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Executive Summary
The purpose of the report is to examine the strategy implemented by Adidas in terms to have gained a competitive advantage in different regions of the world. Adidas is one of the leading sports brand, which is famous for their apparels, footwear and hardware. In this report, Adidas has used the differentiation strategy, which defines the different measures for Adidas in terms to have a competitive position in the market. Moreover, this report defines the advantages and disadvantages of Adidas. Based on the disadvantages and findings, the recommendations are provided, which can be used to induce betterment in the operational process of Adidas. 
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“Competitive Strategies of Adidas”
1. [bookmark: _Toc530844764]Introduction
This report is going to evaluate the competitive strategies of Adidas, which they are using for the development of their competitive position. Furthermore, this report will describe the competitive strategies adopted by Adidas in terms to attain a stable competitive position in the market. Lastly, some recommendations will be provided in this report to propose some improvement measures in Adidas. 
1.1 [bookmark: _Toc530844765]Report Remit
Adidas is one of the biggest organization famous for their sports products. However, it is found significant to learn the measures of competitive advantage in order to evaluate the approaches incorporated by Adidas, which has made them a successful brand. This report defines the major strategies integrated by Adidas to achieve competitive advantage. Furthermore, this report defines the measures used by Adidas to have a global sustainable position. 
[bookmark: _Toc530844766]1.2    Background of Adidas
Adidas was established in 1924 in Bavaria, Germany when Adi Dassler registered the “Gebrüder Dassler Schuhfabrik” with a mission to provide the best possible sports equipment to athletes (Laluyan et al., 2017). However, on August 18, 1949, Adi Dassler at the age of 49 registered “Adi Dassler Adidas Sports chuhfabrik” and start their work with the 47 employees in Herzogenaurach. However, with the passage of time, Adidas has expanded their business throughout the world and well-known for their sports-related equipment. In the present era, Adidas is one of the leading global public sports brands. Adidas is a household brand having three strips logo, which is recognized all over the world. It also carries a broad portfolio ranges from state of the art sports footwear and appeals to accessories like bags, eyewear, bags and other goods related to sports. Presently, Adidas is having more than 46,000 employees working globally, and more than 170 subsidiaries are present in Adidas group that integrates Reebok, Rockport, CCM-Hockey and Taylor-Made Adidas golf. Moreover, in 2014, Adidas was found with the revenue of €4.118 billion (Laluyan et al., 2017). 
1.3 [bookmark: _Toc530844767]Major Concepts
1.3.1 [bookmark: _Toc530844768]Strategy
The strategy is considered as a plan or method, which is used to bring the desired outcome for the future, for instance, the achievement of a target or solution to a specific problem. Organizations integrate strategies in their operations to achieve their strategic objectives in the desired manner (Jones, 2013.). 
[bookmark: _Toc530844769]1.3.2   Business-Level Strategy
The business level strategy is integrated by the organizations in order to achieve their core competencies, which is specifically focused on the consumer preferences or needs to achieve the above average returns. Business level strategies define the detail actions which are used to provide value to the customers and to achieve a better competitive advantage by developing the core competencies for an individual service or products (Ghemawat et al., 2010). Moreover, the Business level strategy is directly associated with the organization's position in their relative industry, which is directly linked with their competitors in order to have a sustainable position in the organization relative industry. 
[bookmark: _Toc530844770]

1.3.3 Competitive Advantage
Competitive advantage enables the organization or country in order to produce a service or good of equal value at a relatively lower price with more sustainable and modified operations. Competitive advantage allows the organization to increase their sales and to have a sustainable position in the market. Moreover, competitive advantage is attributed to different factors like branding, quality of offered products, consumer service, cost structure and distribution network (Sirmon et al., 2011, p.1390). 
To evaluate the competitive advantage and competitive strategies of Adidas, Porter Generic Strategies will be used because it allows evaluating the organizations from different perspectives and Adidas is the organization that is offering numbers of different and unique products. On the basis of this, it can be evaluated that Porter Generic Strategies provide a sufficient measure in terms to evaluate the competitive advantage and competitive strategies for Adidas.
[image: Image result for Porter Generic Strategies]
Figure 1: Porter Generic Strategies

Cost Leadership
In this brand strategy, businesses of most of the well-known companies like Adidas are more focused on prices, as it is a decisive factor for company profits. Raw materials, production costs, packing costs, and advertising costs, are valued in all directions. Companies sell products under market conditions. Some companies like Adidas also choose this method to sell lower-priced products in comparison with their competitors for a larger market share. Other companies like Reebok and Nike sell products at average prices and earn small profit margins.

Differentiation strategy
 	It allows project promoters of Adidas to show projects in a different and effective way, compare design, comfort and quality to their competitors like Nike and Reebok.

