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ADIDAS – AN EVALUATION OF COMPETITIVE STRATEGY.
Strategic Management & Sustainability Report.



This report is based upon answering the following questions:




1. Identify the competitive strategy that Adidas have utilised in order to develop their current competitive position, giving examples of actions they have taken to accomplish this strategy.

2. Critically evaluate the competitive strategy that Adidas has utilised in the development of their competitive position. Your evaluation should recognise the advantages and limitations of this strategy in the current environment.

3. Make appropriate recommendations for ways forward for the organisation, based on your findings.
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[bookmark: _Toc530564152]Executive Summary

[bookmark: _GoBack]The following report provides a concise analysis and critical evaluation of Adidas’ competitive strategy. Methods include Bowman’s clock, SWOT and stakeholder analyses supported by build theories, statistics and examples. Results of this analysis prove that the company has deployed an appropriate strategy to suit conditions, but may be focusing more on achieving its optimistic mission than its vital internal structure.

The report finds that the company is in a positive strategic position moving forwards, but shows one crucial weakness. The ‘parent’ brand Adidas is effectively carrying Reebok, TaylorMade Golf and Runtastic in pecuniary terms which must change to compete with Nike. Recommendations suggest adapting their optimistic mission to focus on key market gains such as the U.S. and put emphasis on strengthening internal affairs.


















[bookmark: _Toc530564153]1.0 Introduction
Managing strategy is concerned with identifying, selecting and implementing a company’s long tem goals (Drucker, 1986). Business level strategy involves aligning resources and competencies with external threats and opportunities (Jeffs, 2008, p.206). Competitive strategy outlines the approach ‘a company adopts’ to achieve competitive advantage in the external market (Doyle, 2011, p.192). Build strategies outline specific routes to expand activity. This is suited to the growth markets that Adidas operates in. Organisations can focus on competitor confrontation, position defence, attacking niche positions, harvesting or divestment (Martin, 2010). There is no ‘one-size-fits-all’ strategy so elements of various methods are often deployed (Quain, 2018). 

This report draws upon relevant theory, data and literature to critically evaluate Adidas’ current position in the global market. It will further assess how the brand has achieved this position and provide recommendations to meet targets whilst maintaining a competitive edge.

[bookmark: _Toc530564154]1.1 Company background
The Adidas group, founded in 1924 and headquartered in Herzogenaurach, Germany is the holding company for Adidas, Reebok, TaylorMade Golf, Runtastic and 8.33% of Bayern Munich football club (Statista, 2018a). The ‘core brands’ (Adidas, 2018a) and focus of this report are Adidas and Reebok.

Their mission is simply ‘to be the best sports company in the world’ (Adidas, 2018a). Adidas suggest ‘best’ refers to design and build quality resulting in improved ‘market share, leadership and profitability’. The company outline fundamental initiatives as; remaining an ‘authentic sports brand’, investing in high potential markets, creating flexible supply chains, innovation, sustainability and generating ‘long-term shareholder value’ (Adidas, 2018b).

Adidas is the second largest global sports company in terms of brand value (Green, 2017). With Nike’s recent failure of the controversial Kaepernick marketing campaign, Adidas has witnessed unprecedented growth. This is illustrated by analysing respective gross sales in the North America region for the first quarter of 2018. Adidas reported an increase of 25% whereas Nike’s growth decelerated to 3% (Garcia, 2018).

[bookmark: _Toc530564155]1.2 Competitive strategy/business level strategy
Porter (2008a, p.26) suggests competitive strategy can be defined as ‘developing a broad formula for…a business…to compete, what it’s goals should be and what policies will be needed’ to achieve competitive advantage. Porter (1980, cited by Barth, 2000) also states rapid growth can ‘mask strategic errors’ allowing companies to prosper without equilibrium between strategy and structure. This is pertinent as Adidas are undergoing rapid growth with revenues up 35% in North America in 2017 and continuing to rise in 2018 (Green, 2018). 

[image: ]Competitive strategy outlines how resources are applied to generate competitive advantage considering external and internal parameters (Hatten et al. 1978, cited by Nandakumar et al., 2010). Competitive advantage should be the primary focus of strategy and can be achieved by undercutting competitors on price or providing a differentiated offering (Porter, 2008b, pp.36-51). Mintzberg and Waters (1985) suggest planned strategy may change due to internal and external factors. See appendix A.
Appendix A: McEwan, 2011 (adapted).

Effective strategies limit these impacts utilising strategic management tools. Bowman and Faulkner’s 1997 strategy clock is an elaboration of Porter’s generic strategy. It outlines 8 strategic routes to competitive positions in relation to price and perceived added value (Eyvrigh, 2016). The model will be used in conjunction with stakeholder and SWOT analyses to provide a comprehensive view of Adidas’ strategy and provide recommendations to ‘move the business forward’ (Business Analyst Learnings, 2018).  
[bookmark: _Toc530564156]2.0 Main findings
This section analyses the company’s current position. 

