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[bookmark: _Toc40718445]1.0.0 Background and History
Reebok Bike business is an international company that has remained to be a powerhouse in this competitive market since the 1980s. Under the leadership of Paul Fireman in the early 1990s, the Company was well-doing. It ended up being the leading producer of the athletic footwear products due to the high quality of goods that satisfied the customer needs. Specifically, with the introduction of the Princes Aerobic shoes, Rebook Company emerged among the best worldwide companies. Subsequently, the Company thought of introducing new products in the market to expand more and retain existing clients.
Moreover, the Company management opted for new marketing strategies to reach more customers. Rebook launched the Plymouth-Rebook cycling sponsorship program. Unfortunately, this program didn't succeed as expected, and as a result, the Company started experiencing shortfalls such as declined delivery and product development. The Company took a couple of months before positioning itself again in the stiff competing market after suffering a severe downturn. In 2003, the Company seemed to perform well, and it gained significant brand success. Still, the Company started in deeply finding alternative marketing schemes for its products. This round, Reebok began to undertaking licensed businesses to take advantage of non-footwear, apparel, and external market gap opportunities all over the world (Dong & Cong).
[bookmark: _Toc40718446]At this time, the Company was globally serving more than 120 nations, and it had to decide better geographical markets before initiating its objective of opening new branches worldwide (Noke et al., 2017). The Company had to consider various selecting techniques such as cultural factors, market restrictions, commodity service options, delivery partners, global branding opportunities, market potential, and demand. Continually, the Company had to decide the suitable operating structures for coalition companies that would effectively deal with product development, warehouse, product, service, and marketing of the Company's bike program.
1.2.0 Problem Statement
As stated earlier, Reebok Bike Company has grown to become a giant company in the world. That does not mean that it has no competitors since the market has changed considerably. Usually, Reebok Company has three main markets within the bike industry- IBD and branded goods, which are highly-priced, sporting products with average price points, and finally, huge unbranded products which are often underpriced.  Traditionally, high quality brands are sold via IBD stores (Reilly et al., 2017). Most customers seem to prefer one-stop- sporting products to quality brands that are traditionally sold via IBD stores. One –sporting goods are expeditiously growing since they mostly satisfy customer's requirements.
[bookmark: _Toc40718447]1.3.0 SWOT Analysis List
1.3.1 Strengths
· The company line is functionally and costs competitive with stiff market competition.
· The Company has a positive brand name and momentum.
· The depth and scope of the company collection provide retail a range of bike solution alternatives and an excellent platform to enhance future growth.
· The Company can successfully shift from Reebok brand to bicycle goods category.
1.3.2 Weaknesses
· Reebok now depends on other bike companies and licensed retailers for innovation and design of the product.
· The Company's products do not have functional innovation.
· Also, the company line lacks identity and innovative graphics.
· Reebok lacks integrated marketing strategies.
1.3.3 Opportunities
· The supply chain for bicycles does not have a strong customer brand.
· Supply chain channels are now changing to lower-end massive delivery and target.
· Retailers for the sporting product are looking for a strong brand and product differentiation to market their bicycle products.
· There is an increased demand for sporting products.
[bookmark: _Toc40718448]1.3.4 Threats
· There is a high supply of bike products hence making the market to be saturated
· Retailers for sporting goods are entrenched with core suppliers five-base.
· The supply chain for sporting products is under margin pressure and stiff competition from mass-market players.
· Cycling participation has dramatically gone down.
1.4.0 Alternative Solutions List
1. Producing unique and high-quality sporting goods.
Pros
· Strengthening the brand image of the Company
· Managing competitor’s pressure
Cons 
· Incurring of more costs
· High skilled personnel is needed in the production of such goods
2. Engaging a third party Company to help in distributing sporting goods.
Pros
· No delivery charges incurred
· Effective and efficient distribution of goods
Cons
· Additional costs to pay 3D Company
· Delays of goods movement especially in warehouses
3. Expanding the customer base in more countries of the world
Pros
· Gaining an increased market share
· Company image popularity and reputation 
Cons
· More costs for expansions of customer base
· Strict government regulations in some countries
4. Undertaking a niche marketing strategy
Pros 
· Increased market share
· Opportunity for more growth and stabilization
· Managing competition
Cons
Such sporting goods will only be useful to a particular group of people
[bookmark: _GoBack]Expensive to make different sport goods for each targeted group
5. Lowering the prices of sporting goods
Pros 
· More market share will be achieved
· Managing competition
Cons
· Reduced revenues in the short-run
· More costs of operating high customers' needs
[bookmark: _Toc40718449]1.5.0 Conclusion and recommendations
To address the state of market saturation's problem, I recommend a plan consisting of four actions that Reebok Bike Business needs to implement. One is developing a direct licensing with international sports goods manufacturers who will act as a global partner and chief licensee. This might offer the Company instant international delivery coverage.
Two, the Company should also develop a licensing partnership with a particular distributor of bikes in a specific region or geographical market. The distributor will be responsible for warehousing, fulfillment, logistics, customer service support and so on. Finally, the Company should consider developing an exclusive region corporation with prominent producers of sporting goods in critical geographical markets. Such will provide superior in-store client service through the provision of bike assembly and warranty support to the Reebok clients. 
In view of the above recommendations, the outcomes will be most desirable. In this essence, the Company will gain momentum for increased growth, thereby melting away the market saturation.
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