough explanation about adidas Originals digital strategy and structure has been laid down to give readers a better understanding about the role of digital within the larger Brand Marketing. Research background and the questions that rise from the preliminary situation analysis have also been laid down as the main guide to how the next chapter, the research chapter, will be structured.

 
CHAPTER II: SITUATION ANALYSIS
In this chapter, an in-depth analysis of the current situation will be presented.  An overview of adidas Originals current overall brand strategy for its female consumers will be presented to give a better and more specific understanding on how the brand would like to position itself and be perceived by its female consumers. This chapter will then highlight key background information and online behaviors of adidas Originals female consumers online. 
Having a thorough understanding of the brand’s desired positioning and how the brand’s female consumers behave online are the crucial basic information needed before going into the in-depth analysis of all adidas Originals Owned digital platforms. This basic knowledge will be used as a reference point when analyzing the brand’s Owned digital platforms to see whether or not the brand’s activities on its Owned digital platforms has been aligned with its strategy and has been optimized to achieve the organizational goal: Maximum online engagement and conversion by its female consumers with the brand and products.
adidas Originals Women’s Strategy  
In 2009, the year when adidas Originals celebrated the brand's 60th anniversary, adidas Originals repositioned itself for their female consumers. The brand was no longer willing to be seen as only a male brand with only several products offering for its female consumers. adidas Originals wanted to be perceived as a clothing brand for both male and female consumers. In order to support this new positioning strategy, the brand did this by doing an internal and external reform of its strategy. adidas Originals started by changing the basics of it all: their product offering. The brand ensured more variety of products for female consumers was available. One of the ways to ensure this was by doing various female specific product collaborations with existing and well-know female artists, designer or other brands. Besides that, the brand also pushed its women specific collection forward as one of its key monthly marketing story every season. 
Some of the successes that adidas Originals had in 2009 in regards to their new positioning for their female consumers consist of, but not limited to: the more visible dominance of adidas Originals female specific footwear silhouettes on the media and on the consumers’ feet on the street. Moreover, female consumer specific collaborations from the brand has never been as excited as it was in the year 2009 (adidas Originals, 2009). First ever female products were introduced on the "Statement Range" level from the collaboration of adidas Originals and American fashion designer, Jeremy Scott. On the "Core Range" level, adidas Originals presented more than just the existing product collaboration with Hip Hop artists Missy Elliot. adidas Originals for the first time ever also gave female French graffiti artist, FAFI, who already designed some footwear for the brand in previous seasons, a full capsule collection that consists of apparel, footwear and accessories. Another female specific collaboration also happened between adidas Originals and the well known London based urban fashion label, PPQ. This collaboration not only provide adidas Originals with a wider range of female products, but also reposition adidas Originals as a fashion brand among female consumers  (Nitrolicious, 2009). The adidas Originals and PPQ collaboration collection was first introduced at the  London Fashion Week in front of a group of fashion journalist and friends of the brand (FTape, 2009). 
To further push adidas Originals new positioning strategy for its female consumer, in 2010 adidas Originals has set up a proper female product strategy by dividing its women's products into three different categories: Feminin, Everyday and Street (adidas China, 2009). 

Feminine range is about FASHION 

Everyday range is about COMFORT 

Street range is about FUN & ATTITUDE 
This product division only works internally when the product team is developing the products. They need to keep in mind that these are the three type of female consumers that brand is targeting. This division is not meant to be consumer facing so they are never called out at retail for consumers. Even though the products were created based on these three types, the women products were also design to be cross-merchandised with each other. Cross merchandising is an act of pairing products from different categories in order to generate more interest on the products (Wikipedia, 2010). For adidas Originals, the cross merchandise between these the categories of female products is crated to truly represent the wide array of adidas Originals style that female consumers can create their own looks from; no matter what their taste in fashion is.
The idea of cross merchandising products between the three types of female products is one of the key guideline that adidas Originals has set up for its female products that should be reflected not only on the actual products, but also how those products are presented and merchandise in retail and all of the brand's marketing tools. On the next part of this report, an analysis of whether or not this key cross merchandising guideline for the female products has been truly carried out and presented properly on adidas Originals Owned digital marketing platforms.

This importance of cross merchandising was even more supported by the fact that adidas Originals apparel business is growing. In the last 4 years adidas Originals has seen a decrease on its footwear business but a strong and healthy grow on its apparel  business despite the crisis that hit the world last year (adidas Originals, 2009). And as apparels would be the products that are the easiest for the brand to cross merchandise to create different looks, it is again key to have a cross merchandised product presentation all over its marketing tools.

adidas Originals Female Consumers’ Online Behaviour
As explained in the previous chapter, adidas Originals main target consumers are the Lisa(s). To be able to understand how Lisa's online and shopping behavior is, a survey was made on the adidas Originals fans on Facebook. Around 68% of the respondents who filled in the questionnaire were male and the other 32% of the respondents were female. Even though the percentage was no where near the actual percentage of male vs female fans of adidas Originals on Facebook, which is also dominated by male, it is a first step to identify that adidas Originals is more popular for the male consumers. By doing the survey for both the brand's male and female consumers, we will be able to identify, if any, the key behavior differences between the two genders. 
Generally, most adidas Originals female consumers know about the brand and how the brand is positioned within the bigger adidas brand as 90% of the respondents were able to differentiate the adidas Originals blue trefoil logo to the adidas Sports Performance black triangle logo. When asked about their perception about the brand by associating key words that they feel relate the most to adidas Originals, with 67% of the respondents choosing for it, 'fashionable' came out as the number one keyword that female consumers associate adidas Originals to, followed closely with the word 'cool'. Based on this question, we can see whether or not adidas Originals female consumers feel or experience the three new product categorization of Feminine, Everyday and Street ranges. While most female consumers feel adidas Originals to be fashionable, only 17% associate the word 'feminine' to the brand. The Everyday and Street ranges seemed to be felt more by the consumers. The Everyday range has the goal to be the everyday and comfortable clothing for the female consumers, and from the survey we can see that 55% of the respondents associated adidas Originals with the word 'comfortable'. A good 59% of the consumers also associated adidas Originals as being a 'street' brand (See Figure 6). 
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Figure 6: Keywords Association

When it comes to their general online and shopping behavior, certain interesting facts showed up as a result of the survey. adidas Originals female consumers are generally more social, are active consumers online and they are always connected. Based on the survey results, almost all of the respondents expressed that they can no longer live without internet or their mobile phone. This does not mean traditional media such as television and magazines are no longer relevant for them, around 66% of the respondents stated that they still need television and magazines; but they're attention can no longer be captured solely by one medium such as television as almost 70% of them use the internet while they watch television. adidas Originals female consumers are also more active in writing for blogs that their male counterparts. 
When it comes to the time they spend online, only around 25% of adidas Originals female consumers spend less than 2 hours per day online. While 36% spend between 3-5 hours per day, another 30% percent spend between 5-15 hours per day online and a good 9% stated that they are always online. On average this makes adidas Originals female consumers, who are usually either young adults or teens met and some exceed the average online hours of most teenagers, which is at 31 hours per week or around 4.5 hours per day (Telegraph UK, 2009).
ADIDAS ORIGINALS OWNED DIGITAL PLATFORMS ANALYSIS 
To be able to come up with a proper recommendation on how adidas Originals can optimize its Owned digital platforms to ensure maximum engagement and conversion by its female consumers, a proper analysis criteria first need to be set up as a guiding framework of the analysis. The analysis results of every criteria will then be benchmarked with other brands and referenced to the brand’s desired positioning and its female consumers online behavior. In the introduction chapter, the main organizational question was stated. Before going into the in-depth platform analysis, the main organizational question need to be re-stated and be broken down intro specific key areas to develop a proper and clear analysis criteria for the platforms.

