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1.0 Introduction 
Companies operating in the same industry will always try to outperform each other with the view of market domination as maximize the profitability levels (Huang, 2014, p. 119). At each level, companies will come up with strategies that they deem valuable to the customers’ tastes and preferences. While some of the strategies work, others fail and others have a negligible impact on the company position in the market. According to Lagnese (2017), generation of a superior return on investments is one of the most standard measures of success in an industry. 
Adidas is one of the most competitive multinational companies that has specialized its trade in three categories; Footwear, Apparels and Hardware (Shams, 2016, p. 112). Founded in 1949, the German based company made revenue worth €21.218 billion in 2017 and ranks as one of the very best and profitable companies in the industry. The company also operates successful subsidiaries; Reebok, Runtastic and Matix and has been able to employ a total of over 60,000 people in its thousands of stores worldwide under the categories of concept stores, factory outlets, concession corners and others (Nayak, 2017, p. 11). 
This research seeks to determine the competitive strategies that have defined the success of Adidas as a company on its independent operations. With the identification, it will focus on creation of literature on how the company has been able to remain at the top position with its international operations. Recommendations will be made on the basis of the company improving its operations to further its current position.   
[bookmark: _Toc530421936]2.0 Competitive Strategy used by Adidas 
[bookmark: _Toc530421937]2.1 The Differentiation Strategy at Adidas 
The strategies used by companies in the sports industry are similar. However, each of the companies has created a clearly laid out system that defines its strategy. According to Pereira (2018), Adidas has been able to make use of differentiation strategy to win over the vast market. The company corporate level strategy has a strong focus to innovation of its products in such a way that they remain outstanding in the market. Diversification is a very important strategy used by many organisations and this occurs at two levels; business level diversification and corporate level diversification. According to Angeles (2014), corporate diversification is mostly applicable to large multinational companies and they use it in situations when other competing companies do not have the ability to effectively match such a trend. Whenever a company is able to successfully diversify at corporate level; it creates some form of monopoly because it is able to manipulate the market based on the local demand aspects (Piller, Lindgens and Steiner, 2012, p. 19). The company operates on the basis of six pillars that define its overall strategic operations as determined in the figure below;
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Image Source: http://www.adidas-group.com/media/filer_public/2b/2f/2b2fd619-5444-4ee8-9c07- baa878d658c4/2014_gb_en.pdf ]
From the image, the overall corporate strategy of the company is the basis upon which the competitiveness of Adidas is based. The six pillars are part of the company 2020 strategic plan that has the objective of making the company overtake Nike as the strongest company (Angeles, 2014, p. 19). On that basis, the company differentiating competitive advantage has a basis on predictability of the future trends in the market. There are also three trends that are shaping the aspect of industrialisation in the market; digitalization, urbanization, and individualization. The company is digitalising everything that can be digitalised. These allow for efficient connection and communication with the customers (Wildfeuer, 2018, p. 118). 
[bookmark: _Toc530421938]2.2 Innovation and Product Diversification at Adidas
The company constantly creates new products constantly based on the dynamic changes in the market tastes and preferences (Ranjan, 2016, p. 81). For instance, in 2009, the company opted to changing from its vertically integrated market system to a multi-brand structure that is functional enough to take care of the market changes and trends. That applied for its Reebok category and the original Adidas (Piller, Lindgens and Steiner, 2012, p. 194). This change in formation led to creation of a new global sales function that is responsible for the commercial activities going on in its business systems in the market. The company was able to have a more direct approach to its customer base in the industry and was effectively able to maintain its high level profile in the lucrative sports industry (Wildfeuer, 2018, p. 90). For instance, the company has been able to design the latest model shoes used for running with ClimaCool which is a system that ventilates the limbs of the players when participating in a race. A3 is also another technology that guides the feet of athletes as they go through laps in a race. Such technology makes the company products every appealing to the customers in the market (Shams, 2016, p. 119). 
