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Executive Summary
This report critically analyses Adidas’s strategy, using Porters generic strategy to explain the findings. Adidas is an athletic leisure brand founded in 1949 which has a global reach. The more recent history has seen it appoint a new chief executive office of Kasper Rorsted, collaborate with more non-sport related celebrities and come out with new technologies. The findings show that Adidas has achieved a differentiation strategy which an emphasis on its branding and strong history of product quality, by deeming the brand to be cool by remaining relevant to the times that have been in. The advantage that a differentiation strategy has offered to Adidas is it has allowed for the to be able to charge a premium price which can lead to higher profit margins and higher profits, develop barriers to entry within the market through strong brand equity making it less competitive as less businesses can enter hence leading to less people competing and more profit in the long-term. A disadvantage of differentiation is they are highly susceptible to what how they differentiate this means in the terms of Adidas their brand equity so this has meant some people have tried to imitate the brand diluting the differentiation that it opted for, differentiation is also a problem when there is a product of equal of similar value in the eyes of the consumer in this case it would be Nike which can lead them to need to compete on multiple factors. The main disadvantage of differentiation is it assumes that by just differentiating value is created and as such the product or service will be used or bought, this is not always the case as sometimes the differentiation is not valued by the market meaning this product or service will be failure this has been less of a problem for Adidas due to marketing through their strong brand equity. However it has proved to be problematic when looking going into different things such as their technological offerings. The recommendations are that Adidas should look to build upon its strong brand equity and history by looking into a K-pop sponsorship, look to build on their global influence as they desire to be a global brand by looking into more emerging markets such as India and Indonesia. But also to increase their product range by going into pets apparel as there is a bigger movement towards exercising with pets so it will not be as much of a jump as their technological developments.

1.0 Introduction
This report critically analyses Adidas and their competitive strategy. This report uses Porter’s (1980) generic strategy, Ansoff’s (1957) matrix and Porters five forces (1985) to illustrate and critique the competitive strategy. Strategic management is the implementation and execution of management to make a competitive advantage (Dess, McNamara and Eisner, 2016). This report analyses how adidas created its competitive advantage and the advantages and disadvantages of it. 

1.1 Adidas History
Adidas is a large multinational company that is an athletic leisure brand focusing predominantly on apparel and having a large global market share (Brake, 2018; Roberts, 2017).
Adidas define their strategy as, “Adidas strives to be the global leader in the sporting goods industry with brands built upon a passion for sports and a sporting lifestyle.” (Adidas, n.d).
Adolf Dassler founded Adidas in 1949 it happened after a disagreement with his brother Rudolf who he previously ran a company with called Gebruder Dassler Schufabrik; his brother went on to found puma (Rigby, 1998).  
Adidas has historically positioned itself as a key brand in sports lifestyle this was pronounced in 1968 by becoming the official track and field sponsor of the Olympics and banning competitors from being in the Olympic village (Fielding and Miller, 1998).
More recently adidas assigned a new chief executive officer of Kasper Rorsted (Shotter, 2017), with the bid to regain market share from Nike (Shotter, 2017). Having lost market share to Nike on Multiple occasions (Carofano, 2005; Roberts, 2015). This has seen them sign deals with celebrities such as Kanye west (Roberts, 2015) while also offering a greater variety of products such as Runtastic and Adidas Micoach (Hernández, 2010; Howard and Ayres, 2016).

1.2 strategy
A strategy is the direction of a business over the long term (Johnson et al., 2013). This is the identity of the business normally being defined very early in the business’s inception (Hambrick, 1983). A business’s strategy does not really change over time so will contribute to how they conduct themselves later in the market (Yuan et al., 2018)

1.3 Business-level Strategy
Johnson et al, (2017, p773) define business-level strategy “how an individual business competes in a market”. Meaning this is how a company will deploy their resources in order to fulfil their organisations strategy this could be using a variety of things such as capital equipment or investment in marketing (Nandakumar, Ghobadian and O'Regan, 2010). 

1.4 Competitive Advantage
Competitive advantage is the characteristics of a product or service allowing for it to be differentiated from competitors creating superior value for the buyer (Porter, 1985; Ansoff, 1965; Sigalas, 2015). This is how a business differ from the market for customers, so they opt for the desired business offering this could be for a variety of reasons such as ethics, lower prices or superior product quality.