[bookmark: _Toc530564157]2.1 Build strategies
Adidas’ mission is ‘to be the best sports company in the world’ believing market share, leadership and profitability will follow (Adidas, 2018a). To achieve this in the volatile, fast-paced fashion and sports market, they have deployed a build strategy that includes; competitor confrontation, position defence and niche targeting. Bhasin (2018) suggests Adidas’ pivotal competitors are; Nike, Puma, Fila, Converse, New Balance, K-Swiss and Asics. These are the most directly comparable competitors although Adidas does have dynamic competition in slightly differing markets.

Statistically, the only company obstructing Adidas from achieving their mission is Nike. Nike’s brand value of $28.03bn is almost double Adidas’ $14.3bn (Statista, 2018b). Nike also has a larger global market share of performance apparel at 2.8% compared with Adidas’ 1.8% (Statista, 2018c). The following paragraphs outline the strategy Adidas has adopted to gain competitive advantage.

Highly competitive industries often feature confrontational strategies (Adler, 2011). Confrontational strategy relates to firms competing ‘head-on for their share of market by developing and exploiting…competitive advantages’ (Cooper, 1996). Kotler and Singh (1981, cited in Hooley, et al., 2008, pp. 322) outline 5 confrontational strategies being; frontal attack, flanking attack, encirclement attack, bypass strategy and guerrilla tactics. Considering Adidas’ mission, confrontation strategy is key to overcome Nike’s dominance. One example of Adidas utilising guerrilla tactics is outbidding key sponsorship deals from Nike. Nike supplied Manchester United and Arsenal’s kit for 13 years until Adidas won a £750 million deal. Adidas gained £1.5 billion revenues from replica kit sales and key exposure in the UK and European market, thus weakening Nike’s presence (Sale and Lawton, 2014). 

A second example is Reebok’s rebranding. The company has struggled recently with unfocussed marketing (Stock, 2014). However, the new “Be More Human” campaign pursuing a ‘no-pain, no-gain’ tough fitness route has improved performance (Gianatasio, 2015). Nike have limited influence in this area exemplifying bypass confrontational strategy - deliberately avoiding markets where ‘competition is strong’ (Hooley, et al., 2008, pp. 324). 

Position defence strategy relates to an organisation defending a share of the market it already dominates (Donaldson, 1987). Kotler and Singh (1981, cited in Hooley et al., 2008, pp. 325) address 6 types of defensive strategy. These are; position defence, flanking defence, pre-emptive strike, counter-offensive, mobile defence and contraction defence. Adidas have built strong relations with FIFA in recent years becoming the official sponsor of World Cup football. Subsequently, Adidas ‘gained market leadership in soccer’. Adidas displayed ‘position defence’ by extended their sponsorship of major tournaments from 2018 to 2030, thus eliminating any threat from Nike (Bryan, 2013). 

Niche markets are segments of industry where consumers with similar wants and needs are identified and targeted (Doyle, 2011). Adidas utilise ‘edgy’ design to target these niche areas (Morris, 2017). An example is the Yeezy collaboration with Kanye West. The company creates hype surrounding the high-priced, distinctive shoes which reportedly sell out in minutes (Hanbury, 2018). The prices and designs are deliberately targeted at the affluent and stylish niche in the sportswear market. 

Porter’s (1980) generic strategy defines 3 types of business strategy; cost-leadership, focus and differentiation (Stotz, 2017). The findings suggest Adidas utilise a differentiated strategy. Evidently, their approach is to sequentially focus strategy on gaining market share and competitive advantage over Nike in key areas. Once achieved, Adidas protect this share deploying methods such as signing long term deals to effectively ‘choke’ Nike from competing. Finally, they apply build strategies to contest Nike in markets where Adidas has less influence such as the U.S. This is evaluated further in the following sections.  
[bookmark: _Toc530564158]2.2 General overview of appropriate strategy
Adidas’ operational markets draw aspects from monopolistic competition and oligopolies. This varies between products and business subcultures. Richards (2018) suggests the market paradigm can often determine appropriate strategy.

Monopolistic competition is supported by numerous, sufficiently-differentiated competitors with relatively low price elasticity of demand (Nikaido, 2015, pp.127). Justification is provided in appendix B. 
[image: ]
Appendix B: Adidas, 2018c., Asics, 2018., Puma, 2018., New Balance, 2018. and Nike, 2018.

Alger (2018) states that the above men’s running shoes are directly comparable products apropos of technology and reviews. High variation in price evinces Adidas’ negligence of cost-leadership strategy. Where price is inelastic, cost-leadership is unnecessary. Adidas emphasises technological superiority and brand loyalty to push sales despite the highest price. This further reinforces the claim of following a differentiated strategy.

