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To demonstrate the framework of Porter’s five forces I will be using Adidas as an example. Porter believed that by looking into and understanding the level of competitiveness, you could determine the success of that industry. Porter believes there are five factors, or five forces acting upon your organisation that will determine this; competitive rivalry, threat of new entrants, threat of substitution, supplier power and buyer power (Professional Academy n.a). Adidas are in the primary and tertiary sector as they produce and sell their own products. Adidas started in Bavaria, Germany. After first steps in his mother’s wash kitchen, small town man Adi Dassler in created his first pair of shoes in 1924 . The brand’s name itself was produced by the original creator himself putting his first name and half of his surname together. Adidas is a company that produces sportswear for all types of sport and people. Now in 2017 employing more than 60,000 people in over 160 countries, adidas produce more than 850 million product units every year and generate sales of € 19 billion (Adidas n.a). 
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(Harvard Business School n.a). 

Rivalry among existing competitors is determined by how profitable and competitive an industry is (Porter 2008). Exit barriers are high, industry of growth is slow, Products are not differentiated and can be easily substituted low customer loyalty and there are many competitors. However, Adidas’ main competitor is Nike. Nike is also a company who produce sportswear products and are also very popular and well known in the sports and clothing industry. However, Adidas’ approach does not show a competitive streak, they demonstrate how they want to change lives through the power of sport however, their rivalry is quite high as Nike is an extremely popular organisation.
When organisations compete for the same market, profits start to fall. It is essential for existing organisations to create high barriers to enter to deter new entrants (Strategic Marketing Insight n.a). The threat of new competitors is often high when customer switching costs are low, products are similar or almost identical, a low capital is required to enter the market and existing organisations do not possess trademarks and have not established brand reputation. Again, Adidas do not show their competitive manor, but they show their uniqueness of the brand and how they plan to achieve their goals through the power of sport. “Our 2016 results and our positive outlook for 2017 are proof that our strategy is paying off. After the first full year of ‘Creating the New’, we have exceeded our original plan” (Rorsted n.a). The threat of new competitors is moderate considering how Adidas have established themselves as a brand.

“Substitutes can be defined as those products or services that meet a particular consumer need but are available in another market” (FM ebooks n.a). A substitute product is a product from an organisation that offers benefits to the consumer as well as another organisation, where a similar product can be purchased with similar benefits. Adidas are a very unique brand therefore the threat of substitution is low as they have trademarked their brand. Similar products can be purchased of a different brand such as Nike, Ellesse and Reebok. However, Reebok is also owned by Adidas therefore minimising the threat of substitution again. Adidas have trademarked their three-stripe brand, other companies can design their products with multiple stripes but cannot use the Adidas logo, this results in a differentiation in products that may seem similar. Defining your market is important to avoid the threat of substitution as much as possible. Threat of substitutes is high when the substitute product is cheaper than industry product, quality is equal or superior to industry product quality or the performance is equal or superior to industry product performance. The threat of substitution is low when the substitute product is more expensive, lower quality and has a poorer performance than the industry product. 
Adidas’ Germany Suppliers
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Primary suppliers are those factories where we hold a direct contractual sourcing relationship for the supply of products, whether for export or domestic market consumption (Adidas 2018). Adidas have many international suppliers, the largest groups being China and the United States. 
Furthermore, focusing on their suppliers in Germany (where Adidas was originally created), they have 15 suppliers; Biess Textil-Applikationen Gmbh, Burkhardt Strickmoden, Eduard DemI GmbH, Framas Kunstofftechnik GmbH, Fritsche Accessories GmbH, Melvo GmbH, Monkeydrive Printing Factory GmbH,  Oechsler Motion GmbH, S.Cool Sports GmbH, V. Fraas GmbH, Walter Stoehr GmbH, Walter Stoehr GmbH Marienberg, Wigu Sport- & Freizeitbekleidung, Willy Maisel GmbH - World of Textiles and w-werk GmbH. Their biggest supplier is V. Fraas GmbH who supply Adidas’ accessories, they have over 200 employees and is now an international primary supplier and have their own stores and online stores across the world (Fraas n.a). The power of their suppliers is moderate as they have so many, If one supplier was unable to provide for Adidas, they would have others to expand on.
[bookmark: _GoBack]Customers have sufficient bargaining power in markets where it is easy for them to switch between different products/services and the more knowledge the customer has about the product the greater their bargaining power will become, as they will be more aware of the product or services benefits and features. “Buyers of the emerging industry's product or service are inherently buyers, particularly first-time buyers. The marketing task is thus one of inducting substitution, or getting the buyer to purchase the new product or service instead of something else” (Porter 2008). Adidas’ buyers range from new born babies to the older generation. They have a mix of sales because a lot of consumers buy more than one product when shopping in Adidas and they shop there often.
Adidas engaging in international trade started with their sales in Britain in 1954 with the ‘Dassler Boot’ and their big breakthrough in 1970, where they provided the official match ball for Fifa World Cup. “We want to focus on: Speed, Cities and Open Source. Our People will bring them to life” (Adidas 2017). Adidas have a plan based on three strategic choices; they aim to become the first true fast sports company: Fast in satisfying consumer needs, fast in internal decision-making. They also have identified six key cities in which they want to grow share of mind, share of market and share of trend. Trading internationally will allow their brand to expand and grow. Finally, they aim to be the first sports brand that invites athletes, consumers and partners to be part of their brands. They aim to grow internationally by 2020 and trade across different cities to change lives through the power of sport.
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