The brand would like to know if the content that adidas Originals put up on their Owned digital platforms reflects the brand’s new strategy for its female consumers and if it manages to ensure maximum engagement and conversion by the female consumers. Based on those main questions, several analysis criteria can be set up to help narrow down the analysis topic to be able to answer the organizational question in the next chapter. 

Owned Digital Platforms Analysis Criteria

Analyzing whether or not adidas Originals Owned digital platforms have properly represented the brand’s new strategy for its female consumers can be done by doing a content analysis. One of the main parts when analyzing engagement opportunities is also by doing a content analysis. As conversion is also one of the main key topics the brand would like to be answered, a commercial opportunity analysis will need to be done. Moreover, as we know that online engagement does not stop at the point when a consumer get exposed and interact with a piece of content, an engagement opportunity analysis also needs to be accompanied by an analysis of the structure and the information flow on a website or on any other online platforms to ensure that the social part of online engagement such as the act of sharing and by consumers to their peers can physically happen in the most organic kind of way. This analysis can be done by doing a thorough usability and Search Engine Optimization (SEO) analysis.
Based on adidas Originals digital strategy, its Key Performance Indicator for measuring online campaigns, and the main organizational question topics breakdown the following analysis criterias for adidas Originals Owned digital marketing platforms were set up: 
· Content 

A content analysis is an act of reviewing the current state of a website to identify required future revisions on both the content itself and how it is presented and structured on a website (University of British Columbia, 2005). During the content analysis, an overview of every single content types presented on adidas Originals digital platforms will be presented. These contents and how they are structured will then be compared to the content that adidas Originals female consumers expects to see on the brand's Owned digital platforms. This content will also be cross referenced to the brand’s new desired image for its female consumers. At the end it will be able to see whether or not adidas Originals have presented the right content in the most relevant structure for its female consumers online. 
· Commercial Opportunities 

The commercial opportunities analysis will highlights all buying opportunity or extra step of purchase that are presented on all of its Owned digital platforms. Moreover, the content that are currently presented on all adidas Originals Owned digital platforms will be analyzed to make sure that the contents are presented on the best way possible to attract consumers purchase intent. This commercial opportunities analysis result will then be compared to adidas Originals female consumers behavior to see whether or not it has been align with the consumers natural expectation.


· Usability & SEO 

Taking into account one of the Key Performance indicator of adidas Originals digital strategy is the traffic the brand can drive to its Owned platforms or to platforms where commercial opportunities exist, analysis of how adidas Originals female consumers search for content, how they arrive at adidas Originals Owned digital platforms and how they can find content within and share content from these platforms are key fundamental things that adidas Originals need to measure. These measurements also give an indication on how engage adidas Originals female consumers are online with the brand. These can be measured by doing usability and Search Engine Optimization (SEO) analysis on all four adidas Originals Owned digital platforms. A usability analysis will include an analysis on how the content is structurally presented, the search possibility within each platforms and the share functionality from the content. The Search Engine Optimization analysis will be done to evaluate the natural search result that these platforms presented on online search engine to see whether or not it matches the natural way of searching (Wikipedia, 2010). The goal is to come up with a plan to present adidas Originals content as the first search result or the first content that they encounter when they do their natural search before arriving to these platforms and when they're on the platforms. Also, the most natural way of sharing content should also be present.

On all above criteria points, a benchmark will always be made with not only adidas Originals direct competitors, but also other best-industry's practices from various industries. This will ensure adidas Originals to provide the best online experience not only among other sportswear brands but also to be the one of the leading brands to provide the best online experiences for consumers. 

adidas Originals Website (http://www.adidas.com/originals) 
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Figure 7: adidas Originals Homepage
adidas brand website was first introduced around 1996 as an online magazine. At that point, since adidas Originals as a separate brand within adidas hasn't been established yet, there was also no online presence yet for adidas Originals. It was in 2002, a year after adidas Originals was established as a separate brand within the larger adidas brand that a dedicated section especially created for adidas Originals was present online on the adidas.com website. Just as any other marketing websites back then, the website only served as an extension of the brands' offline marketing tools. 
The structure of the adidas Originals website in the mid-2000 and its capability was still quite basic. It had a landing page from where users can go into all the different collections that adidas Originals carried to experience a richer product presentation online to complement consumers’ experience with the products offline. The website was also not yet equipped with easy sharing tools for consumers. At that point, neither was the website’s framework nor the content pieces within the website powered by a Content Management System (CMS) which made the process of any content update, localization or adaptation for the markets time consuming and costly as it has to be done manually by the agency. 
Present time, the adidas Originals website is available in 39 different markets in 16 different languages. All development and localization process of the site is managed globally by the Global Digital Marketing department in cooperation with its global digital agencies. It was in January 2009 when adidas Originals did a big re-launch of its website. This re-launch did not only include a creative re-skin of the website to match the brand campaign, but it also included a major update to the website's structure and capabilities. 
The first major change made to the website was the way content was structured. adidas Originals believes that besides products, their consumer are also looking for more brand stories and entertainment on the website. Richer and flashy product experiences were no longer the main focus of the website. A product catalogue is still present, but smaller brand stories also became the other focus of the website. With this new structure, adidas Originals transformed its website's structure to function like a blog. Just like any other blog, smaller content pieces that can contain some text, images, links and videos, adidas Originals' website features all these various content pieces in the form of what internally is called a blog card. When comparing it to a normal blog, a blog card is essentially a blog post. This blog card can host content such as a product collection photo album, a retail launch announcement, an event recap or any other content that is relevant for the consumers.  
Because of the constant request from local markets for localized contents on their platforms, one season after the big re-launch, adidas Originals also linked its new website to a Content Management System. This tool gave power to the global and country managers to upload their own blog cards and put it online in an instance. This basically gives adidas Originals the ability to be more reactive to social happenings and faster in communications to the consumers.  
The latest fundamental yet groundbreaking advancement made to the website happened in early 2010 when adidas Originals decided to integrate Facebook Connect on the website like no other brand has done it. Facebook Connect is a tool from Facebook that let developers of other online platforms to pull Facebook users data in order to either provide more personalized experiences for users or bring Facebook's social nature to other platforms (Facebook, 2010). By logging into Facebook when viewing the adidas Originals website, consumers are able to comment and interact with all products within the product catalog section of the website. The best thing about this integration is the fact that any kind of interaction users did with the products will automatically be shared on the user’s Facebook wall thus triggering a typical Facebook social effect from a platform outside of Facebook (Freshnessmag, 2010). 

Content 

Consumers come to a brand’s official website for various different reasons. Based on some past analytics research and supported by a research done by the adidas Japan, it can be concluded that adidas Originals consumers come to the website with a clear purpose: To easily find products or store information. 
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Figure 8: adidas Originals Product Catalogue
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Figure 9: adidas Originals Lifestyle Section


On the homepage of the website, a clear menu that will either lead the users to the lifestyle content or the product catalogue is clearly presented (See Figure 7). This way user who comes only to see products or only to see lifestyle content can go directly to their preferred section; be it the product catalogue (See Figure 8) or the lifestyle content or stories (See Figure 9). Unfortunately, there is no clear link to the store finder from the homepage. This is definitely already a miss opportunity because store finder information is one of the most important information that users look for when coming to the adidas Originals website. 

When it comes to product presentation, filtering and content association within the product catalogue part of the website, adidas Originals can definitely learn a lot from more fashion-oriented online retailers such as ASOS, YOOX and NET-A-PORTER or from other brands that has an established online store such as American Apparel.  

