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1. [bookmark: _Toc496043657][bookmark: _Toc10698_WPSOffice_Level1]eXECUTIVE sUMMARY
In this report, Adidas' information is constantly being analyzed and a better corporate strategy is proposed. The choice of strategy will be based on the company's long-term development, rational allocation of resources, and the realization of stakeholder expectations. Then introduce the company's background and conduct a strategic analysis. This includes analyzing the company from different perspectives and identifying strengths and weaknesses from the background. Analyze where the company can improve, as well as the advantages of competitors, and adopt strategies based on understanding the situation on both sides. Take Porter's overall strategy as an aid to the development of corporate strategy, analyze the content of different strategies, and find out the possible development direction of the company. Based on the company's information and selected strategic approach, three examples are analyzed from the perspective of differentiation strategies and low-cost strategies. Of course, I will write the advantages and disadvantages of this strategy. Although this strategy will allow companies to charge higher prices for their products, colleagues can easily be imitated and even accidentally overtaken by competitors. Finally, I will review the entire report and summarize it, and list the references.

2. [bookmark: _Toc6559_WPSOffice_Level1][bookmark: _Toc496043658]Introduction
In this section, based on the information of Adidas, analyze and formulate the corresponding strategy. It is also necessary to demonstrate a strategic level of business and then give a competitive advantage. Finally, based on Porter's general strategy, express the role of competitive strategy in future marketing plans.
2.1 [bookmark: _Toc10698_WPSOffice_Level2]Report Remit
The strategy is based on the long-term direction of the organization, through the allocation of resources and capabilities, to achieve stakeholder expectations, and ultimately to gain an advantage in a changing environment. The company should analyze the organization's strategic capabilities and stakeholder expectations, ultimately determine the strategic position of the organization, and make strategic choices and management strategies for the future. Specifically, we need to understand the foundations of the business and enterprise aspects in the future strategy, then develop strategies based on the direction and method of development, and finally ensure that the strategy plays a role in practice.
2.2 [bookmark: _Toc6559_WPSOffice_Level2]Background of the organisation
Adidas' goal is to coordinate the business interests of the Adidas Group with the private and family needs of its employees. Work-life balance programs are proposed: family-oriented services, flexible working hours and locations, and the balance between work and life related to human development and leadership.
Adidas is divided into three series: sports performance series (three-striped logo), sports traditional series (shamrock logo), sports fashion series (spheroidal three-striped logo). The sports performance series is dedicated to the mass sports industry. Its positioning is a popular sports trend, and the price is more acceptable to the public. The sports tradition series is the classic series of Adidas. Its positioning is a retro classic trend, which is more fashionable than the sports performance series. Because the series is mostly limited products, the price is easier for middle- and high-income people to accept.
The company has operations in the global market, including Asia, Europe, and the Americas. The company's main subsidiaries are global and directly or indirectly controlled by various means, mainly divided into Germany, America, Europe, Latin America, Asia Pacific. Through its global subsidiaries, wholesalers, licensed operators and agents, ADIDAS makes its products available in almost every country in the world. 
ADIDAS has a large number of products, the most important one is soccer shoes. They has established a highly successful framework in the market, including clear definition of ownership and management rights; product-based management points; centralized management, design and development centers in Europe and North America; and regional sales subsidiary structure and establish a joint venture with the original distributor to directly improve the market position.
2.3 [bookmark: _Toc13896_WPSOffice_Level2]Strategic Analysis
Companies should conduct internal analysis as part of a situation analysis and strategic marketing plan. It analyzes organizational, marketing and financial conditions. For threats in external opportunity trading and background analysis (competition, industry, distribution, and customer analysis), strengths and weaknesses stem from internal analysis. At the same time, the company should also analyze from a macro perspective and a micro perspective. This includes both factors that the company cannot influence and factors that the company can respond directly to the environment.
2.4 [bookmark: _Toc8642_WPSOffice_Level2]Business level strategy
Business level strategies focus on how to acquire and satisfy customers, provide goods and services that meet their needs, and increase operating profit. To this end, the business-level strategy focuses on positioning itself to competitors and always understanding market trends and technology changes. Economist Michael Porter believes that there are two main types of business strategy: cost leadership and differentiation. Any business can integrate these two strategies.
2.5 [bookmark: _Toc18724_WPSOffice_Level2]Competitive advantage
Competitive advantage is the leverage of companies to competitors. This can be achieved by providing customers with better and greater value. At a lower price or higher quality advertising products or services for the benefit of consumers. The target market recognizes these unique products or services. This is the reason behind brand loyalty or why customers prefer a particular product or service.
