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1. [bookmark: _Toc419303684][bookmark: _Toc531039058]eXECUTIVE sUMMARY
Reporting purpose：
Strategy is a very important issue for the company's development. Through the research on adidas strategy, the impact of strategy on business performance will be demonstrated.

Summary of company background information：
Adidas is a global listed company and one of the largest sports brands in the world. The company has a variety of product portfolios, including the industry's most advanced sports shoes and clothing, as well as mountaineering bags, waterproof watches and other sports-related accessories and other products.

Summary of survey results：
Adidas has chosen differentiation strategy. They enhance their strategy by developing high-tech products, establishing deep communication systems between customers and companies, and centralized marketing in high-consumption cities.。

Adidas’ strategic advantages:
Sustainability from Unique Products
High customer loyalty due to product characteristics
Product characteristics can reduce competitors

Adidas’ strategic disadvantage:
Not everyone can accept unique products.
Competitors compete by imitating products with the same characteristics
Excessive research costs will reduce profits in other parts of the company

The information used includes:
Primary sources：
Literature
Data
Oral information
Secondary：
Yearbooks
Presentation
Periodical
Report form

recommendations：
Adidas needs to continue to enhance its marketing efforts and efficiency of communication systems for big cities.





1. [bookmark: _Toc531039059]Introduction

1. [bookmark: _Toc531039060]Report Remit

Strategy is the most critical and important issue in the future of an organization. Strategies are also important for exploring several strategic choices. Carefully investigate each strategic choice before making strategic choices. By analyzing case studies and Adidas News, this study reveals strategies and their impact on corporate performance through rigorous and systematic efforts.

1. [bookmark: _Toc531039061]Background of the organisation

Adidas Group was founded in a small town in Germany. The first company “GebrüderDasslerSchuhfabrik” was registered by Adi Dassler in 1924 and is committed to providing the best equipment for athletes.
Then on August 18, 1949, Adi Dassler re-registered a company called Adi Dassler Adidas Sports Chuhfabrik, which recruited 47 employees from the town of Herzogenaurach to work.
Today, Adidas is a global company with industries, but also become one of the world's largest sports brands. Nowadays, most people who know about sports products know the brand, and Adidas'trademark has become a famous symbol.
The company has a variety of product portfolios, including sports shoes and clothing, as well as mountain bags, glasses, watches and many other sports-related equipment products. Adidas employs more than 46,000 people worldwide and has more than 170 subsidiaries. Adidas is headquartered in Herzogenaurach, Germany.

1. [bookmark: _Toc531039062]Definitions of Major Concepts

Strategy
Strategy is the way to realize the best goal of an enterprise. In addition, it can make full use of all the company's resources, so that the company can successfully maintain the company's business and continuously improve the process.
There are many definitions of strategy, but the most common one is that strategy is a long-term plan and a way to achieve the company's vision and goals through these deployments. It is the overall framework of a company, which defines the plans and methods for an enterprise to achieve its overall goals and vision. 
Enterprises usually use different strategies from other enterprises to make their products unique. Globally, enterprises formulate strategies according to their vision, and meet customer needs, requirements and expectations by realizing strategies. Enterprises will use these strategies as criteria, compare actual performance with planned performance, and ensure that enterprises are always in the lead of the industry by evaluating the final results.
The company pursues cost leadership, differentiation and centralization strategy (Porter, 1985), service strategy, development strategy and other strategies. In the case of different goals, the company will formulate strategies and rank them according to practicality.
By optimizing the use of existing resources, policies and plans can be translated into practical actions to implement these strategies and improve organizational performance, productivity and product sustainability.
Sustainable evaluation and control of an enterprise can help its strategy, which can help to ensure the objectives of the enterprise and the way to achieve them, and ensure better strategy selection. Enterprises should record and retain these successful strategies to cope with future market changes.
Over the years, business leaders and business theorists have been studying strategies. However, there is no clear answer. The main reason is that different people think about different strategies in different ways. Strategies are mainly used for enterprises to allocate resources and form available resources to meet the needs and expectations of the market and stakeholders. At the same time, it can also determine the direction and scope of the long-term goals of enterprises (Johnson Scholes, 2008).
In addition, this kind of plan can bring competitive advantage to enterprises. Because it can change the mode of action of enterprises through time. At the same time, it can also show the decision-making behavior of enterprises in providing products and services for different specific markets. (Mintzberg, 1994)
Strategy is the company's decision-making model, which decides and reveals the company's goals and objectives. In addition, the strategy has formulated major policies and plans to achieve these goals. It defines the scope of business the company seeks, the intentions of economic and human organizations (Kenneth Andrews, 1980).