Oligopolies occur where several firms dominate the clear majority of a market with high barriers to entry. However, firms have reduced influence upon price (Friedman, 1983). Therefore, strategy is ‘extremely important’ when deciding to compete or collude with rival firms and whether to compete on price (Economics Online, 2017). As previously established, Adidas’ mission is to be the best sports brand in the world and they do not follow cost-leadership strategy. Hence, most product lines, unless sufficiently differentiated in design, will approximately observe industry standardised retail prices. Adidas subsequently put heavy emphasis on technological superiority and branding to drive sales (Adidas, 2018c).
It therefore appears Adidas are following the correct strategy to prosper within their macro-environment and operational markets.
[bookmark: _Toc530564159]3.0 Analysis of Adidas’ strategy
This section utilises strategic management tools to analyse Adidas’ strategy and initiatives.
[bookmark: _Toc530564160]3.1 Bowman’s strategy clock
Bowman’s clock analyses competitive position relative to competitor’s offerings (Dănălache, 2018). This model requires managers to ‘understand what customers…perceive as value’ and relative pricing of products or services (Bowman, 2006, pp. 122).  Scholes (2008) advocates the model’s importance regarding an organisation’s choice of strategy. Appendix C is adapted to show Adidas’ position.
[image: ]Appendix C: Bowman and Faulkner, 1995 (adapted).
Options 6, 7 and 8 are not viable routes as consumers will scarcely purchase from companies where perceived value is inferior to price (Ghassan, 2014). Adidas has clearly avoided these positions with a global sales increase of 10% in 2018 (Jahns, 2018). This added value can be attributed to emphasis on technological advancements such as the ‘Ultraboost’ and ‘Climacool’ ranges and elite sponsorship deals. In accordance with Porter’s generic strategy, this further supports Adidas following a differentiated to focused differentiated strategy.

[bookmark: _Toc530564161]3.2 Stakeholder analysis
Leading expert R. Edward Freeman (2010) suggests a stakeholder is anyone with a legitimate claim upon a business, not just financial association. Stakeholder analysis is the process of identifying these groups, their interests and assessing influence to build successful relationships (CMI, 2018). Identifying key stakeholders is therefore integral to implementing a successful strategy. The Adidas Group (2008) categorise stakeholders into 6 groups displayed in appendix d.
[image: ]
Appendix D: Adidas Group, 2008 (adapted).

Understanding the power and interest of stakeholders is crucial when prioritising resources and effort. Adidas (2013) suggest prioritisation is key to; make informed strategic decisions, resolve issues, build relationships, strengthen customer loyalty and share learning. Appendix e demonstrates the power and influence of Adidas’ stakeholders.
[image: ]Shareholders

Appendix E: Thompson, 2015 (adapted).

Justification of one stakeholder position in each quadrant is as follows:
· CEO & Senior Management:
The CEO and senior managers are responsible for establishing policy, ‘managing relations…and handling external affairs’ (Boddy, 2014). This means they are predominant influencers of Adidas’ performance with high power and interest.
· Outsourced Factory Workers:
Outsourced workers are easily replaceable. In 2011, Indonesian subcontractor PT Kizone liquidated and deferred payment of $3million severance to 2,700 employees. Contractual clauses meant Adidas refused to provide ‘unpaid benefits of its contractor’ (Business & Human Rights Resource Centre, 2014). Contractually, workers have minimal power as they aren’t the direct responsibility of Adidas operating in countries with contentious health and safety laws. Interest in company performance is low as other manufacturers recruit the same subcontractors.
· Governing Bodies:
Globalisation means large firms must abide by laws of numerous governing bodies. These can restrict or assist business activity, indicating high power and lower interest. A recent example is worker safety charges in California design studio where a machine crushed an employee’s arm warranting a $45,000 fine (Rolfsen, 2018). On the contrary, Adidas and Reebok have filed a multimillion-dollar lawsuit against 196 retailers selling counterfeit products, thus protecting their market share and eliminating false competition (Lean, 2018).
· Environmentalists:
Adidas’ environmental impact is good, even featuring a collaboration with ‘Parley’ of 100% recycled materials (Robertson, 2017). Yet recent environmental trends have facilitated increased interest in corporate social responsibility. This group has high interest in activity but relatively low impact unless environmental laws are breached. 

[bookmark: _Toc530564162]3.3 SWOT analysis
SWOT Analysis ‘is a planning process’ that assesses; strengths, weaknesses, opportunities and threats to ‘determine new leads to follow’ (Fallon, 2018). Appendix F applies this model to Adidas.
[image: ]
Appendix F: Boddy, 2014 (adapted).