1.5 Porter’s generic strategies
Porter’s generic strategies breaks down a company’s strategy predominantly into three different sections cost leadership, differentiation and focus (Gopalakrishna and Subramanian, 2001). 
[image: https://upload.wikimedia.org/wikipedia/commons/thumb/0/0b/Michael_Porter%27s_Three_Generic_Strategies.svg/400px-Michael_Porter%27s_Three_Generic_Strategies.svg.png]Cost leadership is having the lowest costs in the market to create a competitive advantage as a business can undercut everyone or yield higher profits.
Differentiation is uniqueness to increase a business’s perceived value potentially stemming from several factors such as higher quality or patented features (Wheelan et al, 2015).  Figure 1: Porters Generic Strategies, Adapted from Hales and Mclarney, (2017)

Focus is operating in niche market and either differentiating within it as there are fewer competitors or by adhering to cost leadership within it (Kim, Nam and Simpert, 2004). 








2.0 Main Body
2.1 Celebrity Endorsement
Celebrity endorsements has been a way Adidas tries to differentiate this has seen them partner with Stan Smith, Run D.M.C and Missy Elliot in the past (Johnson, 2018; Green, 2014). More recently they continued this approach focusing on non-sports celebrities such as Pharrell Williams, Kanye West and Rita Ora (Haskell, 2017; Yi, 2014; Roberts, 2015). This led to their new line of popular trainers called the Yeezy in collaboration with Kanye West, this is evidence that Adidas has tried to differentiate itself by having a unique product. Meaning Adidas has a unique selling point (USP) something its competitors such as Nike, Puma and Under Armour (Kell, 2016; Management services 2006; Janoff 2008) cannot replicate easily, as Adidas holds exclusive deals. This creates a competitive advantage for Adidas as they benefit from the celebrity popularity (Ladipo et al., 2018) which can automatically drive sales as the celebrity branding through the new rise in popularity using social media often benefits Adidas’s differentiation strategy (Johns and English, 2016).

It also strengthens the Adidas brand as Adidas has built is brand around its history and longevity by remaining relevant to the contemporary times based on the celebrity endorsements allowing them to further contribute to their brand equity through incremental increased value by the perception of Adidas as being part of the history of the times  (Spry, Pappu and Cornwall, 2011).This has created an emotional connection (Rossiter and Bellman, 2012) between the brand and the consumer as they want to be involved in part of the history that is being written by Adidas in order to be perceived as cool, Adidas has eluded to this themselves with a recent advertisements featuring many celebrities such as David Beckham, Karlie Kloss and Paul Pogba being at a house party (Jardine, 2018). Opting for celebrity endorsements has benefitted Adidas’s strategy in the long-term because it has facilitated the development of their brand equity, which is a key point of differentiation as Adidas the brand is a key USP (Roberts, 2015). Showing celebrity endorsements contributed to their competitive advantage.
2.2 Product quality
[image: ]Adidas differentiated itself by being renowned for a high level of quality in its athletic leisure style often using different features and unique designs (Wood, 2017). Adidas has sold shoes like the Stan Smith’s and Adidas Samba’s through multiple decades of time without changing the style (Johnson, 2018; Klara, 2015). This is possible due to the brand loyalty of its consumers as they perceived the value of shoes on offering to surpass others despite changes in tastes and preferences (Semon, 2001). 

Brand loyalty created a competitive advantage where the Adidas brand is a USP, meaning a product having its logo is perceived as having a high level of value due to the differentiation that Adidas has created through its strong brand recognition and customer loyalty (Pomerantz, 2018), allowing a premium price to be charged (Fill, 2013) which leads to larger profit margins and overall higher levels of profit.  Figure 2: Porters 5 forces Adapted from Künzli (2015)


This developed through following its strategy and making strategic decisions to fulfil its goals, such as sponsoring the Olympic village in 1968 and banning all other competitors allowing it to be viewed as the leader in athletic leisure (Fielding and Miller, 1998). Brand loyalty benefitted Adidas directly in the market it created a barrier to entry for the clothing market because buying an Adidas product comes with an assurance in the mind of the consumer of a level of quality (Stringham, Miller and Clark, 2015). This is something new entrants cannot benefit from which which using the porters five forces makes the market less competitive. Having barriers to entry means there is likely to be less competitors for Adidas to compete with meaning this will lead to more sales and higher profits in the long-term for the business. 