Business level strategy

There are four general strategies that can be used to help organizations build competitive advantages. Enterprises can also choose to compete in a broad or focused market. (Starr, 1999)
Cost Leadership – Cost Leadership - The Company’s strategy of reducing the cost in the process of operation through some effective ways and controlling the cost to a certain extent, so that the company can win the competitive advantage at a lower total cost. When products/services are standardized, generic goods acceptable to many customers can be well used and the lowest price can be offered. In order to succeed as a cost leader, efforts must Businesses can gain an advantage over their competitors in terms of lower costs. This can include:
(1) Establishing state-of-the-art efficient facilities (making competitors more expensive to imitate)
(2) Strict control of production and management costs
(3) Minimizing costs in product sales, technology development and customer service
Differentiation - Provide customers with special value through the unique functions and characteristics of enterprise products. Although products are generally not the lowest price in the industry. This strategy is achieved through high quality products, special functions and meticulous customer service. It needs the support of advanced technology.

Differentiation - Provide value to customers by organizing unique features and characteristics of products rather than lowest prices. This is accomplished through high quality, function, high customer service, rapid product innovation, advanced technology functions, image management, etc.
Porter's Five Forces Model, which combines different factors in one model to analyze the overall competitive situation, can also maintain profitability by effective differentiation factors.
Competition - As long as companies can meet customer needs, price increases will not affect customers with brand loyalty (Ranabhat, 2018).
Suppliers - Because of the high price differential factors, they can bear higher costs, and customers are willing to pay extra fees.
Competitor-loyalty provides an insurmountable barrier. Substitutes - Brand loyalty once again helps counteract alternatives.
Focused Low Cost- Enterprises are not only competing in price, but also choose a small market to provide exclusive goods and services, such as a company that only sells products to government enterprises.
Focused Differentiation - Enterprises not only compete in different fields, but also choose a small market to provide exclusive goods and services.
Focus strategy - mainly through the strategy of meeting the needs of customers with special needs, such as the elderly.
Companies using this strategy generally need to meet the professional needs of the market, and its costs are often extremely expensive. However, because no other competitors specialize in the same target segment market, they will not lose profits because of competition.

Competitive advantage

Competitive advantage is the influence of an enterprise on its competitors. Enterprises can achieve by providing customers with better value. For example, consumers benefit from low-price or high-quality products and services. Target markets generally recognize this unique product or service.
Michael Porter defines two ways for an enterprise to achieve its competitive advantage: differential advantage and cost advantage. Differentiation advantage refers to enterprises providing better products and services as competitors. Cost advantage is to minimize the cost of enterprises while providing the same products and services as competitors.
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Figure 1.1 – Porters Generic strategies (Source: Porter 1987)
  
1. [bookmark: _Toc531039063]Main Body

Adidas focuses on a wide range of differentiation strategies. Adidas's corporate strategy focuses on innovation, trying to produce new products, services and processes to cope with competition. In 2014, a centralized sales strategy and your team were established to support all global markets and be managed by the global sales department. The group's multi-brand portfolio provides them with an important competitive advantage. This creates a global sales function, responsible for business activities and global brand functions, responsible for the marketing of two brands. The functions of global sales are also divided into wholesale and retail departments, which meet the needs of these two business models through the efforts of different departments. This is to maintain the company-level strategy for a long time, so that these departments can emphasize and strive in their respective departments in order to make full use of their efforts. (AG Strategy-overview, n.d.)
They implement a multi-brand strategy and have a diversified brand portfolio to enable them to meet all market demands from players to almost everyone. This helps them maintain their unique identity and focus on their core competitiveness.
Adidas has been working hard to assess consumer purchasing behavior and ensure high quality shelf space, focusing on the best marketing methods and distribution channels for different countries. They also use online transactions to improve efficiency, attract more customers and make their purchases easier and more convenient. Their supply chains communicate closely, thus helping them customize their products and attract a wide range of customers. Adidas Group's organizational culture requires employees to be innovative. This culture forces them to produce highly innovative products and to use the latest technology. Their products are of very good quality. In order to become a sustainable company, they have found a proper balance between shareholder interests and employees'needs and concerns, supplier factory workers and the environment. (Vlasich, 2012)



