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1. Introduction
[image: ]Located in Herzogenaurach, Bavaria, is the headquarters of Adidas, a German sportswear and accessory company. Adidas is the world's second-largest revenue-generating corporation. Adidas is the full name of the athletic footwear, apparel, and equipment manufacturer. At the dawn of the twenty-first century, it was the world's second-largest sportswear manufacturer behind Nike. As part of the Adidas brand since its conception, the "trefoil" and "mountain" symbols preserve the three-stripe trademark. The company headquarters are located in Herzogenaurach, Germany. Adolf "Adi" Dassler was the company's founder, and "Adidas" is an abbreviation of his name. After the First World War, the Dasslers began creating shoes as a business. Adi Dassler is claimed to have given Jesse Owens the shoes he used in the 1936 Berlin Olympics (britannica, 2021). As a consequence of his medal-winning exploits, Dassler gained notoriety across the globe. In 1948, despite Adi and Rudolf's greatest efforts throughout World War II, the gap between the two brothers had become too great. In the end, Puma acquired Rudi's and Adidas acquired Rudi's. Adidas' screw-in cleat-equipped, lightweight shoes were popular among soccer players in the early 1950s. In 1963, the company's product line was expanded to include sporting goods, notably soccer balls. Four years later, Adidas began making clothes. Even though Adidas had long held the top spot when it came to athletic footwear, the 1970s saw an increase in the popularity of rival brands such as Nike. Adidas' market share began to drop after Adi Dassler's death in 1978, despite an endorsement arrangement with Run-D.M.C, whose hit song "My Adidas" became a rap anthem (1986). "The Adidas Group's brands are founded on a love for sports and a sporting lifestyle, and our goal is to be the worldwide leader in the sporting goods market." In order to remain competitive, we are dedicated to enhancing the strength of our company's brands and goods at all times. The Adidas goal statement may have altered throughout the course of the company's 70-year existence, but its focus on competitiveness and trying to be the best has stayed essentially consistent (britannica, 2021).In this report there will be the discussion about the Adidas’ strategy to stand up and the industry, its competitors, stakeholders and by using Porter’s five forces, as well as using Swot and Pestle analyses as well.

.
[bookmark: _Toc100769336]2. Porter’s five forces. Critique the existing strategy of the organization.
An external analysis is conducted using this model to measure the degree of competition, the strength of suppliers and buyers as well as the danger of replacements and new network threats. 
[bookmark: _Toc100769337]Mission 
The Adidas mission statement explains the company's goals "brands founded on a love of sports and an active lifestyle will be the worldwide leader in sporting goods. In order to maintain our competitive advantage, we will continue to develop our brand and product offerings. “Let’s take a closer look at what the corporation intends by this remark, which is clear and self-explanatory. We can see that this statement has a number of important elements (edrawmind, 2021).
[bookmark: _Toc100769338]Vision
When it comes to sports apparel and equipment, Adidas' mission statement reads: "To be a design leader focused on maximizing athlete potential via performance assured goods. “Adidas' long-term goal is to provide the best possible performance for its athletes, hence the company places a high value on product quality. Adidas, on the other hand, is equally concerned with producing these items in a fashionable manner (edrawmind, 2021)
[image: ]
(study-aids, 2021)
[bookmark: _Toc100769339]Rivalry
[image: ]Adidas has a lot of competition in the markets it serves. Nike, Puma, and the like are direct competitors of the brand in the marketplace. Product quality, pricing, and other features are almost same between these two brands. As a result, there is little likelihood of these companies developing a strong selling point. All of Adidas' immediate rivals, on the other hand, put out equally effective marketing and R&D efforts. As a result, it is difficult to create a clear market leadership position. Nike's biggest problem is that it doesn't operate in every market sector. As a result, consumers are more likely to choose Nike than Adidas simply because they are more acquainted with the brand. Apart from that, there are several regional companies in the industry with sizable clienteles in the regions in which they operate. As a result, Adidas will need to rely on its brand and reputation in order to win this battle. Rivalry may be quantified in a variety of ways, all of which will be included in a table at the end of this paragraph. As a first stage, it's important to recognize the primary rivals of the Adidas group, which in the sports industry are Nike Ink and Puma. Competitiveness in the sports sector is dependent on a variety of elements, including price, quality, and availability. As part of our Strategic Management course, we've learned that the sub-measures indicated in the table left yielded an average rivalry degree of 3.8, making Adidas a major player in the industry (Alsbiei, 2015).                                         .
[bookmark: _Toc100769340]The Supplier's Influence
[image: ]Adidas gets its rubber, cotton, Eva, and other materials from a slew of different vendors on the market. As a result, the corporation will have the upper hand in all talks since it engages with suppliers in several locations. Across the globe, they've formed alliances with local businesses to provide their products and services. Consequently, it is much simpler for them to change all of their suppliers at any one moment. Furthermore, all suppliers would prefer to be connected with a well-known company like Adidas because of its goodwill. As a result, Adidas' suppliers will always be eager to deal with the brand, which might be considered as a benefit. In addition, the company's massive supply chains and distribution channels prevent the supplier from competing with the brands reach (MBA.skol, 2022). The majority of items are often outsourced. This is a crucial stage in determining the supplier power of Adidas, but it was not evident which suppliers were the most important ones. It's unusual for a company to provide the whole list of its suppliers, but that's what this one does. However, we gathered some data on how Adidas runs its supply chain system in order to construct the sub-measures, and we came up with an average supplier power of 2.6. It is clear that Adidas' suppliers do not have substantial influence (Alsbiei, 2015).
[bookmark: _Toc100769341]Power of Buyers
[image: ]Adidas has a large and loyal following. In addition, each customer's contribution to Adidas is little. So, even if a consumer changes his or her mind about sports shoes, it won't have much of an impact on the business. As a result, the firm has the upper hand when it comes to negotiations. In other words, while making decisions on pricing, discounts, and the like. In addition, there is a dearth of available players. Due to the low expectations of the goods, buyers will have a hard time changing their brand (MBA.skol, 2022). Adidas's price has been consistent with the high quality of their goods. Professional athletes who rely on Adidas's goods to improve their performance, as well as everyday consumers who enjoy the company's fashionable clothing, footwear, and accessories, are the two primary groups of purchasers. There are many sub-measures of buyer power that will be included in the table left (Alsbiei, 2015).