Female consumers are more conscious about buying clothing item online because of the fact that they are not able to try the clothes on first. So at the end of the day, what really matters for female consumers before buying a piece of clothing is how the clothes will fit them. This is also why they are more inspired to buy when they have seen how the clothes will fit on a real person’s body. So any additional information that adidas Originals would like to add to its product catalogue need to be able to support this. Instead of just a detailed product shots like the way adidas Originals is currently presenting products on its catalogue, an on model product presentation, be it on mannequin, or on actual model, is key for female consumers. An on model product presentation can already help illustrate to female consumers how the items could potentially fit them. 

When it comes to filtering on the product catalogue, the adidas Originals website only provide three main filters: Gender (Men, Women, Kids), Product Type (Clothing, Shoes, Accessories) and Collection that includes all the adidas Originals sub-collections (see Figure 10). Product filtering options that successful online retailers provide are usually much more comprehensive than whatt adidas Originals is presenting. Other filters such as Color or a more detailed product type filter such as T-Shirt, Jacket, etc are much more common than collection name. As a matter of fact, not many consumers actually know the names of the sub-collections unless it’s a heavily communicated one such as Star Wars, so it seems quite unnecessary to have product collection as filters. 
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Figure 10: Product Filter

Another crucial point that adidas Originals is missing is a search box. A product search box will allow consumers to search for products using keywords that they prefer. But, for a search box to be able to work optimally, the contents that it will deliver needs to be tagged properly according to the users natural search terms. More on content tagging and users search behavior will be further investigated in the next section of this report.

On the lifestyle content or stories section of the website, adidas Originals has the flexibility it needs to provide various types of content for its female consumers. This is all due to the CMS-powered blog cards system that the website has put in place. Every blog cards can host much different content such as upcoming event information, event recap, additional product collection information, key account promotions, etc.
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Figure 11: adidas Originals Special Applications
	When a specific content requires more elaborate online experience, these blog cards also serve as the gateway to a richer online experience such as several ones that are currently on the website: Deathstar application, Augmented Reality Game, and Women’s Lookbook (see Figure 11). These special online experiences are practically additional micro site or application that lives within the framework of the main website of adidas Originals.

Content within these special applications can not be content managed by a CMS as they had to be built specially. Given the investment made by adidas Originals on these special contents, it is important for the brand to be able to highlight them within the website. Unfortunately, as the main entrance to these applications is also the blog cards, there is no way to differentiate a normal blog card to the ones that will drive consumers to a more special experience online.


Commercial Opportunities
The obvious commercial opportunity for a website is definitely the presence of eCommerce or an online shop. Based on the survey, around 75% of adidas Originals consumers, both male and female, do shop online for clothes so there is definitely a huge opportunity for the brand in this space. Unfortunately, at the current state, adidas in general only have eCommerce available in five different markets: United States, United Kingdom, the Netherlands, France and Germany. And even in those countries where eCommerce is presence, the marketing website (www.adidas.com) and the eCommerce website (shop.adidas.com) are two totally separate entities that have two separate destinations, managed by two different teams, and have different selection of featured products. 
There have of course been quite a lot of internal talks to plan the merge of these two platforms in to one, but in the meantime, the adidas Originals website always try to incorporate eCommerce where ever possible at least for the five countries that have eCommerce business available. The easy eCommerce integration that was put in place on the adidas Originals website is by adding a "Buy Now" link on the products on the catalogue section of the website. For products on the adidas Originals website's catalogue that are available to buy online on the eCommerce website, a "Buy Now" link will show up and when users click on it, it will take them to the same product's page on the adidas eCommerce website where users can then buy the products online. The drawback of this link is that it will take users outside of the main website where all the contents are present to another straight forward commercial environment where products and not content are in the center of focus.
Another key thing to consider making sure that commercial opportunities are increased on the platform is to make sure that products are presented in a way that is inspiring for consumers to actually purchase or at least creates demand for them. Currently, products on the main catalogue are presented online only by a detailed product shot (see Figure 12) even though, based on the survey, female consumers are more inspired to buy a piece of clothing or footwear when seeing the item being worn by a normal non model person showcasing their own style (see Figure 13). This is one of the survey findings that are specific to the female consumers as the male consumers of adidas Originals prefers to see a detailed product shot. 
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Figure 12: adidas Originals Product Catalogue
	When we look at adidas Originals competitors and how they present products online on their catalogue, we see quite some variety. Other direct sportswear competitors such as Nikeand Puma have the same product  presentation as adidas Originals. Reebok is slightly different as they display their apparel on 
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Figure 13: Product Presentation Preference


models while footwear still show up as a product shot only. Other adidas Originals competitors that are more categorized as fashion brands tend to approach product presentation differently than adidas Originals. Generally, other brands such as Diesel or G-Star present apparel online based on their overall look and not on individual product presentation. This way good cross merchandise between products can easily be achieved. From clicking through these looks, consumers can theb get to a more detailed product page. But the main portal to access products is still the overall look. When it comes to footwear, there seemed to be an agreement between most brands that it is best to present footwear on its own.

Usability & SEO
When it comes to Search Engine Optimization of its website, the larger adidas group is still fairly undeveloped in their approach (Barefoot, personal interview, 2010). And given the more variety of content that the individual brands such as adidas Originals is producing, the brand acknowledged that there is a need for a proper SEO strategy.

To arrive at the adidas Originals website, there are several possibilities that consumers can do. They can either type in directly the adidas Originals website URL on their browser or search for the website through search engine such as Google. The main URL that adidas Originals communicate to its consumer is http://www.adidas.com/originals where users will be redirected automatically to site in their own country version due to the IP detector on the website. To anticipate additional URL sources, adidas Originals also bought other obvious domains that consumers could potentially typed in such as http://www.adidasoriginals.com, and have it redirect to the correct adidas Originals website. A search on Google using the keyword: “adidas Originals” also resulted in the official adidas Originals website showing as the first result. This has proven that on the very basic level of Search Engine Optimization, adidas Originals has managed to cover itself on all points.
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Figure 14: ShareThis
	The next step that we need to look into when doing an SEO analysis is to look into the individual content from the website and how they are showing up on search engines. Despite having the website built in Flash, all adidas Originals content of its website has its own deep link and most of its pages have a ShareThis tool embedded on the page (See Figure 14).


ShareThis is a third party sharing tool that can easily be embeddable on any website (ShareThis, 2010). These two points enables users to easily share any content, be it lifestyle content or products information by either copying the URL from their browser or share automatically by email or to their preferred social networking websites by using the ShareThis tool. Having individual content pages that are deep link-able both on lifestyle or products section of the website presents huge opportunity for adidas Originals to be very prominent on search engine results. Unfortunately, the way the brand tag keywords behind its various content pieces does not reflects the way their female consumers search for specific adidas Originals products information. 
In the last 3 seasons, adidas Originals use many celebrities, athletes and other influencers on their main campaign advertisements. The benefit of this approach of advertising is that the brand is able to give extra personality to its products as well as tapping into the existing fans of these celebrities. Because of this celebrity-endorsing approach from the brand, there is another implication to the natural ways female consumers search for adidas Originals products online. 

During the survey, respondents were shown with several images of adidas Originals products, some on celebrities and another only the product detail shot. Respondents were asked to give keywords that they will use to search for products on the images and most female respondents mentioned the celebrity’s name, the term “adidas” and the type of products such as “shoes” or “jackets” to search for the products. This is a natural way of search that adidas Originals female consumers are doing because they do not know the exact name of the products. Unfortunately, a search in Google using these search term will bring users nowhere near official adidas Originals website and its content or any other adidas Originals Owned digital platforms. There is definitely a huge lost in search for the brand when it comes to product association with celebrities.