2. [bookmark: _Toc531039064]IMplementation of the strategy

Adidas, as a company focusing on differentiation strategy, has adopted a variety of ways to maintain their strategic advantages:
(1) According to Adidas-Salomon (2004a) using the technology information, their products can improve the performance of players, they focus on football, tennis, basketball and even training shoes, anyone who can run. They updated their running shoes with ClimaCool, a ventilation system, and A3 is an energy management technology for footwear that guides and drives every step of an athlete's movement. According to Adidas-Salomon results (2004), with the support of new research results, Expected earnings growth of 10 to 15% on a comparable basis in 2005 was confirmed.

(2)According to Clare McDermott (2016), Adidas's research proves that their customers' three major areas of interest are business, sport and lifestyle. This client group is composed of creative, confident and collaborative people who instinctively know that sport has the ability to change their lives and strive to integrate sport into their work and life. With the support of this research, Adidas has set up a global user support team. Adidas is one of the largest support teams in the same kind of enterprise by forming a global support team to provide better service to customers. They provide the best technical support for the key customers who use their products for a long time. At the same time, they use the collected customer information to further improve the quality of products and make new products to give back to customers. In addition, the team is responsible for setting up a communication channel to facilitate the exchange and sharing of information between customers. This effectively improves the communication efficiency between Adidas and its customers.

(3) According to Thomas Hobbs (2016), Adidas decided to target six major cities more. They are Shanghai, Tokyo, New York, Paris, Los Angeles, London. Adidas said the plans were reasonable. Because nearly 50% of the world's population lives in cities. Globally, nearly 80% of GDP comes from high-consumption cities. Adidas focuses on these cities and interacts with their high-consumption areas. Then, the remaining resources are dispersed to other countries. Additionally, Adidas plans to bring some of its customized product production departments closer to consumer settlements to provide more personalized products and services.

2. [bookmark: _Toc531039065]Advantages & Disadvantages of the strategy

Differentiation strategy has no advantages and disadvantages. It is designed for different enterprises (Lei, 2015). In the face of such a dedicated enterprise as Adidas, the strategy will reflect the characteristics.
Advantages：
High Customer Loyalty - Products have certain characteristics, customers who can be attracted by this feature will generally consume for this feature. Customers who do not like this feature will not consume such products, so buyers are generally long-term users of similar products, and it is not easy to lose customers. (Clare McDermott, 2016)
Reducing the number of potential entrants - the types and characteristics of such products have unique influence among consumers, which may reduce the entry point of such products and make it difficult for potential entrants to influence the market. (R Schmalensee, 1982)
Disadvantages：
Uniqueness - People who cannot accept such products will not consume them, and Adidas will lose them. (R Schmalensee, 1982)
Imitation - If technical products become easier to produce over time, lower-cost counterfeit products will quickly occupy the previous market. In addition, competitors may introduce more differentiated products. It makes the original purchaser of the enterprise turn to the competitor's market. (A Khan, 2017)
High cost - Developing new products requires a lot of resources to reduce the company's investment in other areas. Excessive cost may also affect the profits of other parts of the company. Adidas has to abandon the plan and sometimes even need to sell the research department to stop the loss. (https://www.adidas-group.com/en/media/news-archive/press-releases/2005/adidas-salomon-2004-results/)




1. [bookmark: _Toc531039066]Conclusion

This paper mainly discusses the significance of strategy and the analysis of Adidas strategy. Through this analysis, we can understand the characteristics of differentiation strategy. And what impact a company's strategy will have on the company, such as those decisions Adidas made in response to differentiation strategies. This is an inspiration for companies adopting similar strategies. Through the analysis of the advantages and disadvantages of the strategy, the strategy of the enterprise can avoid risks, reduce cost waste and better implement the plan.

3. [bookmark: _Toc531039067]Recommendations

In view of the differentiation strategy, the following methods can be used to increase profits:
1. Continue to strengthen the marketing of big cities, the purchasing power of big cities is beyond the reach of other regions.
2. Communication systems for customers can cooperate with other media to increase communication efficiency, such as Facebook, YouTube, etc.
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