Justification for key points:

· Strength – Strong branding.
A strength of Adidas is strong branding. Their 2005 acquisition of struggling brand Reebok is becoming prosperous. Both companies were global industry leaders between 1970 and 1990 with strong groundings in the reappearing retro fashion trend (Bain, 2017). Both brands provide complimentary offerings creating ‘brand desirability’ whilst ‘sharpening the focus’ of product portfolios to ‘reduce complexity’ (Adidas, 2018b). Both brands can be referred to as ‘stars’ relative to Henderson’s 1970 BCG matrix (Kasi, 2018). 
· Weakness – Economies of scale vs. Nike.
Adidas’ mission of being the ‘best’ has positioned strategic focus towards confronting Nike. Therefore, their predominant weakness is scale. Adidas are making ground on the market leaders, however they are still ‘much smaller’ (Garcia, 2018). This limits Adidas’ investment power highlighted by the brand’s top player sponsorships. Nike invested $19.5million in Cristiano Ronaldo whereas Adidas afforded only a $4m endorsement deal with Gareth Bale (Nielsen Sports, 2017). 
· Opportunity – Expansion in markets.
Adidas’ aggressive strategy finds them expanding rapidly in markets where they have previously had weaker influence. Despite the previously mentioned scale, Adidas sales are ‘outpacing’ Nike due to their differentiated strategy, technological advancement and designs (Fickenscher, 2018).
· Threat – Reliance on outsourcing.
Adidas outsources 93% of production to third party manufacturers in Asia (Bhasin, 2018). This figure has been steadily increasing. In 2017, 44% of Adidas’ products were manufactured in Vietnam, compared with 31% in 2013 (Wolf, 2018). Heavy reliance on outsourcing can; reduce control, increase lead times and cause media controversy surrounding ethicality. 

[bookmark: _Toc530564163]3.4 Advantages
Adidas has employed the correct strategy to suit current market conditions. Adidas is making crucial gains utilising confrontational strategy and differentiating offerings to appease Nike’s dominance. Re-targeting Reebok allows for a more cohesive front to achieve their overall mission with current figures showing an advancement on their goal.

[bookmark: _Toc530564164]3.5 Disadvantages
As highlighted, Nike has a hugely dominant position in North America. Adidas need to increase Reebok, TaylorMade and Runtastic’s scale and profitability to form a cohesive advance on Nike’s position.

[bookmark: _Toc530564165]4.0 Conclusions
In summary, Adidas have adopted an aggressive confrontational approach to a differentiated strategy. This appears to be playing to their advantage with profitability, revenue and growth figures all supporting this assumption. Their principal weakness is the scale of competition they have targeted in Nike however, the following recommendations will assist progressive growth.
[bookmark: _Toc530564166]5.0 Recommendations
1. Target market share growth in North America. 
Nike has dominated the North America region for decades despite crucial market gains. The USA accounts for 37% of global market sales and 20% of Adidas’ revenue. This is further supported by Adidas’ CEO Kasper Rorsted who suggests “there’s still a lot of potential” to be “significantly larger and more profitable” in the region to compete with Nike (Jahns, 2017). 
2. Strengthen internal affairs before attacking Nike.
Adidas mission is an optimistic one. The key to achieving global superiority appears to be the crucial North American market which dominates a major share of global sales. Nike currently controls 50.8% of this market compared to Adidas’ 7.4% (Ratner, 2017). Further analysis highlights ‘question-mark’ brands TaylorMade and Runtastic as potential hindrance to growth. A more appropriate strategy might first overcome this and strengthen Reebok to resolve any indifferences between strategy and structure before attacking Nike.
3. Strengthen Reebok brand.
Reebok has financially struggled for years. Some Adidas shareholders recently called for its sale (Reuters, 2016). However, the new ‘tough fitness’ rebranding has boosted figures. Net profit rose 20% in the first half of 2018 and gross sales beat forecasts by a million dollars. CEO Kasper Rorsted suggests the company is on track to be into ‘black territory’/profitability by 2020 (Meredith, 2018). This hints at a rebranding success for Reebok. Nurturing this strategy and brand would provide Adidas a more holistic approach to tackle Nike.
[bookmark: _Toc530564167]Reference list

Adidas ‘Stakeholder Relations Guidelines’ 2013. https://www.adidas-group.com/media/filer_public/2013/07/31/stakeholder_relations_guideline_2012_en.pdf [Accessed: 16 November 2018].

Adidas ‘Adidas – Company Profile’ 2018a. https://www.adidas-group.com/en/group/profile/ [Accessed: 05 October 2018].

Adidas ‘Corporate Strategy’ 2018b. https://www.adidas-group.com/en/investors/group-strategy/#/unsere-mission-das-weltweit-beste-sportartikelunternehmen-sein/ [Accessed: 05 October 2018].

Adidas ‘Materials’ 2018c. https://www.adidas-group.com/en/sustainability/products/materials/ [Accessed: 15 November 2018].