[bookmark: _Toc100769342]Threats of New Entrants
[image: ]In addition to producing footwear, clothing, and accessories, Adidas is a German global enterprise. Since 1949, Adidas has been in the footwear and clothing sector. As a result, the company's supply chain and distribution networks are extensive. It's not difficult for a newcomer to set up a manufacturing facility and begin operating in the market. It would be difficult to overtake Adidas, a well-established brand. For the new enterprises, the company's marketing and research efforts will be unmatched and the company's economies of scale will not be viable to reproduce. New enterprises will have a tough time gaining the brand's goodwill and easy access to the company's new distribution channels, both of which have evolved over time (MBA.skol, 2022). As a result, the prospect of new entrants has virtually little impact on Adidas. To begin a new business, it is critical to know where the money will come from. People prefer to leverage their businesses with a combination of their own capital and that of financial institutions, but no one will invest in a new venture in an industry where strong competitors already exist unless the new entrant has access to the industry's resources and a strong brand name in other fields that will help the company gain customers' trust. There is a serious threat to Adidas Group from new competitors based on the sub-measures presented in the table (Alsbiei, 2015).
[bookmark: _Toc100769343]Threats of substitutes
[image: ]Because Adidas is a well-known brand, you can count on their items to be of the highest quality. In addition, the firm makes significant investments in its research and development activities, allowing the brand to be among the first to introduce new items to the market. The brand has a large number of patents, which puts it at the top in its field in terms of capabilities. As a result, any brand that wants to take over the firm must provide features that Adidas does not. There's a good chance this will never happen. An essential feature of alternatives is the vast number of counterfeit items accessible on the market, which the brand must be careful of in order to protect its reputation (MBA.skol, 2022).  While they aren't the same, it's possible to confuse rivals with alternatives. Nike Ink & Puma are Adidas' primary rivals, as previously mentioned. Non-sport footwear, apparel, and accessories, such as suits and formal attire and accessories, are likely to be its alternatives. And this is to see whether the replacements pose a danger to the Adidas group or not. People who are already fans of sports gear are unlikely to switch to more formal attire, but by taking the sub-measures in the following table and obtaining an average of 3.2 we discovered that replacements might pose a danger to sports brands in general (Alsbiei, 2015).
[bookmark: _Toc100769344]3. PESTLE and SWOT Analyses of Adidas
PESTEL Analyses
[bookmark: _Toc100769345]Political Factors
Changes in trade policy and political turmoil in several countries are two of the most pressing political challenges confronting Adidas. As a worldwide brand and profitable business, Adidas must address these concerns. Import taxes and limitations have been implemented by the Trump administration. Adidas and other companies in the sports clothing industry are concerned that tariffs imposed by the United States on Chinese imports may lead to an increase in the price of their products. Import restrictions and tariffs imposed by the United States on Germany's exports might cost the country up to 20 billion euros. Products and services are shipped and distributed all over the globe as part of Adidas' global operations. A complicated supply chain that does not adhere to international and political regulations is preventing Adidas from meeting its ultimate aims. Adidas will benefit from this by increasing sales, profits, and public knowledge of the brand (marketing, 2021).
[bookmark: _Toc100769346]Economic Factors