Focus Strategy
Usually, the goal is a narrow business line, where companies like Adidas focus on specific areas, age groups and regions of their customers whom they are targeting. In addition to targeted policies, the management of Adidas is also using a budget or discriminatory plan to restrict the market to specific objects. In order to compete with their competitors in more compact and thorough manner, they are also focusing on geographic regions, demographics, gender, income categories, and ethnic groups



2. [bookmark: _Toc530844771]Main Body
This section of the report will define the strategies incorporated by Adidas and measures that how these competitive strategies are providing appropriate benefits to Adidas in terms of gaining a competitive advantage in the sports industry.
[bookmark: _Toc530844772]2.1 Strategy Implemented by Adidas
Adidas has made its focus on the differentiation strategy. Moreover, the corporate level strategy of Adidas has made its focus on the innovation and Adidas is making their efforts to introduce new services, processes and products in order to manage with the current competition present in the market (Aaker et al., 2010). Furthermore, in 2014 the Sales Strategy and Excellency team of Adidas were established in order to support the worldwide market of Adidas, which is managed by their Global Sales Functions. Adidas has implicated the differentiation strategy for their multi-brand portfolio, which provides them with significant measures to attain a competitive position in the market (Lagnese, 2017). After the implication of this strategy, Adidas was found more capable in terms to run their global functions, which were directly associated with the global brand's functions and Adidas commercial activities by which they sell and market their brands in the international market (Perpetua, 2017). Moreover, Adidas is having more than 25,000 stores all over the world and more than 13,000 mono-branded stores in which Adidas sell their products. However, to manage all of these stores at a single time Adidas team for sales strategy and Excellency was playing a vital role in terms to develop their current position in the global market (Yee, 2010). 
On the other side, the differentiation strategy has provided sufficient measures for Adidas in terms to manage their diverse brand portfolio, which provides the significant area for Adidas in terms to cater all of their market sections from players to end users. Differentiation provides them with the measure to maintain the unique image of Adidas and can concentrate on their core competencies (Rodrigues et al., 2011, p.435). Furthermore, Adidas has also focused on their investments in terms of their marketing and distribution process across the world, and the differentiation strategy has provided Adidas with an area to evaluate the consumer behaviour in terms of the quality, comfort and cost of Adidas products. This is the area, where Adidas can secure their prime shelf space and can gain a competitive position in the international market (Perpetua, 2017). 
Furthermore, differentiation strategy implemented by Adidas also allows their E-commerce approaches to become more efficient, and a number of consumers can be attracted with this approach, which has provided ease to the people to access Adidas products more easily (Lyons et al., 2012, p.71). On the other side, differentiation strategy also provides a measure for their supply chain processes, which is communicated closer to the people and Adidas can learn the new customizations for their products in order to appeal more number of consumers (Miloch et al., 2012, p.42). However, Adidas has the culture to encourage innovation in their organization. Adidas does not follow the traditional supply chain processes, and they have not integrated differentiation in their products only, the organizational operations of Adidas also differ from the traditional methods, which allows Adidas to earn a competitive position in sports industry (Daaboul et al., 2015, p.284). The differentiation strategy has made Adidas capable of earning more revenue from their past years. Adidas has reported that in 2017 the revenue of Adidas was € 21,218 million, which has shown the increment of 14.8%, as compared to the revenue of 2016. Furthermore, in 2016, the operating margin of Adidas was 8.5%, and in 2017, the revenue was increased to 9.6%, which defines the positive outcome for the Adidas operations and the differentiation strategy implemented by Adidas (Daaboul et al., 2015, p.284). 
Moreover, the differentiation strategy encourages Adidas to increase their production with the use of new and innovative measures, and Adidas ensures the excellent quality for their consumers (May 2010). Furthermore, Adidas also works on their sustainability in order to have the right balance between the needs of their employees and stakeholders (Helmig et al., 2016, p.151). This approach defines the affirmative approaches for Adidas in order to gain a competitive position in the market.
On the other side, Adidas has also ensured that by applying the approaches of differentiation strategies, Adidas has induced a number of latest technologies in their production process, which has made them sustainable in order to meet the requirements of their retailers and end consumers (Zhdanov, 2016). Another benefit identified for differentiation was found for Adidas that, the products offered by Adidas has increased the performance of players and the equipment’s used for tennis, football even training shoes were produced by Adidas and their latest innovation ClimaCool was designed by Adidas, which provides an ease to the athlete during his or her performance (Brun, 2012, p.510). On the other side, Adidas after applying differentiation strategy in their process has enabled them to modify their hardware products. However, on 31-December-2017, Adidas made more than 110 million products, which has increased their revenue in a noticeable manner. It was determined that in 2017 € 1044 million was earned by Adidas, which has shown the increase of 4.9% in the total revenue of Adidas (Lei et al., 2011). Adidas integrated all of the approaches defined after the implementation of differentiation strategy, which has shown the positive outcomes for the business of Adidas and the capability was found for Adidas to attain a sustainable competitive position in sports market (Wong, 2013, p.105).