A proper content tagging that would lead to a better search engine result from the consumers natural way of searching is key to ensure adidas Originals third online buyer persona, the consumers who are introduced to the brand through the celebrities or athletes that the brand is endorsing will be able to get direct content straight from adidas Originals Owned digital platforms. According to Barefoot (2010), the main challenge on this field is the large amount of competition for these key phrases. As a brand we need to focus more on key words that are realistically obtainable by the brand such as “Snoop Dogg adidas jacket” or “Katy Perry adidas shoes” instead of aiming for every search for “Katy Perry” to ends up at our Owned digital platforms.

Fortunately, other brands are not doing so well either with tagging their official content with tags that will help increases the visibility of the content when consumers do their natural search through search engine. This is mainly due to the high manual work needed to optimize all content that a brand has (Barefoot, personal interview, 2010). Take for instance one of adidas Originals competitor, the Dutch based brand G-Star and its latest marketing campaign using American artist, Liv Taylor (WWD, 2010). Liv Taylor is the brand's new face and model for their 2010 campaign. Ideally, the brand should tag all the products that she is wearing on the advertisement properly for a good and natural search engine result. Surprisingly, a simple search using the keywords: "G-Star Liv Taylor" or "G-Star Liv Taylor jacket" will not take users to the official G-Star website or product catalogue. Instead, Liv Taylor's official website will be shown as the first result. This kind of content tagging does not only work for products that are associated with internationally well known celebrities or athletes. Take Nike for example, their approach with influencers is slightly different than adidas Originals' approach. Instead of tapping into well known and famous influencers, for the latest Nike Sportswear campaign, Nike works with local influencers from various cities globally. In Amsterdam, Nike worked with Dutch blogger and social media entrepreneur, Nalden. Throughout the whole campaign, he is seen with various Nike sneakers and clothing. Unfortunately, just like adidas Originals and G-Star, a search on Google using the search term: "Nalden Nike shoes" or "Nalden Nike Amsterdam" do not take users to Nike's official page where rich content of the brand from Nalden's perspective is present. This can be seen as a miss opportunity from many brands. And by realizing the importance of tagging products or content with keywords that consumers naturally search with, adidas Originals will increase the presence of the brand's content online for easier access for its consumers.
adidas Originals Facebook Fan Page (http://www.facebook.com/adidasoriginals) 
[image: image21.jpg]Home Profile  Account v

adidas Originals

wall  Info  YourArea  Sneaker Caddy Photos  » +

T Create an advert
What's on your mind?

Connect with more

tac: €1 ) (@ 50 i fends

adidas Originals and Fans (EFERL

) JustFans © Settings

N adidas Originals Hello fans! Looks like we're having a great sumny

weskend ahead of Us. So If youTe out and about in the ciy of

Rotterdarn, do not forget o check out our latest store in Rotterdam e Pl o

(Oute Binnerweg 40) that just offcally opened last nightt ot e oup Sl
invtation ook o strt

To celebrate the opening, we nvied Rotterdam based artst, Leyp to do comecting

agiant

. e ads

adidas Originals Rotterdam Store Opening Promo
. youtube.com

Post nsigh o ye avaiable,plesse check ek ter.
B 2 bours sgo 28 Conment - Unlke - share

1 You, Michael Gerrity and 18 others ke this,
&3 view all 6 comments

<Y Sindy ¥u omg im s0 gorna go there someday(;
57 finutes ago  Delete * Report

INSTORES NoW e

Edt Page
Promate vith an advert

ke a comment.

Add to my page’s Favourtes X X -
p—— - adidas Originals 4. travnja 2009, u ShoeBeDo duéanu u Gajevoj ulic
P———





Figure 15: adidas Originals Facebook Fan Page
Having more than 400 million active users, Facebook is the biggest social networking platform there is (Facebook, 2010). The platform first kicked of in the United States for college students but soon was picked up by other group of people and then it started to show a rapid growth in other markets outside of the United States as well (Yadav, Facebook – The Complete Biography, 2007). Given its wide reach and its relevancy among adidas Originals target consumer, the brand has decided to adopt Facebook as its main social network platform. 
Facebook provides two different types of Profile Pages. The first one is a private Profile Page that is used by individuals to connect with their friends, family and acquaintances within their own networks. The second type of page that Facebook offers is what is called the Facebook Fan Page. The Facebook Fan Page is a public Profile Page that enables Brands, Organizations, or public figure to share their business, products, opinions and connect with Facebook users who has affinity towards them (Facebook, 2010). Currently there are around 3 million active public Profile Pages on Facebook and according to Facebook, around 20 million users become fans of these pages every day (Facebook, 2010).

adidas Originals Facebook Fan Page was first started in early 2008 as part of an online initiative from the adidas Originals Digital Marketing team in the United States. The United States' Digital Marketing team was the initial admin and content administrator of this page due to the high number of United States based fans (adidas Originals, 2009). Throughout 2008, Facebook had a massive number of user growth worldwide (Smith, Facebook Growth, 2009) that made it a much more popular social networking website in other countries other than the United States. Ever since, adidas Originals started to acknowledge the importance and opportunities within Facebook for its global market and then decided to move the responsibility of managing and nurturing the community on Facebook to the Global Digital Marketing team. 
At present, up until April 2010, with around 2,7 million fans on Facebook, of which around  55% are male and 43% are female, adidas Originals is the number one most followed fashion label on Facebook followed closely by Nike and Puma (WWD, Most Followed Labels on Facebook, 2010). According to Facebook Insight, a free analytics and measuring tool provided by Facebook for all Fan Pages admin, the biggest age group of adidas Originals female fans are between 18-25 (44% of all female fans) followed by the age of 13-17 (37% of all female fans). If we compare this demographic to the adidas Originals overall consumer target group, this data matches the profile of the Lisa(s) and the female Jason(s) who are exactly within the same age group. 

From the survey, it was concluded that the first and main reason most adidas Originals consumers, be it male or female, are on Facebook is to connect with their friends. Secondly, the reason why they are on Facebook is to be able to get updates from their favorite bands, artists or organizations. On average, adidas Originals female consumers have around 285 friends on Facebook, which is not only slightly above the average of 274 Facebook friends that adidas Originals male consumers have, but also way above the average 130 Facebook friends a normal Facebook users have (Facebook, 2010). adidas Originals female consumers are also more active on Facebook compared to their male counterparts as most of adidas Originals female consumers update their own personal Facebook page between 1-5 times a day. On the other hand, most adidas Originals male consumers update their own personal Facebook page only once every few of days. 
People do different kinds of updates on their personal Facebook page that will then show up on their friends' news feed. Generally, people's update on Facebook can be categorized into three main types of update. The first one is personal update which usually is an update of personal photos, news of what the user is currently doing, where the user is heading, how they feel about something and many other examples. The second type of update will be more of an information or entertainment type of updates. Users will share a YouTube video, share a link to certain blog article or information about an upcoming event. The last type of update would be a more automatic update from games, quizzes or applications to either confirm their result, progress or participation. 
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Figure 16: Facebook Update Types
	On average, adidas Originals female consumers spend 56% of their updates for personal updates, 31% for info or entertainment updates, and only 13% of their updates are dedicated for more automatic games or online applications update. Among all the non-personal updates that they do, videos and event news tend to dominate their updates (see Figure 16).


Most adidas female consumers’ source of entertainment or information updates come from their own friends. This means that they are heavily influenced by what their friends are having an interest on. Although not as popular, brands official pages are also a pretty common source of information for these consumers’ updates. A good 40% of adidas Originals female consumers have at least re-posted once a piece of content that they get from the adidas Originals Fan Page update.

