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1. EXECUTIVE SUMMARY

In this report, a brief introduction to Adidas is given first, and the brief description of the major concepts involved in the article is given. Subsequently, the report will analyze of the multi-brand internationalization strategy of Adidas and the advantages and disadvantages in detail. Finally, it is the corresponding conclusions.

Adidas is a Germany manufacturer and seller of athletic goods. After nearly a century of development, its business scope expands to Europe, the Americas, Middle East, Africa and Asia-Pacific. The strategy adopted by Adidas is the multi-brand internationalization strategy which is a kind of the differentiation strategies. Inspired by the differences between consumer demand and sports, Adidas adopt a diverse brand portfolio to maximize consumption, expand consumption, and position of each brand. The advantages of this competitive strategy are the following three points. Firstly, it can form the entry barrier. Secondly, it can reduce the sensitivity of customers to prices. Thirdly, it can prevent the threat of alternatives. At the same time, the shortcomings of the differentiation strategy mainly have the following two points. The first point is that there is no understanding or confirmation of what the buyer thinks is valuable. The second point is that competitors may try to quickly imitate the differentiated characteristics of the product. 

At the end of this report, it can be concluded that enterprises should pay attention to the following aspects on the road of internationalization from the successful experience of Adidas. Firstly, it should cultivate the core competitiveness of enterprises and strengthen product technology innovation. Secondly, companies need to establish a market share of the main products in the process of internationalization. Thirdly, the establishment of a good corporate culture and goals is very important. 

2. INTRODUCTION

2.1 REPORT REMIT

Adidas is a Germany manufacturer and seller of athletic goods. It began producing footwear in 1920 in Herzogenaurach near Nuremberg. After nearly a century of development, its business scope expands to Europe, the Americas, Middle East, Africa and Asia-Pacific. It has three modes of operation, including retail stores, franchisees, department stores and online retailers. As people pay more attention to healthy living, the demand for sports brands is growing. The company reported revenue for the fiscal year 2017 was 21.218 billion Euros, an increase of 14.8% over the 2016 fiscal year. According to official statistics, Adidas sales have become the second largest sports brand after Nike. Adidas has two core brands, Adidas and Reebok. The company is involved in the design, development and manufacture of footwear, apparel and hardware. Footwear and apparel products accounted for 95.1% of the company's total revenue in FY 2017. Currently, Europe, North America and Greater China are its main sales markets.

2.2 BACKGROUND OF ADIDAS

Adidas is a German sporting goods manufacturer founded by Adolf Adi Dassler and registered in 1949 under the name Adidas AG. The content and quality of the products make the products of Adidas continue to shine in the Olympic Games and other international sports events. In the late 1960s, Adidas ranked first in the competition of the world's footwear companies. However, after entering the 1970s, Adidas, which specializes in producing professional sports shoes and eventually Nike replaced the position of the top spot in the world’s footwear industry. 

Adidas is always on the way of producing high-quality products with pursuing of perfect shoes, so that it can better match with the needs of consumers in the high-quality sports goods market. In this way, it can enhance the quality of life of consumers and eventually achieve the global sports goods to a more various vision. At the same time, Adidas always exchanges ideas with the first-ranked sportsmen and coaches all over the world, and constantly develops and tests. (Prasad, Subbaiah & Rao, 2016) Not only does it have new breakthroughs in design and function, but the representative three-line design concept has also set off another trend in fashion trends. The young and new generations that have swept the clock have become popular new styles.

2.3 DEFINITIONS OF MAJOR COMCEPTS

2.3.1 STRATEGY
Corporate strategy is a general term for many different strategies of a company, such as competition strategy, marketing strategy, development strategy, brand strategy, financing strategy, technology development strategy. Each company has its own unique resources and capital, and also has its own professional judgment in the choice of strategy. In addition, environmental factors should be considered in the finalization of the final strategy. (Dibb and Simkin, 2008) In this way, its own core competitiveness can be formed and the company can win in the competition through differentiation. Modern management such as MBA and EMBA believe that corporate strategy is a top-down holistic planning process, which is divided into several aspects such as company strategy, functional strategy, business strategy and product strategy. The implementation of the strategy relies on the overall operation of the enterprise, with the aim of discovering the core competitiveness of the enterprise, so that the company can overcome the opponent and gain the competitive advantages in the fierce competitive environment. The determination of the corporate strategy determines the future planning and development direction of the enterprise to a certain extent.