There are several economic factors that might have an influence on Adidas' profitability and performance. Adidas and Nike are two of the most prominent brands in the sports footwear business. A monopoly over more than half of the market was achieved by these five companies' combined market share of 52.7 percent in 2011. Adidas products, on the other hand, focus on active lifestyles and athletes rather than the bare necessities of life. The global economy seems to be experiencing significant ups and downs. Market share, customer loyalty, and profitability are all factors that should be taken into consideration while developing an Adidas marketing plan. More over half of Adidas' goods are made in China. However, because of increased labor costs, the corporation is forced to relocate part of its manufacturing capacity. The growing cost of labor is another economic aspect that might affect the company's productivity. Adidas, on the other hand, has to address concerns linked to import and export (marketing, 2021).
[bookmark: _Toc100769347]Factors in the Sociocultural Environment:
Adidas performance, brand image, and consumer loyalty are all affected by cultural, religious, lifestyle, and choice considerations. When making a choice or implementing a strategy, Adidas should consider the views of all relevant groups and faiths. There has been an increase in the number of persons worried about their own health. When someone says they want to improve their health, they are implying a healthy and active lifestyle. This will need the use of athletic footwear, gear, and equipment. Shoe and garment sales may rise as a result of this development. With the advent of social media, consumers now have the power to debate and respond to any issue that may arise. It's also possible that social networking might help you stand out from the throng. Adidas often used social media tactics to enhance sales and spread awareness of the brand (marketing, 2021).
[bookmark: _Toc100769348]Technological factors:
Any sports brand may benefit from cutting-edge technology. Technological advancements may help not just products and processes, but also management and accounting systems. Speed factories have been built by Adidas in an effort to speed up production. This new technique of manufacturing will need the use of more facilities across Asia and the rest of the globe. Data-gathering integration technology in the company's products may be used to evaluate the performance of athletes and other users. If Adidas fixes these technical challenges, their productivity, market share, and consumer loyalty will all grow (marketing, 2021).
[bookmark: _Toc100769349]Factors in the environment:
Adidas is reducing materials that are forbidden or restricted in production, products, and merchants. Keeping carbon emissions down is one of the corporation's 2020 green corporate goals. The corporation is also considering a "zero waste initiative program" for its product and clothing manufacturing. (marketing, 2021).
[bookmark: _Toc100769350]Legal Factors:
Advertising Standards Authority, Press Complaints Commission (PCC), Trade and Supply of Goods Act, Independent Television Commission (ITC), Advertising Standards Code (ASA). An excellent instance of the influence on global organizations of legal concerns, Adidas is a terrific company. For Adidas, just as for other sports businesses, there are several legal and regulatory considerations (marketing, 2021).
[bookmark: _Toc100769351]SWOT Analyses
With its unique 3-stripe and 3-trefoil emblems, Adidas is the world's top sportswear and footwear manufacturer. Adidas, Nike, and Under Armor make up the Trinity of global athletic goods firms, with Adidas operating in over 160 countries. With 2,500 retail locations globally, as well as a franchise network, Adidas AG sells products under the Adidas and Reebok trademarks. Sports equipment makes up the remaining 5% of the market share, accounting for 35% of the total. Today, we'll dissect the company's SWOT Analysis in great depth (SWOTAnalyses, 2021).