[image: Image result for ansoff matrix]2.3 TechnologiesFigure 3: Ansoff’s Matrix (Ansoff and McDonnell, 1988)

[bookmark: _Hlk530934587]Recently Adidas attempted to differentiate themselves from the competition. This saw them acquire and develop technologies such as Runtastic and Adidas Micoach  (Hernández, 2010; Howard and Ayres, 2016; McGlashen, 2017). The hope of this was to get into a new facet of the market and gain first mover advantage so they will not have to compete with Nike (Goparaju, 2015). This saw them hoping to carry on the sales of its new product from the use of its high brand loyalty through the trust that has been established with the brand through superior marketing (Upmannyu and Rajput, 2017). This was a risk though as it presumed that their brand equity was transferrable to other markets which is not always the case as Adidas had no prior experience in this meaning, they were not able to use what normally drives their sales of the brand. This is ultimately what could be what lead to its failure (Gartenberg, 2017). However, this does show that there are limitations in differentiation as it can make it difficult to pivot towards different markets or products as there is little understanding, so you will not be able to create the same level of value. This is less of a risk when looking towards a cost leadership basis though because, value is presumed to be automatic once lowest costs has been achieved so you do not have to come up with artificial ways to increase the perceived value of markets that there is no prior experience in (Thiel and Masters, 2014).
2.4 Counterfeit market
A limitation of Adidas’s strategy is the ease to copy, the counterfeit market is massive accounting for an estimated $500 to $600 billion in 2013 (Gültekin, 2018). This is not helped by the limited protection offered by the United States government for fashion designs protection (Wong, 2012). Counterfeits dilute brand equity (Le roux, Bobrie and Thébault . 2016) thus leading to a state in which the perceived value of the brand is decreased because imitations are often able to produce a good at a lower cost as they don’t have to deal with all the other aspects such as marketing or research so they can solely focus on producing the good at a lower price. While the original brand Adidas is left with no recognisable USP in the perception of the consumer. This can be especially pronounced if the consumer is aware that the product that they are buying is an imitation (Zaichkowsky and Lai, 1999). Kanye west has voiced his concern of this regarding his Yeezy line going onto mention sometimes the companies that produce the imitations release them before even the original company get their line out (Reed, 2016). This is a massive detriment to differentiation as, if imitation is possible it reduces the perceived value thus making more competition in the market as they are seen as homogeneous good or services on offer. This means Adidas will have less of a business market share in the long-term which can influence the profitability as they would not have sold as many products due to substitute goods being bought by the market (Azar, 2011).

2.5 Lack of Value
[bookmark: _Hlk530901634]Another Limitation of differentiation strategy and Porters generic strategy is it assumes the differentiation or USP is valued by the market. This is not necessarily true though as value is linked to the price as well as the quality (Dibb et al, 2016) meaning when consumers deems the differentiation to not be offering value either through the differentiation being priced to high or through lack of demand as the product brings nothing valuable to the market. This is less of a problem for Adidas because they have an environment in which brand loyalty is high (Jobber and Ellis-Chadwick, 2016) (Lee and Jung, 2018). However, Adidas’s move into technology saw this with low sales leading to the closure of this department (Gartenberg, 2017). Showing differentiation is flawed in the fact that it is contingent on features being valued by the market (Ries, 2011).

A problem is also created with differentiation when competitors have a similar value offering such is the case with Adidas and Nike meaning they often can get caught in a price war and could be stuck in the middle unsure how to compete from this point (Management Services 2006; Wood 2017). However, this can be disputed the business environment has changed a lot since porter first developed this model, as such it is possible for modern businesses to combine multiple methods (Parnell 2006). Salavou (2015) mentions that it is advantageous for a business to use a ‘hybrid approach’ it allows greater flexibility of matching changing consumer preferences in addition to being less susceptible to the economic cycle.  Because a business would have a range of products that are still wanted in all possibilities of the economic cycle. This ambiguity in porter’s generic strategies is a limitation as it is unclear to whether being stuck in the middle or taking a ‘hybrid approach’ is beneficial or detrimental.






3.0 Conclusion
Adidas opted for a differentiation strategy meaning they get benefits such as being able to charge a premium price and creating barriers to entry using its celebrity endorsements and product quality. These measures reduce the amount of direct competition that Adidas faces within the market as they are perceived to have created value through their USP meaning that they have a competitive advantage.  leading to higher profit margins being achieved which go onto influence a higher profit overall for Adidas in the long- term. However, through opting in differentiation they must deal with the problems created from differentiation, such as not always being able to create enough value for the market in examples such as Adidas micoach; but also by being susceptible to substitute products and imitations where they lose their value. This is especially pronounced when put into direct comparison with Nike as they have often been in a price war with them meaning differentiation is can be useless if the goods are viewed as homogenous this is something that cost leadership is not faced with. Despite this differentiation seems to of overall of been good for Adidas as it has allowed for them to develop a competitive advantage through the use of branding and allowed for premium pricing allowing adidas to make sustained large profits.