Value proposition is important when understanding competitive advantage. If the value proposition is effective, that is, the value proposition provides better and greater value to the customer, it can create a competitive advantage in the product or service. Value propositions can increase customer expectations and choices.
[image: picture_porter_generic_strategies]
[bookmark: _Toc10698_WPSOffice_Level3]Figure 2 - 1 - Competitive Advantage 
2.6 [bookmark: _Toc19202_WPSOffice_Level2]Porter’s Generic Strategies
According to Porter’s Generic Strategies, there are three different competitive strategies that organizations can employ to create added value and distinctive features relative to their competitors. Porter differentiates the following strategies: Low costs strategy, Differentiation strategy and Focus strategy.
Porter’s Generic Strategy is a convenient aid in formulating a strategy for a business, choosing a competitive strategy to be followed plays an important role in the strategic marketing plan. This help in choosing a good competitive strategy and provide insight in making the correct choices to prevent the “stuck in the middle” principle.
The low cost strategy is based on optimizing business processes to provide a cost advantage over competitors. The focus of this strategy is to increase profit margins while constantly trying to sell products at the lowest possible price. By lowering cost prices and improving operational company processes, companies can achieve lower sales prices than their competitors. This allows for significantly better performance.
When we choose a differentiation strategy, companies try to differentiate their competitors. The purpose of doing this is to create a unique or superior image. By selecting one or more attributes of a product that is considered important, and by implementing substantial changes compared to the standard. Buyers want to pay a premium for this unique product, through which they can get better performance.
The focus strategy is to target competitors in the market niche market rather than the entire market. By focusing, producers can better understand the target market segments, through which they can better address consumer needs. Focus strategies have two possibilities: focus on cost and focus on differences. These are based on the above low-cost strategy and differentiation strategy, targeting only one market. When you are in trouble, you must make a choice in one of the above strategies. If a company does not make any clear choices, then the phenomenon of the card in the middle will reappear. They are also unlikely to have any outstanding performance.
Porter's generic strategy is a convenient and convenient means of determining a company's competitive strategy. By leveraging Porter's common competitive strategy when choosing a competitive strategy, companies can make good strategic choices and achieve above-average performance. Determining a competitive strategy plays an important role in a strategic marketing plan.
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3. [bookmark: _Toc13896_WPSOffice_Level1]Main Body
At this stage, I will determine the strategic approach taken by the company to analyze the company's situation from a macro perspective and a micro perspective. The company will simultaneously implement a low-cost strategy and differentiation strategy to ensure an effective strategic direction.
3.1 IMplementation of the strategy
Adidas has an excellent technical environment and can fully understand the needs of athletes. All along, people's aesthetic concepts have changed with the improvement of material level, which is characterized by the pursuit of healthy beauty, formal beauty and environmental beauty. In this trend, the company seized the opportunity to create dynamic sports products as a hot spot for consumption. With the help of well-known brands, even slightly outdated products will be well received by customers. The organization of the enterprise is strong, the cooperation of various departments is in good condition, the strength of the research and development department is strong, and the collective consciousness and quality of employees are high. The company has a chain of stores all over the world, with a general agent and a dedicated entity in the company.
Brand promotion model: Pyramid Type
In the company's development process, Adidas adopted a pyramid-type brand promotion model, which has an impact at three levels. First of all, the brand has attracted many athletes who want to achieve results, not only because of their need for high-performance sports equipment, but also because of the continuous innovation of Adidas, giving technical support to the players to play a high level. Secondly, the Adidas brand has appeared frequently in athletes who have been on the podium of major competitions, stimulating the needs of more potential consumers. At this level, products and word-of-mouth communication that truly meet the needs play a key role. Third, the above-mentioned athletes' brand preferences gradually penetrated into the general fitness group, which is the largest consumer group. Through this brand promotion method, coupled with the strong market foundation that Adidas already has, the influence of its brand quickly extends to all levels related to sports. From the perspective of differentiation strategy, the company has created its own image of “sports famous brand”. Adidas has great advantages in the sporting goods market and has become the world's leading brand of sporting goods.