[bookmark: _Toc100769352]Strength
Sportswear giant Adidas is one of the world's most valuable brands. It has a brand worth of $6.8 billion, according to Forbes, which ranks it as the third most valuable brand in the world, after Nike and ESPN. Adidas ranks 61st among the world's most valuable brands in 2019 (SWOTAnalyses, 2021).



	Strengths 
	Importance
	Rating
	Score

	Second largest Sportswear and apparels manufacturer
	0.03
	1
	0.3

	Operating in over 160 countries
	0.15
	3
	0.45

	2,500 retail locations globally
	0.10
	2
	0.20

	Ranks 61st among the world's most valuable brands in 2019
	0.01
	1
	0.01




[bookmark: _Toc100769353]Strength
Sportswear giant Adidas is one of the world's most valuable brands. It has a brand worth of $6.8 billion, according to Forbes, which ranks it as the third most valuable brand in the world, after Nike and ESPN. Adidas ranks 61st among the world's most valuable brands in 2019 (SWOTAnalyses, 2021).
A Reputable Name in the Industry:
By influencing and changing many elements of society across the globe, Adidas has built an impressive and distinguished tradition and heritage (SWOTAnalyses, 2021).
New Product Innovation:
Adidas has always put the quality of its goods above everything else since its inception, and this is evident in the company's new product innovations. EUR 153 million was spent in R&D in 2018, and EUR 152 million will be committed in 2019 (0.7 percent of its annual net sales). The company's ever-expanding consumer base is fueled by its high-quality, creative goods (SWOTAnalyses, 2021).
Having a Wide Range of Assets:
Despite being confined to the sportswear market, Adidas has a wide range of goods. In addition to footwear, outerwear, and hardware accessories, the company sells a broad variety of other items (SWOTAnalyses, 2021).
[bookmark: _Toc100769354]Weaknesses
	Weaknesses
	Importance
	Ratings
	Score

	Costly Products
	0.10
	3
	0.30

	Product Line Restrictions
	0.5
	2
	0.10

	Forced Labour
	0.15
	3
	0.45



Shortage in the Supply Chain:
Adidas relies on third-party or independent manufacturing suppliers in China, Cambodia, and Vietnam to produce majority of its goods. It has put Adidas at danger of being too reliant on foreign manufacturers (BusinessStrategy, 2021).
Costly Products:
Adidas' items are out of reach for many people due to their exorbitant costs. Customers in the upper- and middle-income brackets can only buy shoes that cost more than $100 (BusinessStrategy, 2021).
Product Line Restrictions:
Having Adidas and Reebok as its primary brands has limited the company's offerings to athletic footwear, clothing, and equipment. Therefore, a decrease in demand for sports-related items might have a negative impact on Adidas' business (BusinessStrategy, 2021).
Forced labor is linked to:
According to ASPI, Adidas was one of 83 corporations connected to forced labour in Chinese factories. Forced labour is not only illegal, but it also damages a company's reputation with its customers (BusinessStrategy, 2021).
The Legal Battle:
Competitor victories in court diminish consumer trust and eliminate a potential income stream. A long-running legal dispute between Adidas and Nike over their respective knitted footwear will be resolved in June 2020. Because of this, Adidas has lost the trust of people who adored that particular pair of shoes (BusinessStrategy, 2021). 
The Home Market:
Companies should do all in their power to protect their home market. Adidas has been ignoring its home market for years, allowing Nike to gain market share in the process. For the first time in history, Nike sales in Germany overtook Adidas in January 2020. Nike's income from Europe is predicted to rise to $10 billion by the end of 2020, while Adidas is losing important markets in Europe. 
[bookmark: _Toc100769355]Opportunities

	Opportunities
	Importance
	Rating
	Score

	Increasing Interest in High-End Sports Goods
	0.15
	2
	0.30

	E-commerce
	0.13
	2
	0.26

	Expanding into sports goods
	0.10
	3
	0.30



E-commerce:
Customers who purchase online or utilize e-commerce sites have grown dramatically during the last several years. It is reasonable to assume that, given Adidas's 40 percent rise in online sales in the first quarter of 2019, it will be able to reproduce this success on other social media platforms like Facebook and Snapchat (Adidas, 2021).

The Sportswear Industry Is Increasingly Popular:
As the popularity of sports and fitness continues to rise, demand for sportswear items and assortments will continue to rise (businessStrategy, 2022).