For adidas Originals, and any other brands that are active on social media platforms, it is important to know what type of updates their consumers are doing to see best what sort of content brands can put out there for consumers to naturally share.  
Content 

Facebook is a great platform for posting and spreading smaller pieces of content. Not only because the real time-ness of the platform, but also because the social sharing possibility that platform naturally provides. 

To keep the adidas Originals Fan Page active, it has been decided that there should always be some sort of activity or content update from the brand at least two or three posts per day. adidas Originals contents that are posted on Facebook were selected by the Global Digital Marketing team that acts as administrators of the page. Generally, timing for content publication is synced up with the PR releases. The only time that the content is posted at a later date is when PR has set an embargo on certain content pieces due to an existing exclusive contract that they have made with other media, usually traditional print media and TV. It is important for digital to always follow PR date embargo as a piece of content is always deemed to be less newsworthy by the traditional media once it is available digitally.   
Content posted on the adidas Originals Fan Page ranges from product stories, interview clips from YouTube of the brand’s endorsed celebrities, adidas Originals events, store activations, links to partner blogs, key account promotions, etc. The brand has also hosted several competitions on its Facebook Fan Page such as a Trefoil Spotting Contest to celebrate adidas Originals’ two million fan in 2009, as well as other competitions in collaboration with the local market or a media partner.
Originals assets source for the content posted on Facebook are generally the same as for the ones on the main website. In line with what female consumers look for online, adidas Originals main focus on Facebook is to promote its product stories. Product stories will always be done in time with the retail launch of the products so that consumers will be able to find the products in store if they are interested on it.

From monitoring of the adidas Originals Facebook Fan Page, we can see that the main reason consumers make a connection with a brand is to learn more about the products. The interaction that consumers do is always noticeably higher on a product related update than any other types of update. This can be determined by the number of comments and ‘likes’ a certain post received. Various third party social media management tools have also made it easier for the brand to monitor the success of its individual posts.
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Figure 17: adidas Originals “Your Area”

Just like on any other Owned digital platforms, adidas Originals also tries to push digital innovations through its official Facebook Fan Page. Being a global brand with presence in various markets all around the world, adidas Originals had the need to be able to provide more locally relevant contents for its markets than posting only global contents in English (adidas Originals, 2009). To fulfill this need of such localization possibility, adidas Originals launched the industry breaking "Your Area" tab (see Figure 17) on its Facebook Fan Page (Lynch, adidas “Your Area” on Facebook, 2009). "Your Area" is an extra tab on Facebook that can be controlled by all Global or Country Managers through a Content Management System. Besides featuring various kinds of mini content or stories such as promotions, events and links, "Your Area" also host photo albums, videos, and a set of products hook up that links straight to eCommerce whenever available in that particular market. A user location detector is also set up on the back-end of the page so that it can automatically serves content from where the user is from. This development, even though it might look simple, it was actually an industry-breaking development on how brands can present local contents on their global Facebook Fan Page. 
Commercial Opportunities 

It has always been a debate whether Facebook is supposed to be a commercial platform or not. Facebook started as a social media platform. Brands then started on Facebook to extend their brand experiences on Facebook in a smarter and a more engaging way for the consumers. At the moment, Facebook is also growing into a strong Bought media or advertising platform for brands too. And now, the next logical step for brands is to look into the commercial possibility and eCommerce integration possibility on this platform. 
Apple was one of the first brand to bring their full on shopping experience to Facebook by bringing its App Store directly to Facebook (Warren, iTunes App Store Comes to Facebook, 2010). Created as a separate tab, the experience on this App Store on Facebook is similar as to the real App Store on iTunes. Moreover, the presence on Facebook gives it the additional benefit of the sharing functionality that is already present on Facebook. Users can easily share individual application on Facebook and when shared, it will link out straight to the main App Store where users can directly purchase the application. 
Currently, a direct commercial opportunity that is present on adidas Originals Facebook Fan Page is through the product hook up on its Your Area tab. There, the products link straight to the eCommerce platforms of the brand where consumers can purchase the products straight away. Unfortunately, as eCommerce are not set up in all markets, this opportunity is quite limited.  In order to add more commercial opportunities, whenever the brand posted a product story related to products, it always accompany the product shots with on-model imagery and links to store finder and the eCommerce website.
SEO & Usability 

On a basic level, the adidas Originals Facebook Fan Page fulfills the basic SEO requirement. The first thing to check on Facebook about a brand's URL strategy is whether or not they have set up a vanity URL for their page. A vanity URL is generally a more simplified URL that is created to point to something that could already been identify from the URL name (Wikipedia, 2010). When Facebook announced that it was about to introduce vanity URL to its users, they let brands who have prominent Public Profile Page  booked their URL before the feature was available for all of Facebook's personal users. Without thinking twice, adidas Originals got the vanity URL of their Facebook Fan Page as http://www.adidas.com/adidasoriginals. Most brands are pretty much aware of the existence of the vanity URL on Facebook as most logical vanity URL for brands have been claimed by the respective brands. The only thing that adidas Originals, and the bigger adidas brand might be missing out is for not to put content on the http://www.facebook.com/adidas URL. Currently adidas brand has claimed that URL but has not put any content there. PUMA on the other hand has done a better job by creating a hub under http://www.facebook.com/puma where users can then go to PUMA Running, PUMA Football, etc. The benefit of this is to potentially drive more consumers to adidas Originals from people who only look for adidas in general.
In contrary to the website’s visitors, based on the survey, most female respondents stated that they receive enough product information and do know where to get adidas Originals products if they want to get some. Therefore, even though there is no easy search bar function on Facebook for users to be able to easily find product information on a certain brand’s Fan Page, it is deemed not to be the highest priority because every single product related posts on Facebook will be accompanied by link to the store finder and links to the online stores that carry those products.

Facebook as a platform has a strong social nature. It is very easy to share almost any type of online content on Facebook, no matter whether the content comes from outside or within Facebook. When it comes to the sharing functionality for contents on Facebook, there is no doubt that Facebook has covered it all. Every single content piece within Facebook, be it a photo album, event, video and a simple post are all easily shareable. The only thing a brand needs to make sure when sharing an external piece of content that does not live within Facebook is the way that link will show up on Facebook. Some external websites are not build with Facebook sharing in mind, therefore, when users decided to share the link, no correct thumbnail or link will show up. Based on observation, shared content pieces on Facebook that has no clear thumbnail or link does not get many responses from consumers.
An average Facebook user has 130 friends, but based on the questionnaire, adidas Originals female consumers have on average 286 friends.  As a good percentage of these girls have actually shared a piece of content from adidas Originals and can be highly influenced on their friend’s posts, this would mean that if adidas Originals can keep their female consumers to be active sharing consumers, there are more potential for the brands' stories and content to spread faster and wider than normal. 
adidas Originals YouTube Channel (http://www.youtube.com/adidasoriginals) 
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Figure 18: adidas Originals YouTube Channel

adidas Originals official YouTube channel was fully established in 2009, together with the launch of the brand’s House Party campaign. YouTube was then chosen to be the video hosting platforms for all adidas Originals branded video content for both global and local videos. 

adidas Originals YouTube channel can be considered to be quite basic and simple. The brand did the basic re-skin of the channel to fit into the brand’s current global campaign creative style and has an additional banner that will link users to the website to view a certain product collection from the YouTube channel homepage. Other than that, the brand hasn’t done much to customize its YouTube channel. Compared to the level of innovation that the brand is pushing on Facebook, on its website and on its mobile application, the adidas Originals YouTube channel seems to be far from innovative.
Currently, the brand has around four thousands channel subscribers. Considerably far less than the numbers of people who follow the brand on Facebook or on Twitter. By subscribing to a YouTube channel, the users will get automatic update whenever a new video is uploaded to that particular channel.