The competitive strategy is therefore rooted on its original corporate strategy that has a close relationship with the strategic aims and objectives (Nayak, 2017, p. 87). In the stated differentiation strategy, the company has been able to define an authentic sports brand. All the brands are based on new creation and innovation with there being a common passion for sport and related lifestyles. The consumers’ needs and desires are therefore the only factor that defines the general development of the systems that would be useful in defining the trends the company focuses on (Mahdi et al, 2015, p. 71). It is also plausible noting from the basis of Lagnese (2017) that the strategy allows the company to only focus on markets that are as lucrative as possible. In this case, it has been noted that the company has five major market areas with Western Europe being the most dominant among the profitability levels. Ideally, this has paid off well with the region contributing to at least 27% of the company revenues as of the 2017 financial results for the company (Mahdi et al, 2015, p. 16). According to Ko et al (2012), the differentiation strategy couple with innovation has led to continual production of goods that are relevant to the respective needs of the consumers. R&D is the key factor that drives the differentiation process at the company. One of the key specific strategies used by the company in that sense is the “open Source” strategy (Ranjan, 2016, p. 54). This strategy allows the company to openly invent new products that are in line with the market demands as defined by the changes in tastes and preferences. On the same trend, the company operates in cities in which case there is a belief that 80% of the world GDP is concentrated in cities (Pereira, 2018, p. 18). This is a strategy that allows the company to increase its market supply systems to with the reasoning that cities are highly concentrated markets than in places with open and sparse populations (Burns, Mullet and Bryant, 2016, p. 85). The open source strategy is usually a collaboration based system in innovation where brand advocacy is built on the basis of having a brand creator liaise with the company to create lucrative brands that are applicable to the market systems. Through open source, the company has been able to nurture creative capital, skills as well as competencies so that a highly specialised brand value is maintained in the market (Wildfeuer, 2018, p. 13). 
Having noted that the company copes with inventing new products from time to time to cope with competition, it is practical that there are specified steps that are taken to make sure that sufficiency is met (Angeles, 2014, p. 91). In 2014 for instance, the company launched a Sales Strategy and Excellency Team. The reason for creating this team was to support all the markets across the globe. The company also has a multi-brand portfolio as already noted which has the advantage of giving the company a competitive advantage with respect to the fact that the customers have a wide range of products to choose from (Goni and Kadarusman, 2015, p. 118). The global sales function is responsible for commercial activities across the world while the brands function team is responsible for the survival of the brands across the world. The sales function is further divided into wholesale division and retail division (Brown and Brison, 2018, p. 93). Ideally, this breakdown has the advantage of making sure that the operations of products creation have a close contact with the customers. Ideally, the customers have their contribution to the way the products are created in the company as a whole. According to Brown and Brison (2018), such a process leads to high level sustainability of the corporate level strategy in the long run. It is also the reason that the company has been able to maintain a strong corporate level strategy on its products in the market. 
[bookmark: _Toc530421939]2.3 Multi-Brand Marketing Strategies Employed 
The marketing strategies applicable to the case of the company is based on the fact that they are able to effectively segment the markets through observation of the consumer behaviour and then constantly struggling to secure enough shelf space in the available retail shops dealing in their products. It is a company that has largely embraced e-commerce with the strategic knowledge that many of its customers are young and uses e-commerce constantly (Burns, Mullet and Bryant, 2016, p. 81). The company supply chain is constantly and closely communicated to the customers allowing for customisation of the products based on the available demand systems (Ranjan, 2016, p. 187). This method is appealing to a very large range of customers that constantly use the company products. With the innovative nature of the employees, it is very practical that sufficiency is obtained from determining the fact that the employees are constantly aware of the changing trends of the customers in the market. 