4.0 Recommendations
4.1 K-pop sponsorship 
K-pop has grown popular recently (Kim, 2017; Ayuningtyas, 2017). With many of the celebrities being recognized globally, given Adidas’s strategy of wanting to be a global brand and previous sponsorships of music celebrities such as Kanye West (Roberts, 2015). It would follow Adidas’s strategy of being a global brand while allowing for expansion into their markets where they do not hold as much market share such as China, Korea or Vietnam (Manticore-Griffin, 2011; Warner, 2018). This would be particularly good as Adidas has expressed, they are looking for potential growth opportunities in China (Adidas, n.d)
4.2 Market development in India, Indonesia and Turkey
[bookmark: _Hlk530334069]As they have been looking to develop in new markets such as the Japan and China it could be advised for Adidas to promote their goods and gain a large percentage of the market share in rapidly developing economies this will include but is not limited to India, Turkey and Indonesia (Ahmad and Singh, 2017; McManus, 2016; Hill, 2007). Continuing with their current strategy of expansion into high potential markets. These are growing economies so initial return on investment might not be felt straight away but will be earned over time as there is an increase in wages and spending assuming Adidas controls its market share throughout. 
4.3 New Market in Dog’s Apparel 
[bookmark: _GoBack]As Adidas seem to want to take on risk in product development of apps such as Runtastic perhaps they could take a riskier market development route one possibility could be to go down the pet’s apparel as they are already known for having a high quality of design. People are being promoted to try to exercise with their pets (Levi, 2018) they could to try to start doing dog collars as a move as a healthier lifestyle with pets. This would give them a foothold into the pet market from which they can build upon over the years with other products and services