2.3.2 BUSINESS LEVEL STRATEGY
The business involved in most contemporary companies is not unique, and the strategies applied to different business units are different. Therefore, the establishment of a strategic business unit is very necessary. It can constrain and control related services within a certain range. The business level strategy is a component of the company’s overall strategy and it is consistent with the company’s overall strategy in the general direction. (Johnson and Whittington, 2015) The business level strategy stipulates the products produced by different business units and suitable consumers of the products. In detail, it mainly includes promotion, research and development, improvement of production process and product update. Among them, the strategic competitive advantage that can be achieved by the optimization of production process and product innovation is more obvious, and it is of great help to the improvement of the overall competition level of the enterprise. (Linton & Kask, 2017) All business units must meet the overall business policy and development plan of the enterprise, and maintain a dynamic balance with the overall production level and sales performance of the enterprise. In this way, the overall development of the enterprise can be promoted.

2.3.3 COMPETITIVE ADVANTAGE
Competitive advantage is a trait. In a general sense, as long as the company has something superior to other companies in a particular aspect, this can be a competitive advantage for the company. (Porter, 2004) In other words, it can be understood that competitiveness is the embodiment of the strength of the enterprise, and the competitive advantage is the concrete manifestation of the strength of the enterprise in a specific aspect. For example, if a company produces a product with a certain quality and can attract more consumers, the product can further enhance the popularity of the company while opening up the market. Competitive advantage is difficult to quantify in practical use, but it can be described in detail in words. It has an unshakable position in an increasingly competitive environment which is a prerequisite for the survival and development of enterprises. (Johnson and Whittington, 2010) Competitive advantage is cultivated in the competition and accumulated in daily work, but it requires the use of heart and wisdom, rather than being arbitrarily or naturally possessed. Simply speaking, it is the result of cultivation. 

2.3.4 PORTER’S GENERIC STRATEGIES
“Competitive Strategy” is introduced by Michael Porter, who is a famous strategic management scientist. And he is from Harvard Business School. As to competitive strategies, cost leadership strategy, differentiation strategy, and concentration strategy are three different categories. (Porter, 1980) Companies need to decide which one their dominant strategy would be. Either control the cost to a lower degree than others in the market; or create distinctive features in the products and services of the company, so that customers could hold the opinion that it is more valuable; or that the company is designed to operate a specific market segment, a specific product category, or a specific geographic extent. These three strategic frameworks are very different. Because of corporate culture confusion, lack of organizational arrangements, and incentive mechanism conflicts, the enterprises sandwiched between them may suffer greater losses.

MAIN BODY

3. 1 STRATEGY OF ADIDAS

The strategy adopted by Adidas is the multi-brand internationalization strategy which is a kind of the differentiation strategies. Multi-brand internationalization strategy means that the company assigns a new brand to each different product produced in different markets and different fields in the world to distinguish it from other brands, and all brands are committed to the strategy of achieving international operation. Even if the company produces the same type of product, it will adopt different brands in order to segment the market and distinguish different target consumers because of different factors such as sales territory. (Palmer and Hartley, 2008) Consumers of sports brands can be mainly divided into professional athletes and ordinary consumers. Professional athletes have very high requirements for sports brands in their professional fields, while ordinary consumers are mainly focused on casual and comfortable.
3.2 IMPLEMENTATION OF THE STRATEGY 

The multi-brand internationalization strategy of Adidas Group is mainly based on Adidas and Reebok brands, which are responsible for brand positioning, brand strategy, product creation and innovation, and global brand marketing of all products. At the same time, it supplemented by Taylor Made--Adidas Gold, which is specially designed for high consumption and specialized groups. (Abel, 2016) The market is mainly carried out for sports activities, such as the golf market. The main target strategy of this global brand portfolio ensures that Adidas leverages brand strengths to capture market opportunities by developing sound and coordinated marketing strategies. Inspired by the differences between consumer demand and sports, Adidas adopt a diverse brand portfolio to maximize consumption, expand consumption, and position of each brand. In this way, each brand of Adidas can build long-lasting relationships with consumers in the respective different professional sports field. (Rashidirad, Salimian, Soltani & Fazeli, 2017) Along with this strategy, each brand is able to maintain a unique identity and focus on the core competencies while increasing international market share. 

Adidas has adopted the multi-brand internationalization strategy for a long time. First of all, it can encourage all kinds of brands of the company to compete. Since all brands belong to only one group, the heads of various brands get more transparent information from competitors, and the sales status of each brand is clear at a glance. (Amoako & Acquaah, 2008) Therefore, it can inspire all types of brands to optimize production and sales, and greatly improve efficiency. Then it can greatly reduce the business risk for the reason that some people think that a single brand can easily affect the entire brand due to the failure of one product. In the end, many brands of Adidas are flooding the global sportswear market. New entrants will see a wide range of brands and will find that the market has been fully subdivided, which has increased the difficulty of entering the industry and enhanced the barriers to entry in the sports industry. The multi-brand portfolio of Adidas is mainly based on its strong capital, high market share, and mature brand internationalization promotion channels. (Tang, 2011) Through different sports brands, Adidas not only modularizes and divides the entire sports industry, but also pay attention to the differentiation of consumer preferences. The company is trying to gain more market share in each module and tap the longer-term market potential.