Adidas Group ‘Our Stakeholders’ 2008. http://sustainabilityreport.adidas-group.com/en/SER2007/c/c_1.asp [Accessed: 16 November 2018].

Adler, R. W. (2011) ‘Performance management and organizational strategy: How to design systems that meet the needs of confrontation strategy firms’ The British Accounting Review, 43(4), 2011, pp.251-263. [Online] Available at: https://www.sciencedirect.com/science/article/abs/pii/S0890838911000692 [Accessed: 12 November 2018].

Bain, M. (2017) ‘Nike is still the king of the sneaker industry, but even great empires can fall’. https://qz.com/1067801/nikes-iron-grip-on-the-sneaker-market-is-slipping/ [Accessed: 17 November 2018].

Barth, H. (2000). ‘Does the fit between competitive strategy and administrative mechanisms lead to superior performance? – A comparison of new technology-based small firms and traditional small firms’, 2000 Babson College/Kauffman Foundation Entrepreneurship Research Conference. Babson College, Boston 8-10 June 2000. Lulela, Sweden: Lulea University of Technology, pp. 3-4.

Bhasin. H. (2018) ‘Top 10 Adidas competitors – Adidas competitor analysis’. https://www.marketing91.com/top-10-adidas-competitors/  [Accessed: 12 November 2018].

Boddy, D. (2014) Management: An Introduction. 6th edn. Harlow: Pearson Education.

Bowman, C. (2006) The Oxford Handbook of Strategy: A Strategy Overview and Competitive Strategy. Oxford: Oxford University Press.

Bryan, V. (2013) ‘Adidas extends World Cup soccer sponsorship until 2030’. https://www.reuters.com/article/us-soccer-world-adidas-sponsor/adidas-extends-world-cup-sponsorship-until-2030-idUSBRE9AK0NX20131121 [Accessed: 14 November 2018].

Business Analyst Learnings ‘VRIN Framework/VRIO Analysis’ 2018. https://businessanalystlearnings.com/ba-techniques/2017/5/1/vrin-frameworkvrio-analysis [Accessed: 11 October 2018].

Chartered Management Institute ‘Stakeholder Analysis and Management’ 2018. https://www.managers.org.uk/knowledge-bank/stakeholder-analysis-and-management [Accessed: 16 November 2018].

Cooper, R. (1996) ‘Lean Enterprises and the Confrontation Strategy’ The Academy of Management Executive, 10 (3), 1996, pp.28-39. [Online] Available at: https://www.jstor.org/stable/4165336?seq=1#page_scan_tab_contents [Accessed: 12 November 2018].

Dănălache, F. (2018) ‘The Way to Efficiency’ FAIMA Business & Management Journal, 6 (2), 2018, pp.3-4. [Online] Available at: https://search-proquest-com.ezproxy.uwtsd.ac.uk/docview/2078625938?accountid=130472&rfr_id=info%3Axri%2Fsid%3Aprimo [Accessed: 15 November 2018].

Donaldson, L. (1987) ‘Strategy and structural adjustment to regain fit and performance: In defence of contingency theory’ Journal of Management Studies, 24 (1), 1987, pp.1-25. [Online] Available at: https://onlinelibrary.wiley.com/doi/abs/10.1111/j.1467-6486.1987.tb00444.x [Accessed: 12 November 2018].

Doyle, C. (2011) A Dictionary of Marketing. 3rd edn. Oxford: Oxford University Press. [e-book] Available at: http://www.oxfordreference.com.ezproxy.uwtsd.ac.uk/view/10.1093/acref/9780199590230.001.0001/acref-9780199590230-e-0354 [Accessed: 10 November 2018].

Drucker, P. F. (1986) Management: Tasks, Responsibilities, Practices’, New York: Truman Talley Books. [e-book] Available at: http://irpublicpolicy.ir/wp-content/uploads/2018/05/Management-Tasks-Responsibilities-Practices-by-Peter-Drucker-irpublicpolicy.pdf [Accessed: 15 November 2018].

Economics Online ‘Oligopoly’ 2017. http://www.economicsonline.co.uk/Business_economics/Oligopoly.php [Accessed: 15 November 2018].

Eyvrigh, G. M. (2016) ‘A Review of Marketing Strategies’ Kuwait Chapter of the Arabian Journal of Business and Management Review, 6 (1), 2016, pp.77-83. [Online] Available at: https://search-proquest-com.ezproxy.uwtsd.ac.uk/docview/1809579795?accountid=130472&rfr_id=info%3Axri%2Fsid%3Aprimo [Accessed: 16 October 2018].

Fallon, N. (2018) ‘SWOT Analysis: What It Is and When to Use It’. https://www.businessnewsdaily.com/4245-swot-analysis.html [Accessed: 17 November 2018].