5.0 References
Adidas gets the competitive edge. (2006). Management Services, 50(1), pp.46-47.
Adidas. (n.d.). Corporate Strategy. [online] Available at: https://www.adidas-group.com/en/investors/group-strategy/#/unsere-mission-das-weltweit-beste-sportartikelunternehmen-sein/ [Accessed 18 Oct. 2018].
Ahmad, M. and Singh, R. (2017). An empirical study on ease of doing business with specific reference to brics nations. Pranjana:The Journal of Management Awareness, 20(1), p.57.
Ansoff, I. (1957). Strategies for Diversification. Harvard Business Review, 35(5), pp.113-124.
Ansoff, I. (1965). Corporate Strategy. New York: McGraw-Hill.
Ansoff, I. and McDonnell, E. (1988). The New Corporate Strategy. Oxford: John Wiley & Sons Inc.
Ayuningtyas, P. (2017). Indonesian Fan Girls’ Perception towards Soft Masculinity as Represented By K-pop Male Idols. Lingua Cultura, 11(1), pp.53-57.
Azar, O. (2011). Do people think about absolute or relative price differences when choosing between substitute goods? Journal of Economic Psychology, 32(3), pp.450-457.
Brake, A. (2018). Adidas. Contract, 59(2), pp.41-49.
Carofano, J. (2005). Adidas Gets Back Into the Race for U.S. Market Share. Footwear news, 61(20), pp.1-4.
Dess, G., McNamara, G. and Eisner, A. (2016). Strategic Management:Text and Cases. 8th ed. New york: McGraw-Hill Education, p.8.
Dibb, S., Simkin, L., Pride, W. and Ferrell, O. (2016). Marketing concepts and strategies. 7th ed. Andover: Cengage Learning EMEA, p.588.
Fielding, L. and Miller, L. (1998). The foreign invasion of the American sporting goods market. Sport Marketing Quarterly, 7(3), pp.19-30.
Fill, C. (2013). Marketing communications. 6th ed. Harlow: Pearson.
Gartenberg, C. (2017). Adidas will quit making wearable fitness devices. [online] The Verge. Available at: https://www.theverge.com/circuitbreaker/2017/12/18/16792684/adidas-wearable-fitness-devices-gps-watch-business-shut-down [Accessed 30 Oct. 2018].
Gopalakrishna, P. and Subramanian, R. (2001). Revisiting the pure versus Hybrid Dilemma: porter's generic strategies in a developing economy. journal of global marketing, 15(2), pp.61-79.
Goparaju, H. (2015). A Preliminary Study of First-Mover Advantage Among e-Commerce Companies in India. IUP Journal of Business Strategy, 12(3), pp.27-45.
Green, T. (2014). Adidas' Music Gamble. Billboard - The International Newsweekly of Music, Video and Home Entertainment, 126(13), pp.22-23.
Gültekin, B. (2018). Influence of the love of money and morality on the intention to purchase counterfeit apparel. Social Behavior & Personality: an international journal, 46(9), pp.1421-1436.
Hales, G. and Mclarney, C. (2017). Uber's Competitive Advantage vis-à-vis Porter's Generic Strategies. IUP Journal of Management Research, 16(4), pp.7-22.
Hambrick, D. (1983). Some Tests of the Effectiveness and Functional Attributes of Miles and Snow's Strategic Types. Academy of Management Journal, 26(1), pp.5-26.
Haskell, R. (2017). The Pharrell Factory. Vogue, 207(12), pp.190-199,259.
Hernández, G. (2010). Adidas launches interactive training system. Caribbean Business, 38(8), p.46.
Hill, H. (2007). The Indonesian economy : Growth, crisis and recovery. The Singapore Economic Review, 52(02), pp.137-166.
Howard, T. and Ayres, M. (2016). Utilizing Real-Time GPS (Adidas MiCoach System V2.0) to Enhance Soccer Coaches' Ability to Reflect in Action When Engaging in a GCA. Research Quarterly for Exercise and Sport, 87(s1), pp.s34-35.
Janoff, B. (2008). Everlast Goes for KO Against Nike, Adidas, Under Armour. Brandweek, 49(23), p.15.
Jardine, A. (2018). 10 soccer spots that gave us a kick: Advertisers score with World Cup theme as globe fixates on games. Advertising Age, 89(14), p.10.
Jobber, D. and Ellis-Chadwick, F. (2016). Principles and practice of marketing. 8th ed. London: McGraw-Hill Education, p.316.
Johns, R. and English, R. (2016). Transition of self: Repositioning the celebrity brand through social media—The case of Elizabeth Gilbert. Journal of Business Research, 69(1), pp.65-72.
Johnson, A. (2018). Athletic Lifestyle; Best Sneaker Collab: Adidas. Footwear plus, 28(3), p.30.
Johnson, G., Whittington, R., Scholes, K., Angwin, D. and Regnér, P. (2017). Exploring strategy. 11th ed. Harlow: Pearson Education Limited, p.773.
Johnson, G., Whittington, R., Scholes, K., Angwin, D. and Regnér, P. (2013). Exploring strategy. 10th ed. Harlow: Pearson Education Limited.
Kell, J. (2016). From the gym to the runway. Fortune, 174(6), pp.67-68.
Kim, E., Nam, D. and Stimpert, J. (2004). The Applicability of Porter’s Generic Strategies in the Digital Age: Assumptions, Conjectures, and Suggestions. Journal of Management, 30(5), pp.569-589.
Kim, H. (2017). Building a K-Pop knowledge graph using an entertainment ontology. Knowledge Management Research & Practice, 15(2), pp.305-315.