Connect with the world's leading internet media companies: Building a Global Market Alliance
Adidas has a global market alliance with the world's leading Internet sports media companies, which means working with the two companies in the field of electronic trading and promoting the Adidas brand and its products through their websites. This globally beneficial collaboration has penetrated into Asia from the US and Europe. This cooperation will enable Adidas to benefit from the experience of its two partners in the field of electronic trading, making it possible for the three companies to use each other brands, and providing great potential for online sales of Adidas products. Second, it is a major complement to the above-mentioned electronic trading strategy by cooperating with some important retailers in electronic trading. Finally, sell your products on your own website. In order to ensure the effective implementation of the pillar strategy, Adidas has transformed the original warehouse. Establish a modern large-scale distribution center in Germany to provide distribution services for sales in Europe and the Middle East, and improve the efficiency of logistics and distribution. From a low-cost strategy perspective, Adidas and its partners have jointly promoted and improved the original warehouse. This move has led to improvements in the company's operational processes, enabling companies to achieve significantly better performance than their competitors.
Responding to the dilemma of easy product bankruptcy in the product supply chain: Interaction with Foundry Companies
Adidas and foundry companies maintain interaction to cope with the dilemma that product supply chains are prone to breakage. Adidas is mainly responsible for product design, and the foundry companies is responsible for the various process steps in the whole process of product production. The development of the product was first determined by Adidas to determine the design and material of the shoe, and then the person in the foundry companies was responsible for developing the mold. Purchasing raw materials as required, and making sample shoes at the production center of the foundry companies. After the development of the sample shoes, the first level of Adidas internal audit, review and feedback, after the evaluation of key customers, and then the final evaluation of the product. In terms of cost accounting, the foundry companies can make recommendations. For example, the quality of the products specified by the designer is high, the price is high, and the delivery time is long. In these cases, although Adidas has specified the materials in advance, the original design may be modified according to the proposal of the foundry companies. These company allow Adidas and other companies to have an inter-embedded interface. With this interface, Adidas can turn its product design into a production solution. Adidas' design success rate in the sorghum foundry companies is now over ninety percent, which guarantees the effective operation of the Adidas sports commodity kingdom. From the perspective of low cost strategy, the company has tried to reduce the consumption to a great extent. Through the division of operations with foundry companies, Adidas is able to reduce costs and improve operational processes at any time, and achieve lower sales prices than competitors.
3.2 Advantages & Disadvantages of the strategy
With the development of the company and the implementation of the strategy, we can find some of the advantages and disadvantages. In order to create revenues better, the company should correct its shortcomings in a timely manner and carry forward its advantages. By continuously improving the specific steps of the strategy, the company can achieve greater success.
The company's designers are able to adapt to the trend and innovate, which means that Adidas has a good technical environment and employee base. In the process of development, the company pays close attention to major international events such as the Olympics and constantly seeks more opportunities for long-term cooperation. This not only created our brand, but also made the company more concerned. At the same time, Adidas' product costs and prices are higher than other companies. It was not until the reform of the company's product supply chain that it improved, which also allowed Adidas to have the ability to charge higher prices.
The management of the company should not be relaxed. With the development of society, people's living standards have improved, and the requirements for products have become higher and higher. This is both an opportunity and a threat. The rise of various sports represents a concern for health, which is an opportunity for the company. Despite the increased demand for sporting goods, sports products are highly competitive and limited in variety. If you make a mistake, the company's products are easily imitated by competitors and may even be surpassed by competitors.
4. [bookmark: _Toc496043664][bookmark: _Toc8642_WPSOffice_Level1]Conclusion
In this report, Adidas' information is continuously analyzed and a better corporate strategy is proposed. First of all, the strategy can be based on the proper allocation of resources in the company's long-term development, but also to achieve the expectations of stakeholders. Then you need to introduce the company's background and conduct a strategic analysis on this basis. This includes analyzing the company's situation from different perspectives and identifying strengths and weaknesses from the background. Then analyze the advantages of the company and the competitors that can be improved, and adopt strategies based on understanding the situation of both parties. Taking Porter's general strategy as an auxiliary means of corporate strategy development, based on the analysis of different strategic content, find out the possible development direction of the company. When I search the relevant company's information on the official website, I will simply define different development directions according to the characteristics of different strategies. In the analysis process, I will judge the strengths and weaknesses of the company based on the difference between Adidas and other competitors. In the subject of the report, I will supplement the details of the strategy and give three examples to express the reliability of the strategy. Of course, I will cite the advantages and disadvantages of this strategy. Although this strategy allows companies to charge higher prices, the company's products are easily imitated and even accidentally overtaken by competitors. The management of the company continues to improve the company's deficiencies and prevent similar errors in the company from other competitors. Finally, I will review the entire report and summarize it.
4.1 [bookmark: _Toc32011_WPSOffice_Level2]Recommendations
I think the company should continue to try to lower the selling price as much as possible and beat the competitors by a lower selling price than the competition. It is also important to continually innovate and improve better products, thereby achieving significantly better performance than other companies. 
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