Freeman, R. E., Harrison, J. S., Wicks, A. C., Parmar, B. L. and De Colle, S. (2010) Stakeholder Theory: The State of the Art. Cambridge: Cambridge University Press. [e-book] Available at: https://books.google.co.uk/books?id=xF8-WN1QlIMC&dq=freeman+stakeholder+theory&source=gbs_navlinks_s [Accessed: 16 November 2018].

Friedman, J. (1983) Oligopoly Theory. Cambridge: Cambridge University Press. [e-book] Available at: https://books.google.co.uk/books?id=-hg4AAAAIAAJ&dq=oligopoly&source=gbs_navlinks_s [Accessed: 14 November 2018].

Garcia, A. (2018) ‘Clash of the Titans: Adidas and Nike continue to battle it out’. https://money.cnn.com/2018/04/16/news/companies/adidas-nike-sportswear/index.html [Accessed: 05 October 2018].

Ghassan, S. (2014) ‘Positioning Strategies Development’ Annals of the University of Oradea: Economic Science, 23 (1), 2014, pp.979-988. [Online] Available at: http://anale.steconomiceuoradea.ro/volume/2014/n1/107.pdf [Accessed: 16 November 2018].

Gianatasio, D. (2015) ‘Reebok Is Quietly Emerging as a Challenger Brand to Contend With’. https://www.adweek.com/brand-marketing/reebok-quietly-emerging-challenger-brand-contend-163074/ [Accessed: 14 November 2018].

Green, D. (2017) ‘Adidas fixed its biggest mistake and became the second-biggest sportswear brand in America’. http://uk.businessinsider.com/why-adidas-is-focusing-on-the-us-market-2017-3 [Accessed: 05 October 2018].

Green, D. (2018) ‘Adidas is banking on the hottest trend in sportswear to defy the American curse that’s haunting Nike and Under Armour’. http://uk.businessinsider.com/adidas-apparel-trends-vs-nike-under-armour-2018-3 [Accessed: 05 October 2018].

Hanbury, M. (2018) ‘Kanye West’s secret to building a footwear empire to compete with Nike’. http://uk.businessinsider.com/how-kanye-west-made-yeezy-brand-a-success-2018-4?r=US&IR=T [Accessed: 14 November 2018].

Hooley, G. J., Piercy, N. and Nicoulaud, B. (2008) Marketing strategy and competitive positioning. 4th edn. Harlow: Financial Times Prentice Hall. [e-book] Available at: https://www-dawsonera-com.ezproxy.uwtsd.ac.uk/readonline/9781408211946 [Accessed: 12 November 2018].

Jahns, M. (2017) ‘Adidas CEO Kasper Rorsted targets US market and remains committed to Reebok’. https://www.ispo.com/en/companies/how-adidas-plans-attack-nike-usa [Accessed: 14 November 2018].

Jahns, M. (2018) ‘Adidas presents strong first quarter 2018 results’. https://www.ispo.com/en/companies/adidas-grows-rapidly-2018-reebok-still-declines [Accessed: 15 November 2018].

Jeffs, C. (2008) Strategic Management. Los Angeles: Sage Publications. [e-book] Available at: https://www-dawsonera-com.ezproxy.uwtsd.ac.uk/readonline/9780857023148 [Accessed: 10 November 2018].

Kasi, A. (2018) ‘BCG Matrix of Adidas’. https://bcgmatrixanalysis.com/bcg-matrix-of-adidas/ [Accessed: 17 November 2018].

Lean, R. (2018) ‘Adidas and Reebok Bring Multimillion-Dollar Lawsuit Over Pirated Kanye West Designs’. https://www.law.com/dailybusinessreview/2018/11/05/adidas-and-reebok-bring-multimillion-dollar-lawsuit-over-pirated-kanye-west-designs/?slreturn=20181016173327 [Accessed: 16 November 2018].

Martin, R. L. (2010) ‘Five Questions to Build a Strategy’. https://hbr.org/2010/05/the-five-questions-of-strategy [Accessed: 10 November 2018].

Meredith, S. (2018) ‘Adidas reports rise in second-quarter net profit, confirms full-year outlook’. https://www.cnbc.com/2018/08/09/adidas-reports-rise-in-second-quarter-net-profit-confirms-full-year-o.html [Accessed: 17 November 2018].

Mintzberg, H., and Waters, J. (1985) ‘Of Strategies, Deliberate and Emergent’ Strategic Management Journal, 6 (3), 1985, pp.257. [Online] Available at: https://search-proquest-com.ezproxy.uwtsd.ac.uk/docview/1305775338?accountid=130472&rfr_id=info%3Axri%2Fsid%3Aprimo [Accessed: 15 November 2018].

Morris, L. (2017) ‘How Adidas slyly became the most relevant sports brand’. https://graziadaily.co.uk/fashion/news/adidas-slyly-became-relevant-sports-brand/ [Accessed: 14 November 2018].

