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[bookmark: _Toc530952008]Executive Summary
Adidas is professional sports footwear and equipment makers and distributing all around the world. They made lots of strategies that lead to being one of the good competitors in the world among the famous companies in this business such as Nike, Puma, New Balance etc. these strategies and competitions had an advantage for Adidas to reach the top of the mountain of achievement. In this journey, some of these decisions had not got benefits such as a strategy to buy Reebok to bypass these company or not good enough speed to produce new products. After these studies, we found out the Adidas companies needs to learn more about successful cases such as Jordan Brand and they require fresh and expert local manger in some areas to push up the company more than before.    
[bookmark: _Toc530952009]Introduction
In this report, we have looked at the Adidas company in the market and research on marketing strategy, market competition, advantage and limitations of their strategy that are lead to improve the Adidas company (Adidas 2017a) as an international company. Also, find out what significant aspects are affected on marketing mix that increasing trend line of growth and accomplishment of the brand. Also, how critically evaluate the competitive strategy Adidas has utilised in the development of their competitive position. In the end, we will provide some information that based on our opinion recommendation to improve and development of Adidas company.
[bookmark: _Toc530952010]Marketing and Branding Strategies of Adidas
It is clear that Adidas wants to be the best sports company in the world and the best for them means producing the best sports product in terms of design, quality, friendly environments and recycle-able and also, it includes the best service and knowledge in right way. They believed that when their customers, athletics, teams and groups, stakeholder and companion say about them: “They are the best”.
[bookmark: _Toc530952011]History and branding 
Adidas company founded in 18th August 1920 and headquartered in Herzogenaurach, Germany by Adolf Dassler to design, development, manufacture and distribute sports shoes. These products included footwear, apparels and hardware such as athletic shoes, sports shoes, bags and balls under the Adidas Group are Adidas, Reebok, TaylorMade Golf, Adams Golf, Ashworth and CCM Hockey (Adidas 2017b) (Runrepeat.com 2018). The German has won the soccer world cup in 1954 which was started introducing of the Adidas brand to worldwide. Some of the commercials were not successful in middles of 80 decades. Finally, they found some investors and they put their share in Frankfurt's exchange market in 1995 and they bought Reebok in 2006 because they do not want to lose competitive with Nike and US marketing. Adidas growing up and achieve to revenue of millions euro’s in 2010 by so many branches in the world. Nowadays, they sponsored teams and sportswear partners of London Olympics and Paralympics in 2012 (Runau 2012)(Adidas 2018). Adidas is professional manufacturer and producer of high-quality footwear, apparel and sports equipment and one of the biggest competitors in the world that they using their own marketing strategy.these products are selling across the world through retail stores, online store, franchisees and large multi-brand stores. All products have a different product line name for instance Superstars, NMD, Gazelle, EQT, etc (Runrepeat.com 2018). The Adidas name means “ All Day I Dream About Sport” and the slogan was “Impossible is nothing” that was based on the greatest advertising by Mohammed Ali Klay (West 2016) American boxer legend in 1974. After years, It changed to “All In” in 2011 and then changed again to “Adidas is All In” in 2013 which used in global marketing strategy. The aim of using the new slogan was to show the new vision of the company that provides unique products for a different group of consumers such as artist, musician, athletic, fashion, sports, etc. Adidas is headquartered in Herzogenaurach, Germany and operating across the world.
[bookmark: _Toc530952012]New three-pronged marketing strategy
Adidas to overcome weakness to distribute more products in some area such as North America that basketball was more popular than soccer and golf, make a decision to use a three-pronged strategy that was including Focus at the core of speed, cities and open source.
[image: ]
[bookmark: _Toc530951965]Figure 1: ADIDAS SOLID PLAN (Adidas 2018)

Adidas solid business strategy is based on three strategic selections that will allow them to have more focus on their consumers. They are including:
Speed – How Adidas distribute: Putting their customers at the centre of all that they prepare and serving them in high-quality services. It means that they want to make certain consumers find new and acceptable goods anywhere and anytime that they require them. Adidas will develop the first truthful fast sports company.
Cities – Where Adidas distribute: the countries that their trend of growth is higher than the other. Most of the global population and consumers live in cities that they have insight, viewpoints and purchasing choices. Adidas choose six cities which they decided to have a massive market that is including  London, Los Angeles, New York, Paris, Shanghai and Tokyo.
Open Source – How Adidas produce: they learn and share the feedback of consumers with inventors and scientist to innovate new products by teamwork that included consumers and athletics (Adidas 2018).

[bookmark: _Toc530952013]Distributing, Pricing and advertising strategy
Nike company was always a big competitor for Adidas. Nike is making footwear, apparel and sports equipment. One of the strategies of Nike was producing a specific product for basketball sport which is most common sport in America and few countries but Adidas focused on most common sports soccer and golf in the world that have higher popularity in Europe and South America. Therefore, Adidas choose six biggest capital cities that including Shanghai, New York, London, Paris, Tokyo and Los Angeles. Ronald Auschel is Sales Director of Adidas that believed the average of revenue should increase by 10% to 12% and Profit up to 22% to become successful in the city strategy and described the global corporation’s conclusion: “If we are successful in these cities, our brand will be sought-after worldwide,”. On the other hand, 100 million euro revenue was half of 2017 which is bigger than the total revenue of Austria and Switzerland (Sports Business 2017). As always, Nike also has some marketing activity in those locations.