Yoga Pants as a Style Icon:
Increased health awareness, customer preferences, and interests for sports-related items have led to a rise in the market for these products. Our sportswear sector is being reshaped by the "yoga pants culture."
Increasing Interest in High-End Sports Goods:
Developing nations have seen a rise in buying power and demand for luxury items as a result of an improved economy. Expanding into emerging markets like India, where disposable income is anticipated to rise 45 percent by 2025, would be a wise move for Adidas (businessStrategy, 2022).
[bookmark: _Hlk100766913]Expanding into sports goods:
With its wide range of products, Adidas still has space to grow its business. Adidas, for example, may set itself apart from Puma and Nike by offering athletic products like tennis rackets, golf clubs, hockey sticks, and so on as part of its product range (businessStrategy, 2022).
[bookmark: _Toc100769356]Threats
	Threats
	Importance
	Rating
	Score

	Competition
	0.15
	3
	0.45

	Supplier Superiority
	0.10
	2
	0.20

	Advances in Technology
	
	
	



Competition:
Adidas has growing competition as a result of globalization and technical improvements that have allowed small and medium-sized businesses (SMEs) to enter the market. To do this, Adidas must fight with Nike, Under Armor, and Puma while also fending off new entrants and penetrators into its market. [image: ]

Supplier Superiority:
In other words, suppliers have a stronger negotiating position since Adidas outsources the majority of its product production. Having a lopsided balance of power puts Adidas at risk of being held hostage by its largest suppliers. This year (businessStrategy, 2022), the General Court of the European Union ruled against Adidas in a three-stripe trademark issue, exposing it to the risk of counterfeiting (SWOTAnalyses, 2021).
Advances in Technology include:
Competitors' technical ability increases their danger level. This suggests that a rival like Nike, if they become more technologically sophisticated than Adidas, will represent a larger danger.
The European Union's general court determined in 2019 that Adidas' 3-stripe pattern was not unique enough.
"One judgement is limited to this particular execution of the three-stripe mark and does not impact the extensive protection that Adidas enjoys in other versions throughout Europe on its well-known three-stripe mark," Adidas said (SWOTAnalyses, 2021).
[bookmark: _Toc100769357]4. Analyze the hopes and concerns of the various parties involved, as well as their respective clout. Propose methods for dealing with various types of stakeholders
[bookmark: _Toc100769358]Stakeholder’s analyses and Identification
[bookmark: _Toc100769359]Stakeholders of Adidas
People and organizations who have an impact on or are impacted by our operations and activities are considered stakeholders. We acknowledge that businesses do not exist in a vacuum, and that our stakeholders have a stake in the decisions we make (adidas-group, 2012). They come from a wide range of backgrounds, including but not limited to:
· Those are employed by the Adidas Corporation;
· Investors and shareholders.
· Governments, trade groups, stockholders, and the Board of Directors are all examples of "authorizers."
· Trade unions, suppliers, and service providers are examples of business partners.
· Our suppliers' factory workers.
· Journalists, community members, and special interest organizations are examples of opinion-formers.
· Professional athletes, distributors, merchants, and consumers are all examples of customers (adidas-group, 2012).

	
	Low Interest
	High Interest

	High Power
	Keep Satisfied
Put in enough effort to keep them satisfied
Make sure the communication is just enough, and they are not interested in nitty grittiness of the project.
	Manage Closely
Make the greatest effort to satisfy
Communicate regularly
Make sure its they are on Adidas’s side

	Low Power
	Monitor
Touch base with them timely, not too often.
Make sure there are not any problems.
	Keep Informed
Keep them adequately Informed
Make sure no issues are arising
They are most likely interested in and possess helpful project details.



[bookmark: _Toc100769360]What are the guiding principles in our relationships with our stakeholders?
We have an obligation to keep our stakeholders up-to-date on all of our activities, and we owe it to them to allow them to take part in a participatory process that is as open as possible (adidas-group, 2012).
It is our goal to give timely and accurate information about our business and to take into consideration the requirements and concerns of our stakeholders wherever possible when making choices for the benefit of the firm.
To ensure that we can stay flexible and sensitive to stakeholder preferences, we ask stakeholders to identify the method in which they would want to be consulted.
People working for the Adidas Group must be open to being affected by stakeholders, even if it means making modifications to the company's long-term ambitions.
All stakeholders' values and cultures are respected. It is expected that our staff would always show respect for the differing points of view expressed by stakeholders when differences of opinion arise and cannot be addressed (adidas-group, 2012).
[bookmark: _Toc100769361]What kinds of interactions are there?
Adidas understands that there are a variety of ways to communicate with customers and other stakeholders. There are a wide range of options, ranging from straightforward messaging to in-depth conversation and engagement to more experimental approaches like advisory panels or multi-stakeholder conferences (adidas-group, 2012).
Adidas make every effort to use communication methods that are appropriate to the situation at hand, reflect Adidas Group objectives, and satisfy the needs of a wide range of stakeholders.
Among the Adidas Group's responsibilities: 
• Ensure stakeholders' material needs are met; 
• Ensure that stakeholders' concerns, views, and viewpoints may be expressed and documented fully and appropriately. (adidas-group, 2012).
[bookmark: _Toc100769362]5- Decide on three potential avenues of business expansion for the firm you've picked. Make use of at least one of the resources provided in this module to assist you in making an informed decision. Explain why you believe this plan will assist the organization's long-term viability.

