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ABSTRACT :

This research investigates how Adidas leverages omnichannel marketing strategies to create a seamless customer experience across physical and digital
platforms. The study explores Adidas’ integration of in-store, e-commerce, mobile apps, and social media touchpoints to boost customer engagement, loyalty, and
sales. Through a combination of primary survey data, expert insights, and secondary research, the findings highlight Adidas’ strategic use of personalization, real-
time inventory, and brand consistency. The paper also identifies implementation challenges and offers actionable recommendations for enhancing omnichannel
effectiveness in retail.
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1. Introduction

In today's hyperconnected world, consumer expectations have shifted toward seamless, personalized shopping experiences. To stay competitive, Adidas
employs an omnichannel strategy that integrates its physical stores, e-commerce platforms, mobile apps, and social media into one unified retail
ecosystem. This study explores how Adidas uses this strategy to engage consumers and streamline their shopping journey.

2. Literature Review

Research on omnichannel retailing emphasizes the need for integrated channel management (Verhoef et al., 2015). Unlike multichannel strategies,
omnichannel marketing creates a fluid customer experience. Studies by Deloitte (2021) and Kotler (2021) highlight its role in enhancing brand loyalty
and sales. Personalized marketing, data analytics, and synchronized customer touchpoints are seen as key to success (Juaneda et al., 2016; Kim &
Lennon, 2018).

3. Research Objectives

1. To provide a seamless customer experience across all channels
2. To enhance engagement via personalized interactions

3. To integrate physical and digital platforms efficiently

4. To boost sales and conversions

5. To leverage customer data for personalized campaigns

6. To ensure brand consistency across touchpoints

7. To improve inventory and supply chain management

4. Major Challenges Identified

- Data integration across platforms

- Maintaining consistent customer experience
- Real-time inventory management

- High tech infrastructure costs

- Data privacy regulations (e.g., GDPR)

- Personalization at scale


http://www.ijrpr.com/

International Journal of Research Publication and Reviews, Vol (6), Issue (5), May (2025), Page —13313-13315

13314

- Performance attribution complexity

5. Scope of the Study

The scope includes Adidas' omnichannel operations, data-driven personalization, cross-platform messaging, technology infrastructure, customer
journey mapping, and inventory logistics. The study also evaluates the effectiveness of strategies like click-and-collect, mobile-first interactions, and

loyalty integration.

6. Research Methodology

This study applies a qualitative research approach including:
- In-depth interviews with store managers, customers, and marketing experts
- Observational research in physical and digital retail environments
- Hypothesis testing:
- Hi: Branding consistency improves brand perception
- Hz: Personalized marketing increases customer loyalty

7. Data Analysis & Interpretation

- Multi-Channel Use: 4.5/5 satisfaction rating for customers using all channels

- Sales Contribution: Physical stores generate 35%, website 30%, apps 15%

- Brand Messaging: 86.7% report consistent messaging

- Personalization Impact: 84.6% of recipients of personalized offers made repeat purchases

- Stock Experience: 28.3% reported stock issues—pointing to improvement needs in inventory syncing
- Performance (2024): Operating profit €1.34B; Revenue €23.68B; 12% increase in marketing spend

8. Limitations

- Complex ROI tracking

- High implementation costs

- Data privacy management

- Resistance to digital adoption

- Inventory and logistics alignment

- Channel conflicts with third-party retailers

9. Key Findings

- Personalization drives repeat sales

- Consistent omnichannel branding increases trust

- Omnichannel users show higher satisfaction than single-channel ones
- Inventory syncing is a recurring challenge

- Digital presence heavily influences offline purchases (ROPO effect)

10. Conclusion

Adidas sets a benchmark in omnichannel retail by combining technology with human-centric strategy. Data-driven decisions, consistent brand
experiences, and innovative engagement tools ensure high customer satisfaction and loyalty. The study suggests that omnichannel is not just a trend but

a necessity for modern retail success.

11. Recommendations

- Implement a unified customer data platform (CDP)

- Integrate real-time inventory visibility across all platforms

- Enhance mobile apps with in-store navigation & smart fitting rooms
- Expand influencer-led social commerce

- Use Al for hyper-personalized product recommendations

- Optimize customer support with live chat and omnichannel CRM

- Enhance “Click & Collect” services and AR-based virtual try-ons
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