Nandakumar, M. K., Ghobadian, A. and O’Regan, N. (2010) ‘Business-level strategy and performance: The moderating effects of environment and structure’ Management Decision, 48 (6), 2010, pp. 907-939.

Nielsen Sports ‘Battle of the Brands: Nike vs. Adidas’ 2017. https://nielsensports.com/nike-vs-adidas/ [Accessed: 17 November 2018].

Nikaido, H. (2015) Monopolistic Competition and Effective Demand. (PMSE-6). 5th edn. New Jersey: Princeton University Press. [e-book]. Available at: https://books.google.co.uk/books?id=zY59BgAAQBAJ&dq=monopolistic+competition&source=gbs_navlinks_s [Accessed: 14 November 2018].

Porter, M. E. (1980) Competitive Strategy: Techniques for Analyzing Industries and Competitors. New York: The Free Press.

Porter, M. E. (2008a) Competitive Strategy: Techniques for Analyzing Industries and Competitors. New York: The Free Press. [e-book] Available at: https://books.google.co.uk/books?id=Hn1kNE0OcGsC&printsec=frontcover&dq=porter+competitive+strategy&hl=en&sa=X&ved=0ahUKEwiU9JWose_dAhWOC-wKHT79C3cQ6AEIKTAA#v=onepage&q=porter%20competitive%20strategy&f=false [Accessed: 05 October, 2018].

Porter, M. E. (2008b) Competitive Advantage: Creating and Sustaining Superior Performance. 11th edn. New York: The Free Press.

Quain, S. (2018) ‘What Are the Four Major Types of Competitive Strategies?’. https://yourbusiness.azcentral.com/four-major-types-competitive-strategies-6166.html [Accessed: 10 November 2018].

Ratner, J. (2017) ‘Nike vs. Adidas: The three stripes is making gains on the swoosh — but that doesn't tell the whole story’. https://business.financialpost.com/investing/trading-desk/nike-vs-adidas-the-three-stripes-is-making-gains-on-the-swoosh-but-that-doesnt-tell-the-whole-story [Accessed: 17 November 2018].

Reuters ‘New Adidas CEO Is Planning to Overhaul Reebok’ 2016. http://fortune.com/2016/11/03/adidas-ceo-reebok/ [Accessed: 17 November 2018].

Richards, L. (2018) ‘Which Type of Strategy Is Most Appropriate for Your Organization?’. https://smallbusiness.chron.com/type-strategy-appropriate-organization-4624.html [Accessed: 14 November 2018].

Robertson, L. (2017) ‘How Ethical is Adidas?’. https://goodonyou.eco/adidas-ethical/ [Accessed: 16 November 2018].

Rolfsen, B. (2018) ‘Kanye West’s Adidas Design Studio faces Worker Safety Charges (1)’. https://www.bna.com/kayne-wests-adidas-n57982093805/ [Accessed: 15 November 2018].

Sale, C. and Lawton, M. (2014) ‘Manchester United seal £750M kit deal with Adidas after ending 13 seasons with Nike’.  https://www.dailymail.co.uk/sport/football/article-2691296/Manchester-United-seal-70m-year-kit-deal-Adidas-ending-13-seasons-Nike.html [Accessed: 14 November 2018].

Scholes, K. (2008) ‘Scholes 08 The Strategy Clock – Scholes.wmv’ YouTube. Available at: https://www.youtube.com/watch?v=qJjbBH-gvbo [Accessed: 16 November 2018].

Statista ‘Adidas – Statistics & Facts.’ 2018a. https://www.statista.com/topics/1257/adidas/ [Accessed: 05 October 2018].

Statista. ‘Nike – Statistics & Facts.’ 2018b. https://www.statista.com/topics/1243/nike/ [Accessed: 12 November 2018].

Statista. ‘Market share of clothing and apparel brands worldwide 2017’ 2018c. https://www.statista.com/statistics/856454/market-share-of-the-leading-clothing-and-apparel-brands-worldwide/ [Accessed: 12 November 2018].

Stock, K. (2014) ‘How Reebok Lost Its Game: A Three-Sport Strategy’. https://www.bloomberg.com/news/articles/2014-10-20/how-reebok-lost-its-game-a-three-sport-story [Accessed: 14 November 2018].

Stotz, A. (2017) ‘Michael Porter’s Three Types of Business Strategy’. https://www.valuewalk.com/2017/05/michael-porter-three-types-business-strategies/ [Accessed: 14 November 2018].

Wolf, C. (2018) ‘Nike and Adidas Are Moving Away from Manufacturing in China’. https://www.gq.com/story/nike-adidas-shifting-production-asia [Accessed: 17 November 2018].

