[bookmark: _Toc100769363]Option 1
As a starting point, we want to figure out how the firm will grow, what its horizontal and vertical integration will look like (and what areas it will be engaged in). When a company like Adidas buys the raw materials it needs to make its goods, it becomes the provider of those raw materials. In other terms, vertical integration may be described as backward or forward integration, respectively (self-independence). Since it does not provide the raw ingredients required to manufacture its goods, Adidas, on the other hand, does not have backward integration. This only happened at one occasion when BASF helped manufacture the specific couching for its running shoes; however it doesn't count since BASF isn't creating the couching. Manufacturers that sell their goods to a network of merchants, known as forward integration, become retailers of their own products. As an example, Apple used to solely sell its goods via merchants, but it has now grown to establish its own retail locations (Apple store) across the globe. Adidas has a forward integration plan, as well as a horizontal integration approach (Alsbiei, 2015).
[bookmark: _Toc100769364]Option 2
Through the implementation of this strategy, the company will set itself apart from its competitors (how we compete in a particular market). Low-cost and distinctiveness are the two primary business level strategy areas that set one company apart from another (Alsbiei, 2015). From these two categories, we may derive five business-level strategies, as shown in the graph below:

[bookmark: _Toc100769365]Option 3
[image: ]"Own the Game" is our strategy for the next decade; it's anchored in sport. All of Adidas' history can be traced back to sports. All of our efforts are centered on 'Own the Game,' which means that our employees are the ones who make it all happen. Increase brand reputation, enhance customer experience, and push limits in sustainability are all part of our strategy plan. Our strategy's implementation is facilitated by a mentality of innovation in all aspects of our company and digital transformation. We're in it to win it, and we're going to make it expand significantly (Adidas, 2021).
[bookmark: _Toc100769366]Reason to choose option 3
Adidas' five-year goal is best served by a concept called Own the Game, which enables the company's employees to genuinely own the game. All of our efforts are centered on 'Own the Game,' which means that our employees are the ones who make it all come to life. It's all about cultivating a work culture and atmosphere that encourages employees to flourish, achieve success, feel a sense of community, and like their jobs. As we work to fulfil our vision to be the finest sports brand in the world and carry out our purpose - Adidas has the ability to impact lives through sport, we will be guided by the Adidas People Promise. Adidas' People Promise reflects their 'Impossible is Nothing' mentality. (Adidas, 2021).
[bookmark: _Toc100769367]6. Provide strategic advice to the organization. These may be derived from the many alternatives presented in the text (5). Include implementation and change management in your conversation.
[bookmark: _Toc100769368]SAFe method for the Organization
[bookmark: _Toc100769369]Suitability
Overall, Adidas products and services seem to be well-received by customers, based on the data I gathered. This long-term approach of Adidas, "Own the Game," will be successful. Adidas' five-year goal is best served by a concept called Own the Game, which enables the company's employees to genuinely own the game. All of our efforts are centered on 'Own the Game,' which means that our employees are the ones who make it all come to life. It's all about cultivating a work culture and atmosphere that encourages employees to flourish, achieve success, feel a sense of community, and like their jobs. 
[bookmark: _Toc100769370]Acceptability
Even if consumers have no doubts about the endurance of the materials used to make Adidas products, the company may need to put in more effort and come up with a new design that will appeal to more customers in terms of pricing and appearance. A promotion or special pricing offer may also be launched by Adidas to enhance sales and draw in new clients at a certain time period. Adidas may also need to come up with a better concept for advertising in order to market and distinguish its goods from its competitors (businessStrategy, 2022).
[bookmark: _Toc100769371]Feasibility 
Adidas brand architecture has to be fine-tuned in terms of its strategic focus (own the game strategy) on brand legitimacy, customer experience, and sustainability (Herzogenaurach, 2021).
· Make the switch to a DTC-driven business model.
· Between € 8 billion and € 9 billion in e-commerce sales are expected.
· Adidas products will have a nine out of ten chance of being recycled.
· With over € 1 billion in investments, we're transforming our business via digital means.
· As a firm, we need a mindset of innovation as an enabler.