Klara, R. (2015). The Adidas Samba. Adweek, 56(34), p.35.
Künzli, B. (2015). Porter's Five Forces. Zeitschrift Führung + Organisation, 84(1), pp.43-46.
Ladipo, P., Oniku, A., Akeke, O. and Chileuwa, C. (2018). Celebrity Endorsement and Sales Performance of Cola Soft Drinks in the Entire Marketing Process. Academic Journal of Economic Studies, 4(3), pp.53-62.
[bookmark: _Hlk530935010]Le Roux, A., Bobrie, F. and Thébault, M. (2016). A typology of brand counterfeiting and imitation based on a semiotic approach. Journal of Business Research, 69(1), pp.349-356.
Lee, S. and Jung, K. (2018). Loyal customer Behaviours: Identifying Brand Fans. Social Behavior & Personality: an international journal, 46(8), pp.1285-1303.
Manticore-Griffin, N. (2011). K-Pop's Soft Power. In These Times, 35(6), pp.32-33,35.
McGlashen, I. (2017). Adidas Train & Run app. Women's Fitness, (163), p.54.
McManus, J. (2016). An economic perspective of the MINT nations. Management Services, 60(4), pp.15-22.
Nandakumar, M., Ghobadian, A. and O'Regan, N. (2010). Business‐level strategy and performance. Management Decision, 48(6), pp.907-939.
Parnell, J. (2006). Generic strategies after two decades: a reconceptualization of competitive strategy. Management Decision, 44(8), pp.1139-1154.
Pomerantz, L. (2018). The Secret Sauce to A Solid Retail Strategy. Real Estate Forum, 74(3), p.10.
Porter, M. (1980). Competitive strategy. New York: Free Press.
Porter, M. (1985). Competitive Advantage: Creating and Sustaining Superior Performance. New York: The Free Press.
Reed, N. (2016). Fashion Licensing. Licensing Journal, 36(4), pp.26-28.
Ries, E. (2011). The lean startup:How today's entrepreneurs use continuous innovation to create radically successful businesses.. New York: Crown Business.
Rigby, R. (1998). The spat that begat two empires. Management Today, p.90.
Roberts, D. (2015). Can Kanye save adidas. Fortune, 171(7), pp.94-99.
Roberts, D. (2017). Adidas has nearly doubled its US sneaker market share — at Nike's expense. [online] Uk.finance.yahoo.com. Available at: https://uk.finance.yahoo.com/news/adidas-nearly-doubled-us-sneaker-market-share-nikes-expense-153106743.html [Accessed 25 Nov. 2018].
Rossiter, J. and Bellman, S. (2012). Emotional Branding Pays Off. Journal of Advertising Research, 52(3), pp.291-296.
Salavou, H. (2015). Competitive strategies and their shift to the future. European Business Review, 27(1), pp.80-99.
Semon, T. (2001). Young not a gimme in brand loyalty. Marketing News, 35(3), p.14.
Shotter J. (2017). Adidas makes strides in key markets. [online] Financial Times. Available at: https://www.ft.com/content/03bfa010-308c-11e7-9555-23ef563ecf9a [Accessed 18 Oct. 2018].
Sigalas, C. (2015). Competitive advantage: the known unknown concept. Management Decision, 53(9), pp.2004-2016.
Sowell, T. (1991). Monopoly?. Forbes, 147(10), p.148.
Spry, A., Pappu, R. and Cornwall, B. (2011). Celebrity endorsement, brand credibility and brand equity. European Journal of Marketing, 45(6), pp.882-909.
Stringham, E., Miller, J. and Clark, J. (2015). Overcoming Barriers to Entry in an Established Industry: Tesla Motors. California Management Review, 57(4), pp.85-103.
Thiel, P. and Masters, B. (2014). Zero to one. London: Virgin Books.
Upmannyu, N. and Rajput, S. (2017). An Assessment of the Relationship Among Brand Trust, Perceived Value and Brand Loyalty. PRIMA, 8(1), pp.10-23.
Warner, J. (2018). The battle for sporting goods supremacy: Nike vs Adidas. [online] IG. Available at: https://www.ig.com/en-ch/news-and-trade-ideas/shares-news/the-battle-for-sporting-goods-supremacy--nike-vs-adidas-180329 [Accessed 24 Nov. 2018].
Wheelan, T., Hunger, J., Hoffman, A. and Bamford, C. (2015). Strategic Management and Business Policy :Globalization, Innovation, and Sustainability. 14th ed. Harlow: Pearson Education limited, pp.203-206.
Wong, T. (2012). To copy or not to copy, that is the question: the game theory approach to protecting fashion designs. University of Pennsylvania Law Review, 160(4), pp.1139-1193.
Wood, M. (2017). Essential guide to marketing planning. 4th ed. Harlow: Pearson education limited, p.56,230.
Yi, D. (2014). Rita Ora Teams Up with Adidas. WWD, 207(102), p.9.
Yuan, Y., Lu, L., Tian, G. and Yu, Y. (2018). Business Strategy and Corporate Social Responsibility. Journal of Business Ethics, pp.1-19.
Zaichkowsky, J. and Lai, K. (1999). Brand Imitation: Do the Chinese Have Different Views?. Asia Pacific Journal of Management, 16(2), pp.179-192.

15 | Page

image2.png




image3.png
STRATEGIC TARGET





image4.png
Mwlwamm
Bargaining power
of suppl Lo

Threat of substitute.





image5.png
Markets

New

Products

Exisiting New

Market Product
Penetration Development
Market

Diversification
Development





image1.png