[bookmark: _Toc530564168]Appendices
A. Mintzberg and Waters 1985 model (adapted). 
· McEwan, R. (2011) ‘Mintzberg and Waters’ strategy model’. https://strategynz.blogspot.com/2011/06/mintzberg-and-waters-strategy-model.html [Accessed: 15 November 2018].
B. Branded price comparison of similar products (adapted).
· Adidas ‘Ultraboost shoes’ 2018c. https://www.adidas.co.uk/ultraboost-shoes/BB6171.html [Accessed: 15 November 2018].
· Asics ‘Gel-Kayano 25’ 2018. https://www.asics.com/gb/en-gb/gel-kayano-25/p/1011A019-021.html [Accessed: 15 November 2018].
· New Balance ‘Fresh Foam Lazr Classic’ 2018. https://www.newbalance.co.uk/sports/running/?searchSource=running [Accessed: 15 November 2018].
· Nike ‘Nike Epic React Flyknit’ 2018. https://www.nike.com/gb/t/epic-react-flyknit-running-shoe-Gml8Hr [Accessed: 15 November 2018].
· Puma ‘Cell Ultimate Men’s Trainers’ 2018. https://eu.puma.com/uk/en/pd/cell-ultimate-mens-trainers/191276.html?dwvar_191276_color=Puma%20Black [Accessed: 15 November 2018].
C. Bowman’s clock – Adidas (adapted).
· Bowman, C. and Faulkner, D. (1995) The Essence of Competitive Strategy. Harlow: Financial Times Prentice Hall. 
D. Stakeholder Analysis – Adidas (adapted).
· Adidas Group ‘Our Stakeholders’ 2008. http://sustainabilityreport.adidas-group.com/en/SER2007/c/c_1.asp [Accessed: 16 November 2018].
E. Stakeholder Power and Interest – Adidas (adapted).
· Thompson, R. (2015) ‘Stakeholder Analysis – Winning Support for Your Projects’ https://www.mindtools.com/pages/article/newPPM_07.htm [Accessed: 16 November 2018].
F. Adidas SWOT analysis (adapted).
· Boddy, D. (2014) Management: An Introduction. 6th edn. Harlow: Pearson Education.

1

3

image2.png
—

Deliberate Strategy

L

Unrealised Emergent
Strategy Strategy

Intended/Planned
Strategy

Realised Strategy




image3.png
Adidas Asics Puma New Balance Nike
Ultraboost Gel-Kayano 25 cell uttimate Fresh Foam Lazr  Epic React Flyknit

= R

£169.95 £155.00 £20.00 £129.95





image4.png
High

(Perceived Added Vaue}

Lo

4
oerenvaven
2 s
syena
" Focused
2 s
tow price/Cost Tcreased
Leodershiv price/tardrd
1 7
towprcé/Low Stategies Destned
ded Vaue for Fature
8
Low valve/
Stondors Prce
Tow tPrice) High





image5.png
1.Employees
Direct employees
of the Adidas

Group.
6.Customers 2.Authorisers
Professionals, Governments,
athletes, Sharcholders,
Distributors & Associations &

\

ddidas

Stakeholder

Analysis
5.0pinion \
e 3.Partners

Unions, Suppliers

Media, =
Community & ervice
Interest Groups. Providers.

4.Workers
of suppliers and
distributors




image6.png
Governing
Bodies

A

Trade Unions

Monitor

{Power}

A

Product Testers

A
Outsourced Factory
Workers

Low

Low

Manage Closely

A
Collaboration

Partners

Keep Informed

{interest}

CEO & Senior
Management

A

Line Managers

A

Direct Employees

Distributors &
Retailers

Outsourced Factory
Management

A

Environmentalists

High




image7.png
STRENGTH

Strong branding - legacy/ heritage.
Diversified product portfolio.

Good financial position, despite recent
Reebok losses.

Economies of scale and distribution
network.

Strong collaborations and celebrity
endorsements.

Innovative technology and design.
Second largest sports company in the.
world.

(OPPORTUNITY

Expansion in markets.

Emerging ‘Retro’ fashion trend with
established Adidas Originals and
Reebok classic lines.

Expansion of prodct lines.

‘Runtastic’ and ‘TaylorMade Golf’ room
for growth and profitability.

Increased global demand for premium
products - Yeezy collabration.
Backwards Integration.

WEAKNESS

1. Premium pricing as previously
ilustrated — priced out of less affluent
markets.

Economies of scale vs. Nike.

Optimistic mission statement.

Growth of smaller competitors

(PUMA).

Ownership of ‘Question Mark’
companies ‘Runtastic’ and ‘TaylorMade
Golf.

THREAT

Scale of Nike's operation.

Nike dominance in key markets.
High reliance on outsourcing ~ lead
times and less control of price.
Brexit and volatile global economic
political standing.

Over reliance on outsourcing
production.





image1.png
shutterstock.com - 576058687