· Between 2021 and 2025, revenues are expected to rise by 8-10 percent each year on average.
· Between 12 and 14 percent operating margin is expected.
· Net income is expected to rise at a yearly average rate of between 16 and 18 percent between 2021 and 2025.
· Investors should expect a total cash return of €8 to €9 billion.
Adidas regulations and rules call for stability and innovation, as well as adherence to the company's overall strategy. As a result, the administrative distance between the two nations is likewise small. As a result, Adidas Group's entry into the United States was free of roadblocks and rather painless (Alsbiei, 2015).
[bookmark: _Toc100769372]7- Discuss how competitors might react to your plans and how you might deal with their reactions.
There is a queue out the door to acquire the limited-edition NMDs that Adidas has created in cooperation with Kanye West. There are other running shoes like the UltraBoost that have become mainstays in the gym and on the streets. For Nike Air fans, the shoe's amazingly comfy Boost soles have been a major selling point. Stan Smith, Gazelles, and Superstars are just a few of the Adidas classics that have gained cult status among fashionistas and the rest of us. According to NPD Group, Adidas's total shoe sales surged an eye-popping 80 percent in 2016, while its stock price has increased 67 percent in the previous year alone. This cultural triumph is also reflected in Adidas's stats. Conversely, Nike's stock declined 3% during the same time, despite the fact that Adidas generated $19 billion in sales in 2015, compared to Nike's $30 billion in revenue. If you look at sales figures for sports footwear in the United States, Nike accounts for about half of all sales. Adidas, on the other hand, has given Nike pause in recent years and is closing in on the Swoosh's crown at a blistering pace. (WOOLF, 2017).
Under Armour, which was created in 1996 and may serve as an indicative of the difficulties of entering the footwear market, where no big entrants have appeared in the previous two decades, should also be kept in mind. Although some corporations may be seen as a challenge to replacements like Crocs, when they create an arrangement to sell Crocs shoes in the colors of sports teams, they may be viewed as a threat to their own brand. As suppliers in low-wage nations like Indonesia and Thailand, Adidas and Nike have considerable control over these factories, which they can readily move between. When Nike doesn't create its own footwear, it uses private contractors in Vietnam to do it. On the other hand, footwear consumers have power since they may readily switch brands for a variety of reasons, including price and stylistic preferences. Because of their loyalty, consumers may lose this influence if they exclusively purchase things from a single firm (WOOLF, 2017).
[bookmark: _Toc100769373]8. Conclusion
Brand positioning and sales are the primary goals of an organization's marketing strategy. This includes Adidas' awareness of its customers' demands and the development of creative goods that meet those needs. In addition to producing footwear, clothing, and accessories, Adidas is a German global enterprise. Since 1949, Adidas has been in the footwear and clothing sector. As a result, the company's supply chain and distribution networks are extensive. It's not difficult for a newcomer to set up a manufacturing facility and begin operating in the market. It would be difficult to overtake Adidas, a well-established brand. For the new enterprises, the company's marketing and research efforts will be unmatched and the company's economies of scale will not be viable to reproduce. New enterprises will have a tough time gaining the brand's goodwill and easy access to the company's new distribution channels, both of which have evolved over time (MBA.skol, 2022). As a result, the prospect of new entrants has virtually little impact on Adidas. To begin a new business, it is critical to know where the money will come from. Adidas understands that it has a lot of competition which is a major problem as other major brands like Nike and Puma are producing equally similar quality, price, and features that are almost same between the brands, these companies are equally coming out with effective marketing and R&D efforts, Adidas understands that and merely relies on its brand and reputation in order to win this battle against other major brands therefore Adidas has a five-year goal is best served by a concept called Own the Game, which enables the company's employees to genuinely own the game. All of our efforts are centered on 'Own the Game,' which means that our employees are the ones who make it all come to life. It's all about cultivating a work culture and atmosphere that encourages employees to flourish, achieve success, feel a sense of community, and like their jobs. Adidas' People Promise reflects their 'Impossible is Nothing' mentality. Our recommendation for the German sports company is to lower its vision statement in light of these facts. 
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