Given the fact that videos are the most popular content that adidas Originals female consumers share online, the brand needs to see video content as an important medium to share content be it about the brand or the products. 
Content

adidas Originals put quite a variety of video content on its YouTube channel. Starting from the different length version of its main TV advertisement, several product collection specific videos, to behind the scenes and interview with adidas Originals influencers, all are available on the brand’s channel.  
Other direct competitor brands such as Puma and Nike tend to have the same type of contents as well on their YouTube channels. Puma also went one step further with its YouTube channel by building a custom application for the homepage of its YouTube channel. From that custom application, users can go through different categories of videos such as commercial, football, running, etc. This way, users have direct access to the type of videos they want to see. 
Eventhough YouTube has various tools to customize a video to make it more interactive, most video content from adidas Originals are still presented in a normal non interactive way on YouTube. In 2010, adidas Basketball managed to create a buzz by working with YouTube to create a custom video player that allows user to interact and personalize how the video will go (Martina, Interactive Basketball on YouTube, 2010). Given the global partnership that adidas Originals is doing with YouTube, the brand needs to push for more innovative partnership like this to make its video content more valuable for the female consumers.
By analyzing users comments on adidas Originals videos on YouTube, it can be concluded that there are three types of most common comments that users do the most. First of all, most comments will relate to the celebrities that adidas Originals is featuring on its videos. Secondly, users will ask about the music used. And lastly, a lot of female users will ask about products worn by a specific model or celebrity on then videos.

YouTube is one of the best platforms to get user generated content, as most of the video content posted on YouTube are created by normal users. There is definitely a strong opportunity for the brand in this field if the brand wishes to create such activation. 
Commercial Opportunities

At the moment, direct commercial opportunity within YouTube videos are only available for music items available on iTunes or products available on Amazon (Gannes, YouTube eCommerce Links, 2008). Given the many comments from users asking about the music that adidas Originals usually use on its many videos, it is an opportunity for the brand to help promote its partners in music this way. Even though this does not directly help the brand’s product sale, but it does give the brand more bargaining power when dealing with music artists. 

On top of that, the annotation tool for YouTube videos also provides the brand the ability to link any video to other pages or videos within YouTube. At the moment, the brand does not use this tool for any video linking which could be seen as a miss opportunity as there are many possible creative things that can be done with YouTube free and basic tools.

SEO & Usability

One of the most simple but important thing about SEO that adidas Originals managed to achieve is to secure the vanity URL of their YouTube channel. Previously, the brand uses http://www.youtube.com/adidasoriginals2009 as their main URL due to the fact that the http://www.youtube.com/adidasoriginals URL was owned by someone else. By working with YouTube, adidas Originals managed to contact the previous owner of that URL for a transition to adidas Originals.

Since YouTube is owned by Google, it is natural that YouTube video contents ranks almost first on any video content search performed on Google. This is a natural benefit that every brand that posted content on YouTube can tap into. On every video that is uploaded, YouTube already provides a keyword field that any video creator can use to populate keywords with. Besides on video popularity, the keywords used within this field will then help rank the video higher on a search result. adidas Originals has been pretty good with utilizing keywords to help its branded video content easily searchable by consumers. Besides using the generic keywords such as “adidas Originals” and “TV commercial”, adidas Originals also tag video content with the names of celebrities and athletes that are featured in the videos. And by tagging video content with appropriate keywords, the brand can ensure maximum appearance on consumer’s natural search both on search engines and within YouTube.
Mobile application 
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Figure 19: adidas Originals iPhone Application
Mobile phone has increasingly become a vital part of adidas Originals female consumers. Based on the survey, as much as 80% of the female respondents stated that they can not live without their mobile phone. In Japan, a vital market for adidas Originals and also the market that the brand often looks into for technological development, the rise trend on online browsing mobile is unavoidable. The consumption of online content no longer happens only in front of the computer. Consumers want to receive content at the right time and the right place. This trend presents a huge opportunity for adidas Originals to be present on a platform that the consumers will always have on their hand on a daily basis: their mobile phones.

When it comes to mobile application in general, adidas Originals’ general strategy when approaching this area is to create a branded utility, an application that could become a tool and enhance their consumers’ life instead of just an entertainment-based application. Therefore, in 2010, adidas Originals is launching its first global iPhone application that is based on a recent technology called photo recognition technology (See Figure 16). Using this application, users can basically take a photo of any adidas Originals shoes that they see on the street, upload it to the application, and when the application has processed the image, it will then return product information to the user, depending on the percentage of match that particular shoes have with the shoes available in the applications’ database.

Content

Upon launch, besides being a ‘shoe finder’ application, the adidas Originals iPhone application will also serve as a robust footwear product catalogue for both their male and female consumers. The product database that the application is using is the same product database that is used to support the adidas Originals website’s product catalogue and the product hook up on the adidas Originals Your Area tab on Facebook. Because of its dynamic integration with the Product Information Database, the products in this application will automatically be updated every season whenever new products are added to the database.

	In addition to the footwear product catalogue (see Figure 20), the application will also link products to certain content such as relevant photos and videos. As this application has yet to be launched, it can not yet be measured the effectiveness of the content to products relations. 
Other brands who have their own iPhone application took different approaches than adidas Originals. Uniqlo for instance, created two branded utilities iPhone application that has a non-fashion related main function. One of Uniqlo’s iPhone application functions as a clock and timer that will show various different video content of dancers doing a beautiful choreography using Uniqlo’s clothing.
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Figure 20: 

Mobile Product Catalogue


Other fashion brands would take the normal and most common approach to mobile applications, which is to transform their normal print or online look books into a mobile version just so that the consumers can take it with them wherever they go. This is of course an easy approach that can easily be done by many brands, and in some ways to be expected already by consumers given the rise of internet use by consumers through their mobile phones. 
Commercial Opportunities

A direct purchase or transaction on mobile phone is no longer an odd idea. From banking, to food order services and music downloads, all these purchases can be done through consumers’ mobile phones. When adidas Originals developed this iPhone application, the immediate commercial opportunities within the mobile space that adidas Originals thought about was to provide ability for consumers to purchase their adidas Originals footwear or clothing straight from their mobile phones. Unfortunately, the back-end system of all adidas retail operations can not yet support this. 
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Figure 21: Store Locator & Stock Availability Check
	Even though there were internal limitations that made actual purchase on the phone not yet feasible for the brand, adidas Originals try to make this application as helpful as possible when it comes to aiding consumers to find their desired products. A store locator that includes both adidas Originals flagship stores and external retailer stores is present within the 


application. Moreover, even though limited to adidas Originals flagship stores only, users can also have access to the stock availability of a particular shoes that they’re looking for.

Other direct competitor brands do have their own mobile applications that relate to products as well. Nike with its NikeID application enables user to create, design and purchase their own personalized Nike products on the go through their mobile phones. A similar iPhone application called Your Reebok was also created by Reebok to give consumers the ability to customize their own Reebok shoes and purchase them straight from their mobile phone. Unfortunately these two brands’ example do not provide a full-on mobile purchase experience as the final purchase will still need to be done online through a computer as they will either send the users additional email for purchase or will ask users to come to the retail stores to finalize their purchase. At the moment, unlike buying music or applications from iTunes or Apple’s App Store, no fashion label has yet a one click to buy experience on mobile phones.