[image: ]
Figure 2: Differentiation Approaches for Adidas (Source: Wong, 2013)
[bookmark: _Toc530844773]2.2 Evaluation of Differentiation Strategy for Adidas
Adidas has integrated differentiation strategy in their organizational processes, which has made them capable of earning a competitive advantage. Adidas has integrated differentiation strategy in their products also (Turturici, 2014, p.621). This allows Adidas to design some new and innovative products, which will differentiate them from their competitors like Nike. Adidas by implementing a differentiation strategy will enable them to attain a competitive advantage in the market (Wong, 2013, p.105). On the other side, differentiation strategy has enabled Adidas to make their focus on innovation, which has defined a remarkable innovation in the products of Adidas. However, Adidas made innovation in their products like Superstar, PureBOOST X and Alphabounce. After the implementation of the differentiation strategy, Adidas has made more than 403 million pairs of shoes, and only the footwear category of Adidas has earned the revenue of € 12,427 million in 2017, which was about 56.8% of the Adidas total revenue from the year 2016. This increase has defined that the differentiation strategy of Adidas has provided them with a measure in order to gain a competitive advantage in the market (Aaker et al., 2010). 
Furthermore, Adidas has been identified with the positive effects after the implementation of differentiation strategy. Differentiation strategy has modified their corporate culture also, which has provided empirical and affirmative outcomes for Adidas (Koelling et al., 2010, p.609). After the implementation of differentiation strategy, Adidas has encouraged creativity and innovation in their operations and processes, which has made them capable of managing their task more effectively according to the requirement of the current market condition. Moreover, Adidas has made them capable of having a stable financial state of the, which is one of the advantages Adidas is having as per the requirement of the current market condition. It has been identified that 36.5% of the total revenue increment has been observed for Adidas after producing 404 million apparel products, which has shown the increment of € 7,747 million. After the implementation of differentiation strategy in Adidas, the key focus has been made on the consumer satisfaction because the direct impact has been found on the sales and yearly revenue of Adidas because the mission of Adidas is to provide a sustainable and comfortable product to their end consumers (Vanderstraeten, 2012, p.656). However, for this Adidas has ensured with the help of their sales team, Adidas has ensured the smooth access to the end consumers, which has provided them affirmative measures in terms to gain a competitive advantage for Adidas (Ahn, 2010, p.6). 
Adidas has also found some improved measures in their product and pricing strategies, which has formed some favourable areas for Adidas in terms of their performance because the differentiation strategy provided sufficient measures for the consumers because Adidas consumers are more towards the quality of the product. Adidas consumers are having high expectation for their products because Adidas target audience is the high-class people and the new products and their innovative quality has provided significant measures for Adidas in terms to gain a competitive advantage in the sports market (Daaboul, 2014, p.43).
[bookmark: _Toc530844774]2.3 Advantages and Disadvantages of Differentiation Strategy
Differentiation strategy integrates a number of advantages and disadvantages, which has to be examined by Adidas in terms to have a sustainable competitive advantage. The first advantage of a differentiation strategy is that Adidas can put themselves in a niche. It has been determined that Adidas is famous for their innovative products (Irani, 2011). Moreover, the key advantage gained by Adidas is that they offer the product range from children to adults for both men and women. Another advantage identified for Adidas is that they can make more consumers. Adidas is having a variety of products, and the target consumers of Adidas are the high-class people. However, by applying a differentiation strategy, Adidas can make themselves capable of providing the products for the working class people also (Basahel, 2010). 
Besides some advantages, the disadvantages are also present of the differentiation strategy. This makes the organization to think too far, which sometimes creates the hurdles for the organization to decide that what operation should be applied or not (Basahel, 2010). On the other side, another disadvantage is that the consumers can be left to buy their products and the organization can face a negative impact because of the rapid changes in the organizational operations. 
3. [bookmark: _Toc530844775]Conclusion
Competitive strategy plays a vital role for any organization, and various organizations apply the competitive strategy in terms to gain competitive advantage. Likewise, Adidas is the organization, which has implicated the differentiation strategy in terms to gain a competitive advantage. This report has defined the introduction of the Adidas and the strategy is defined, which defines the competitive position of Adidas. Furthermore, this report has elaborated the implications, advantages and disadvantages of differentiation strategies in terms to have a sustainable competitive advantage in the market.
3.1 [bookmark: _Toc530844776]Recommendations
Adidas should be focusing on their differentiation strategy in terms to have sustainable products for their consumers. It has been identified that Adidas is operating in 8 different regions so Adidas should be focused on the native culture of the region by which the sustainable position can be earned by Adidas in different regions of the world. Furthermore, Adidas should be focused with their operations to have a smooth production process, which will meet the consumer requirement all over the world. 
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