Marketing has been able to make the company stand out of the others in the industry. One of the most strategic methods used in marketing the company is that of using well known celebrities to advertise its products (Huang, 2014, p. 87). Initially, Michael Jordan, a well-known athlete in the basketball arena had a very strong impact on the sales of the company products. He is a well-known basketball player of all time and had a massive following in terms of fans. The use of celebrities has continued with the company cashing in on other celebrities like Kanye West and Pharell Williams among others. In the case of Kanye West, there has been a very significant contribution with the launch of the Yeezy Boost 350 and 750. It is understandable that each of the celebrities has had significant progression to the company sales systems (Goni and Kadarusman, 2015, p. 76). 
[bookmark: _Toc530421940]3.0 Advantages and Limitation of Diversification Strategy 
The use of diversification strategy is key to the effective development process of the company strategies (Brown and Brison, 2018, p. 89). It is a strategy that has advantages and disadvantages especially to the company practising it. The most remarkable advantage is that the company is able to make remarkable financial returns using the strategy. A company like Adidas is largely diversified in its operations in which case it is operating in three categories of products and has been able to uphold the operation of Reebok as an almost independent company (Goni and Kadarusman, 2015, p. 76). 
The other advantage that it has gained in view of this strategy is the aspect of the market share. Adidas is only second to Nike in the industry and that indicates how successful the strategy can become in view of making sure that it is successful (Nayak, 2017, p. 90). It enjoys very high stakes in the sports industry market share which leads to there being a direct connection between the strategy and its success in the market. In this case, its ability has made it to have the capacity to bear the risks involved in operations. While risk protection comes at a cost, the company has been able to take care of all those costs and has a plan of becoming the leader in the industry by the year 2020 (Lagnese,  2017, p. 82). 
However, the strategy also has its market demerits. First, the disadvantages are based on the fact as to whether the company is applying corporate, concentric or related diversification strategies (Huang, 2014, p. 29). Adidas is using corporate strategy and is therefore there is a clear view by the customers that the company is not interested in serving the respective customer segment if it shifts from the products it used to serve them to a new system. On the same basis, there is lack of specialisation and the company fails to focus on the most profitable business category (Ranjan, 2016, p. 95).  
[bookmark: _Toc530421941]4.0 Appropriate Recommendations
Adidas is still second to Nike in the sports industry. From the market analysis as realised, it has been noted that there is little focus on Africa and Asia. That is an untapped market. The company can determine strategic alliances with local companies in the respective regions such as Africa and Asia to be able to monopolise them (Piller, Lindgens and Steiner, 2012, p. 90). The company specialises in Western Europe and Latin America. Africa and large parts of Asia are all categorised as “other markets”. This is an indication that the company does not concentrate so much in these regions for their trade. It would be important that the company explores these regions. In particular, the Middle East region has very little of the company when countries like Qatar have some of the highest per capita income among their populations (Ranjan, 2016, p. 09). 
The other recommendation is based on the smart shoes it is developing using its technological teams. While the company launched some smart shoes that can ventilate athletes’ shoes, it can also increase its investment in smart and innovative shoes because it is clear that these are new technological systems in the market. It is clear that the shoe technology has not been in use for so long and that means that the company has the capacity to explore its practicality in the entire world of sports. Smart shoes are only being used by specialist athletes in high level events like the Olympics and the Diamond League athletics meetings (Shams, 2016, p. 65). The company can also expand its production to football shoes being smart for the purpose of easier use while in the field. 
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 In this report, the main focus was the determination of the strategies that have made Adidas to be outstanding in the sports equipment industry. Ideally, it can be noted that the company has successfully implemented the diversification strategy in the market. The strategy has been a success in terms of the current levels of operations which in the end has led to a highly expanded market system. The report has also focussed on the marketing strategies that have been used by the company and it has been noted that it is one of the strategies in diversification that has projected it to the highest level. However, while diversification has been a useful corporate tool, it has also been seen to have demerits especially when applied in the wrong way. It is therefore recommended that the company focuses on tapping the untapped markets in Africa and Asia for quicker expansion. 
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