SEO & Usability

Since the application is yet to be launched sometime in 2010 by adidas Originals, an exact usability review of the application can not yet be made. When it comes to product search within the application, since it is feeding into the same product database, it generally has the same information that the website has. In addition to gender, collection and shoe silhouette filters within the catalogue, the brand also added extra filters such as color to make consumer product search easier.
This application is built to be social. Any interaction that users do on the application can be shared via Twitter or Facebook. This will allow the content from this application, adidas Originals footwear products, to be shared more on the online space.
CHAPTER SUMMARY

In this situation analysis chapter, an overview of adidas Originals new women strategy and the online behavior of the brand’s female consumers have been laid down. The findings from these two topics were then used as a reference point when analyzing all four adidas Originals Owned digital platforms. 
SWOT Analysis
To come up with strategic recommendations on how adidas Originals can further engage its female consumers online with a proper content strategy, a SWOT analysis will first need to be performed to find the way within the stream of information that has been obtained through the research (Vos, Otte, & Linders, 2003, p.35). Based on the analysis of adidas Originals Owned digital platforms and the way its female consumers behave on them, the following SWOT points can be concluded:
Strength 

· adidas Originals are not only present but also active on all of the most important platforms with a uniformed creative presentation that makes it easily identified by its consumers.  

· adidas Originals has many resources of content, both internally and externally. It has enough products and celebrities that the brand endorsed to be able to create content around it

· All adidas Originals Owned digital platforms are supported by strong content management technologies that make real time update possible by both global and regional managers. 


Weaknesses 

· More content and more platforms to manage means there is a need for more man power. At the moment, the adidas Originals digital marketing team is pretty short staffed.

· adidas Originals has included two external platforms, namely Facebook and YouTube, as part of its Owned platforms due to its global relevance to the brand and its consumers. Unfortunately in some key markets, one or more of these platforms are not available, either due to political reasons or due to dominance of a similar local version of the platforms. Examples would be Facebook that is banned in China and YouTube that is banned in Turkey.

· Currently, most contents are still platform-centric. E.g. the website is still the destination for all product information in one, YouTube is the destination for all video content, and Facebook provides the best and most natural sharing functionality.

Opportunities 
· adidas Originals female consumers are natural social creatures online. They are influenced by brands and their friends and they do like to share; both personal or branded contents. By providing the perfect content, on the perfect platforms and with the perfect structure, adidas Originals can make sure that its content will be naturally distributed by its female consumers to their peers that will naturally spread the brand’s presence online. 

· Due to the brand’s commitment to innovation on external platforms such as Facebook and YouTube, adidas Originals managed to keep a strong partnership with these two platforms. This partnership is very important for the brand when doing innovation and new things on these platforms to ensure a full support, in resources and in technological advancement can be gained from the partnership.
Threats

· Male footwear is still the main key business driver for the brand. Too much focus on making sure the brand’s new female strategy is well received by the female consumers can potentially distract the brand from focusing on its main core business.
  

  

  

  

  

  

CHAPTER III: RESEARCH SUMMARY & RECOMMENDATIONS
To have a proper summary of the research, we need to look back to the organizational questions that the brand has in the research background. The first main question is whether or not the brand’s new strategy for female consumers has been properly presented on its Owned digital platforms. Furthermore, the brand would like to know whether its Owned digital platforms have been fully optimized to ensure maximum engagement and conversion by its female consumers.

When it comes to properly re-positioning the brand through various online content for the female consumers, the brand has definitely start doing it by creating several female specific online applications that mostly sit within the website, or presenting a photo album on Facebook with all female products together regardless of their collection. The latest 2010 women’s look book is a powerful and interesting female only content that unfortunately wasn’t able to stand out due to the structure of the platform it is hosted at. This problem does not happen only on one platform, but on most Owned digital platforms. Female specific contents that are created to fully support the brands new positioning are there but the structure of the platforms do not allow for an easy access and easy highlight of these content when female consumers are looking for them. The fact that on Facebook all female consumers will also be exposed to contents that are generic or more male specific does not allow for female consumers to fully understand the brand’s new positioning towards women.
adidas Originals are already present and active on all most important digital platforms where the brand’s consumers are already naturally present. All of adidas Originals Owned digital platforms have also been equipped with proper sharing tools to ensure the social part of online engagement to happen. The main problem that the brand still has is the fact that at times content aren’t presented in the best for of structure, or in the ways that are expected by the female consumers.
The real commercial opportunity for the brand is definitely greatly hindered by the fact that the eCommerce business is not present on all adidas Originals markets. Therefore the brand had to try other ways to ensure that all adidas Originals Owned digital platforms provide enough and relevant information for its female consumers to move forward on their purchase flow. And when no eCommerce business present, this will mean whatever information that adidas Originals is presenting needs to direct consumers more to the brick-and-mortar stores. Unfortunately, much basic information such as a clear store list and product stock availability is not available on most adidas Originals Owned digital platforms. This is easy information that adidas Originals actually already have the technology to support and implement but they are simple not yet there to ease consumers buying process. Providing variety of content for the consumers is important, but the brand needs to realize that ultimately their consumers are shoppers and it is a missed opportunity if the brand does not integrate more shopping related information on its Owned digital platforms.
Strategic Recommendations

Compared to other lifestyle-oriented brands, adidas Originals is definitely one of the brands that got it right on most of their Owned digital platforms. The brand might not be leading on every single platform, but it has managed to be present and actively pushing content on the most important consumer facing digital platforms. Technically, adidas Originals platforms are advance enough to support the brand’s need.
When it comes to the content that adidas Originals put on its Owned digital platforms and how they are structured to ensure its new brand positioning for its female consumers are reflected well, there is definitely still a big room for improvement. Based on the conclusion, the following strategic recommendations for the brand to maintain and improve its presence online for its female consumers have been made:
· adidas Originals needs to think like a fashion brand

adidas started as a sporting good company, but adidas Originals is set up as a lifestyle or fashion brand that is inspired by sports. The strong connection to sports is indeed one of adidas Originals key differentiator when compared to other brands. But, to be able to fully educate and influence their female consumers, adidas Originals need to think more like a fashion brand. This involves changing its approach to product presentations, adding more fashion and fit specific products information and creating an even highlight between its male and female oriented contents. 
· Consumers and contents are no longer platform-centric

The fact that adidas Originals have included two external platforms such as Facebook and YouTube to be part of its Owned Digital platforms shows that Owned Digital Platforms for brands are ever changing. This concludes that contents should not be created specifically for a specific platform only. As consumers behave differently on each platform, an integrated approach is crucial. It is no longer the question of to which platform brands need to drive consumers to. It is about making sure that wherever consumers ended up, or prefer to go to, they will be exposed to the same level of content as elsewhere. 
· Website = eCommerce

Compared to previous years, when brand’s website were made to be the destination for a consumers to get an extension of the brand’s products offline,  current consumer facing websites are expected by consumers to be an eCommerce platform where consumers can browse through, get the most detailed product and shop information, and actually buy products online. 
· The importance of sharing

Sharing has become a natural part of adidas Originals’ female consumers’ lifestyle. Be it pre-, during, or post purchase, sharing happens everywhere. By ensuring that all content put online has an easy share function for the female consumers, the brand can ensure its content to go further. Therefore the brand always needs to monitor the newest sharing tools and trends that are out there to make sure that the brand is implementing the most relevant sharing tools and strategy.
· Entertainment & Influencer Marketing (EIM) portfolio to be used differently

Endorsing celebrities, athletes or other influencer helps adidas Originals associate a part of pop culture the brand. It also helps the brand to produce and have various additional contents from different aspects of culture that these influencers are representing. But when it comes to the actual task of inspiring consumers to purchase a certain product, using these influencer to push products are not the most effective way. This of course gives the opportunity for the brand to use their EIM portfolio in a more creative and way.
In order for the brand to really create more compelling, better structured and informative content for its female consumers regarding the brand’s new strategy for its female consumers, several creative implementation examples based on the strategic recommendation made will be given on the next part of this chapter. 