3.3 ADVANTAGES & DISADVANTAGES OF THE STRATEGY

The advantages of the differentiation strategy which is adopted by Adidas mainly have three points. Firstly, it can form the entry barrier. The barriers to entry depend to a large extent on the loyalty of consumers to their preferred products, and the establishment of loyalty depends primarily on the characteristics of the product itself. (Julien & Ramangalahy, 2010) In order to compete with the company, potential entrants need to produce the product which can replace them. Using the characteristics of the product to form barriers to entry can stop the competition sense of potential entrants and quit the competition. Secondly, it can decrease the sensitivity of customers to prices. For the reason that the differentiation can form the loyalty to the product, the customer will not be sensitive when the price of the product changes. (Jay, 2003) The company that produces the product can use the product differentiation strategy to form an isolation zone in the industry competition to avoid the harm of competitors. Thirdly, it can reduce the threat of alternatives. By maintaining the special performance of the product, the trust of the consumers can be obtained to a large extent, so that it can obtain a more favorable competitive position and market advantage than the substitute. (Tavakolian, 1989) In this case, the threat of alternatives will be greatly reduced; thereby the company can maintain the existing sales profit and market share in the future.

At the same time, the shortcomings of the differentiation strategy mainly have the following two points. The first point is that there is no understanding or confirmation of what the buyer thinks is valuable. If the company's perception of product value and consumer values are different, the differentiation of the company can only get tired of the market reaction. The basis for differentiation does not appear to the purchaser to reduce their costs or increase their benefits. The second point is that other companies in the competitive market may produce similar feature products in a short period of time. (Hooley and Nicoulaud, 2015) Competitors are launching similar products, reducing the characteristic of products, or producing more successful products, which makes the original customers of the company choose to the others’ market. Companies must make sure the unique of their products cannot be imitated or copied by competitors of the same industry in a certain period of time. If the differentiated product is copied and brought to market by other competitors in a short time, the efforts of the company to differentiate will be greatly reduced.

4. CONCLUSION

Through the above research on the competitive strategy of the Adidas Group, it can be seen that the multi-brand internationalization strategy has made it a large retail share in the global sports brand sales market. (Chan, Shaffer & Snape, 2004) From the successful experience of Adidas, it can be concluded that enterprises should pay attention to the following aspects on the road of internationalization. 

Firstly, cultivate the core competitiveness of enterprises and strengthen product technology innovation. The core competitiveness of a company must meet such conditions that it cannot be bought or learnt by other competitors. In other words, a company should have its own originality. At present, the core competitiveness of sports enterprises can be cultivated from the perspectives of technology, standards, rules, management, and services. Only by building their own unique core competitiveness and continuously innovating and progress can they compete in the international market to stand out among other competitors. (Drummond and Ashford, 2007) Secondly, companies need to establish a market share of the main products in the process of internationalization. In a global market where competition is increasing, it is difficult for any company to ensure that all its products are in a leading position in the global market. For large international companies such as Adidas, sales on the Reebok brand still have negative growth. However, Adidas is positioning its main products in the football market. Therefore, enterprises need to locate their main products and occupy overseas market share. Only by clearly defining the main product direction can they succeed in the international market. (Thompson and Martin, 2012) Thirdly, establish a good corporate culture and goals. Corporate culture is an important foundation for condensing and uniting corporate members. Corporate culture motivates employees' sense of mission, embodies employee sense of belonging, strengthens employee responsibility, empowers employees, and achieves employee achievement.
5. RECOMMENDATION
Through the above analysis of Adidas’ competitive strategy, it can be seen that its success is not accidental. In order to continue to gain competitive advantage in the future development, there are two recommendations. In order to more effectively control the sales channels of products, increase the market adaptability of products, and avoid the inventory backlog caused by sudden market changes, Adidas can choose the integration strategy of the preceding paragraph adopted in the future. (Gunasekaran, Lai & Cheng, 2008) After a period of pre-integration strategy, Adidas can adopt an intensive development strategy when the disadvantages of Adidas can be reversed and the huge external opportunities brought by the world sports events such as the 2020 Olympic Games. Utilize their own internal advantages and external opportunities to fully catch up with Nike, the dominant player in the sports products industry.
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