Distribution strategy that is used to in Adidas is included indirect, direct and intensive distribution strategy.  In an indirect strategy, several channels are involved to sell the product to the customer such as department stores. In a direct strategy, the consumers have access directly to the company to buy products like Adidas online store. On the other hand, intensive distribution is using most of the ways of displaying and placing products to sell customers in the high capacity and it depends on the target of the company which is most countries such as high streets Adidas showrooms in the world (Bhasin 2017).
Price is the other element of strategy in marketing that has a significant role in the market. This strategy is required customer analysis in the Marketing strategy of Adidas to achieving sell products to the numerous customers (Mahdi et al. 2015). According to this attitude, Adidas produce the affordable product for most of the consumers and has a high price on the new product that is usable for celebrity and athletic (Haig 2006) and widely tracked in the shoe and fashion business. Adidas is a good example of the high and low pricing strategy that where the prices should higher than competitors and when should have promotional discounts to interest and encourage the consumer to buy their products(Cattani et al. 2005).
[bookmark: _Toc530952014]Competitive advantage in the Marketing strategy of Adidas
Adidas has grown between numerous tough competitors in sport and Athletic footwear, apparels and hardware market such as Nike, Puma, New Balance and others that were a strong competitive advantage for Adidas. This competition is leading Adidas company to establish on the concept of added value and in this level of competition, marketing efforts towards producing high quality and interesting design products to satisfy consumer and added new customers. The specific attribute is existing in sports fashion that defined by manufacturing firms (Berger, Christoph Piller 2003). However, these sport manufacture companies make a new fashion based on traditional sports clothing that looks the same as before but in different design in some cases these designs changing the face of traditional sports clothing. Nike was always top range on sports clothing, nevertheless, Adidas has been a successful international brand in the right ways and powerful competitor for Nike. a powerful competitive advantage for Adidas was leading the company to invented new product and update themselves in technology and using inventors to develop excellent products.
Ultimately, this development in Adidas is creating new policy and instruction of the company that is emphasized on technology to provide high-performance products such as sports shoes for a specific customer that necessary to have it to achieve high performance in sports. there are not lots of companies that can make individual and specific products for special customers. On the other hand, one of the most significant and effective advertising methods was using and associating popular celebrities and sports idols. This strategy has excellent results and encourages customers to have high-quality products that are used by significant people. Therefore, people purchase these products that introduce by inflation people and it is the spirit of motivation in marketing for customer purchasing. Celebrities and athletics are working with Adidas to make high-quality products that high value and a major factor in research, development and marketing to get an excellent result. This is the way and bases of high sales and fast-growing the Adidas company (Lynn et al. 2004).
Receiving feedback from regular customers is most important to create a high level of consumers that push forward the company to develop and keep profitable consumers in long-term and stay ahead of competitors (Lagnese 2017). According to these feedbacks and research about them carefully by questionnaires online or in local stores and using sciences to solve the problems, quality of product growing up and up. So this is a good reason for customer satisfaction (Knoji 2018).
[bookmark: _Toc530952015]Using the new technology strategy 
Technology strategy is the other strategy of Adidas company that lead to consumers have new experience by Adidas products. Therefore, new technologies are making the new filling and a new taste to using these products in the markets that increasing consumers. Some technology is help environment recycling as well and some is increasing products price that is providing for special consumers. The common technologies on Adidas sneakers are including Cloudfoam, Boost, Primeknit, Xeno, Chromatech, Climacool and Torsion System (Adidascenter.com 2018).
[bookmark: _Toc530952016]Conclusion
The marketing strategies in Adidas cove most aspect of marketing. After deep searching in their marketing find out Adidas go wrong in some section such as social media and US marketing which is shown this report concludes.
The first issue is Adidas in 2018 decided to suspend their advertising on Facebook which has an effect on online marketing (Sweeney 2018). Nowadays so many companies try to increase their advertising on social media that is a totally wrong decision which is made by Adidas. Adidas thing most of their advertisement did not see and it is waste the time and money but in fact, CMO Council found out 95% of digital media marketing required to become reliable and correct so it means future of digital media advertising is clear and this gap filled by powerful advertisement such as big company like Adidas, Nike, etc. 
The second issue is losing American tastes in their products which is lead to decreasing the profit and merging sales in North America. Some seller in America believing that managers in headquarters of Germany does not good vision and imagine from Virginia or Harlem. So, we recommended to Adidas managers to using local designer and marketing researcher to fill up this gap and improving their margins of profits in that area.
The third issue is Adidas should make a deal with athletic of America, especially, Basketballers or some sports leaders. As we know Michael Jordan went out from NBA 10 years ago but his brands still selling in high value and quantities. 
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[bookmark: _Toc530951966]Figure 2: Shoes Brands Worn by NBA Players, 2014-2015  (Peterson 2015)
The fourth issue is Adidas still too slow to change their new version products on the shelves which every 18 months stores shelves changing the products and their managers believing every six months products changing. So, it is not a good sign for Adidas marketing plan which speed is one of the most important parts of their marketing strategy (WARC 2015).
The fifth issue is some of Adidas plan to reduce competitors was wrong for instants that much money Adidas paid to owned Reebok, it was not necessary and if Adidas using that money to produce more adorable products, automatically Reebok went out from their competitors. On the other hand, Reebok had to struggle with the marketing of their products in 2005 (Peterson 2015). 
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