Creative Execution Examples
In order to have a better understanding of the strategic recommendations mentioned above, this report will also provide some creative execution examples to illustrate how these recommendations can be brought to live. 

The four creative execution examples presented here are examples of how adidas Originals can practically implement several tools, extra content, applications or online activations to support the strategic recommendations made above. These creative executions below can either work simultaneously or on stages to ensure proper implementation.

· Gender-driven dynamic content personalization
Using Facebook’s latest Open Graph API, adidas Originals website should serve content dynamically based on users gender that can be detected if they enter the website while signing in to Facebook. This kind of implementation will not only be a new technological breakthrough for the brand, but it will also make sure that important gender-specific content can be highlighted. Imagine coming to the adidas Originals website and since users already log in through Facebook, the website will serve all female related products and content dynamically to female consumer. This will allow dynamic personalization of content without the users having to do anything.
The way this can be done on the adidas Originals Facebook Fan Page is by working with Facebook to ensure that Public Pages can publish gender-targeted content. This will only include an upgrade to Facebook’s current publisher that already allows Public Pages to do geo-targeted publication of content.
· Product catalogue and content association re-design
The way the products are currently presented on the website is proven to be not the  most optimal way of product presentation to inspire female consumers to purchase adidas Originals products. There are several ways that can be added to ensure more relevant information is present on the online catalogue. Some of the options would be to provide look inspiration of the products. The main product image could still be the detailed product shot, but it should be accompanied by extra content that could illustrate to the female customers how to wear the product or how the product will fit. An integration with tools like Looklet -a digital styling studio that uses real model and real clothing (see Figure 22), PR clippings, or other customers way of using the products. The most important thing with giving inspiration is the direct link between inspirational images or tools with the actual products information.
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Figure 22: Looklet Studio
Another important content that needs to be associated with products are the proper tagging that will relate a certain product with the celebrity or athletes that are associated with them. The easiest way to do this would be to add another sentence on the product description with a sentence such as “This dress is also worn by Ciara on the adidas Originals commercial”. A simple added sentence like that could actually help to optimize the particular product on search engine results.  Last but not least, adidas Originals need to bring the technology it has develop for its mobile application to its main product catalogue. The most important one is the ability to check the stock availability of a certain product on adidas Originals flagship stores. If this experience can be brought to countries without eCommerce business, it can be ensured that consumers get all the information they need if they wish to purchase the products offline through the brick-and-mortar store.

· Product-related user generated content activations 
How other girls are wearing a certain product is the highest inspiration for purchase for adidas Originals female consumers. Currently, there are plenty of fashion forums or blogs that showcase how people dress up. Some are run by a photographer who travels around and snap people’s style and the other are relying on user generated content of the blog’s readers or followers. Readers will upload pictures of them and tell what brands they’re wearing. There are already plenty of people uploading pictures of them wearing adidas products. Now what the brand needs to do is utilize this phenomenon and create a hub that will compile all these personal styles or looks that feature adidas Originals products. It can be done either by tapping into existing blogs or create some activation that will invite female consumers to submit their own adidas Originals look. What the brand needs to do is then to really identify the product worn in the style and link it either to eCommerce when available or provide detailed product information. The result of this activation can also be linked to the second creative execution example of linking inspiring content directly to products.
The examples above are mentioned for examples purposes only. There are still many exciting ways to bring the strategic recommendations to live for adidas Originals. The brand simply need to keep monitoring the online world and always strive to push innovation within its digital marketing tools.
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INTERVIEW TRANSCRIPT 

Interview with Andy Barefoot 

adidas Senior Technical & Production Manager

Thursday, 8 April 2010

Could you briefly tell me what SEO (Search Engine Optimization) is and how important it is for adidas?

SEO is the optimization of our websites in order that they are best placed in the natural search results for key words that interest our consumer. 

Is there a specific SEO strategy that adidas as a brand has implemented?

I look at SEO as being split into 2 categories. Firstly there are enhancements that can be made that improve both the SEO and the user experience. Secondly, there are SEO tactics that may not increase user experience or even impact it negatively but will increase search engine exposure.

We are fairly undeveloped in our approach to SEO and so we are concentrating primarily on increasing SEO and user experience. Techniques would include ensuring our Flash sites are also visible in a HTML browser, the site is still navigable without JavaScript, all images are given relevant, descriptive tags, page elements are correctly designated as "headers", "lists", etc in the HTML.

When it comes to content types: products vs lifetsyle content (blog posts, article, videos), which type of content would be easier to be search engine optimized? And as a brand, what is our preferred focus?

I think the focus of the content doesn't affect how easy it is to implement a sensible SEO strategy, rather the type of content and the source of the content. For example, all our product data is drawn from a database and so it is easy to re-use relevant keywords from the database in the tags describing the products. The product name can be re-used as the title of the image for example. Similarly the translated data can be taken from the database and used to populate keywords and other SEO important text. With the type of content it is much easier to make brand heavy text (such as a blog post) visible to Search Engines than a video.

What are the main internal & external challenges adidas has in this field?

Internally the main problem is the large amount of content we produce and so a manual approach to optimizing it all would be impractical. Instead we need to look for smart ways of presenting this content in the most SEO friendly way. Externally we need to ensure our agencies are complying with SEO best practices.

On Google, YouTube videos seem to be prominently showing up on search results for search terms using the word "video". Does it makes sense then to integrate existing external platforms that can host certain type of content and already has a proper strategy behind its platform for our own branded contents?

I think it can obviously help. The downside is that the user is taken to the external site rather than the adidas site. If we are purely trying to get the user to see the content then this may not matter, if we are trying to drive conversion on the adidas site then this is not as useful. However, it may be that a search engine provides a high enough number to a video on YouTube when compared to the same video embedded in the adidas site that even taking into account the small percentage who will click through to adidas to see the other content that our website provides. And of course there is no reason not to have the video in both locations.

adidas Originals as a brand endorsed and sponsors so many artists, athletes or other celebrities. We see that consumers are relating our products to these celebrities. Based on the questionnaire I’ve done, consumers are using the names of these celebrities as keywords to look for our content / products. What would then be the main challenges if we were to 'tag' our products with these personalities?

The main challenge is the large amount of competition for these key phrases. We are unlikely to ever be the most optimised site for "Katy Perry" for example. What we need to concentrate on is optimizing our sites for specific combinations of words: "katy perry shoes", "katy perry adidas", "katy perry superstars" etc. here we have a much better chance of ranking highly but we still need to find a way of incorporating these key words into our content. It would be too manually intensive to specially create keywords for all our products so it is important we write out normal descriptive text that will be displayed on the site with SEO in mind. We can then reuse this text for SEO purposes. We also need to ensure that the content we have featuring these celebs is accessible to the search engine spiders. The easiest and cost effective way would definitely be do add an extra description on the products about these celebrities. For example, on a pair of shoes that Katy Perry wore on the advertisement, we should add an extra statement that says: “As seen on Katy Perry on the adidas Originals latest commercial” or something like that.

What are the capabilities and limitations of our current platforms (PID, MCD) to increase our content’s search ability?

The PID and MCD should enable us to improve search ability as the content is separated from the presentation. This means that the same data from the MCD can easily be used in both the main adidas Flash site, the HTML version of the site for phones, embedded widgets for blogs, and any other platform we can think of. This means the content is easier to distribute on a variety of platforms that search engines can catalogue. 
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