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[bookmark: _Toc530948222]Executive summary

This report provides an analysis and evaluation on the Competitive strategies used by Adidas. By looking into the background of Adidas it is evident that they have precedent for producing innovative sport wear. They achieve this by working with and maintaining relationships with its customers, in turn providing the customers with what they require. For example, Adidas have always worked closely with athletes to provide them with the best equipment needed to ensure they achieve the best results in the respective fields. 
With the information collected on the background of Adidas, Bowman’s Strategy clock was then used to determine what strategy Adidas use, they were found to be using the position of differentiation, by focusing on product differentiation, brand differentiation and customer focused differentiation. In using these strategies customer loyalty and the ability to charge premium prices are two of the advantages that Adidas can utilise, although there are some negative such as, the risk of imitation and the ever-changing customer needs. 
The report found that despite the disadvantages Adidas have continued to grow while employing the differentiation strategy, it has enabled them to remain as one of the best-known brands worldwide, enabling them to continue to innovate and produce new products and retain the customer support needed to remain at the top. The recommendations given were to maintain a level of investment needed to advance their products even further and to ensure that they sustain the level of customer engagement needed. It would also be beneficial to be aware of the celebrity endorsements used as although they have a positive impact on the Adidas brand the wrong celebrity can have an adverse effect due to public perception of that particular celebrity.




[bookmark: _Toc530948223]Introduction
The aim of this report is to analyse the position Adidas has chosen within Bowman’s strategy clock. It will look at what the company do to maintain this strategy, and the advantages and disadvantages that may affect them. Additionally, the report will provide definitions on all the main concepts that underpin the report. There will also be a brief overview of Adidas’ background including what they do, their mission, their employment level and recent financial information, it will also cover any news or events that affects the company. This report will also make recommendations premised on the findings of the analysis.

[bookmark: _Toc530948224]The background of Adidas 
Adidas is a world-renowned company who designs and manufactures athletic footwear, clothing and other sports related accessories. Their mission statement is 
“it is our mission to be the best sports company in the world. best means that we design, build and sell the best sports and fitness products in the world, with the best service and experience. Best is what our consumers, athletes, teams, partners and media will say about us. Once people are saying that we are the best, market share, leadership and profitability will follow “ (Adidas-group, 2018).
Further information on how Adidas aims to achieve their mission can be found in Appendix A. Adidas  was founded originally in 1924 by the Dassler brothers, who started by manufacturing footwear, since then the company has grown into what it is today and is now ranked at the 61st brand amongst the world’s most valuable brands (successtory, 2018). It can be determined that the reason the company has gained the success it has is due to its constant strive for innovation, even during when the company was close to bankruptcy in 1992, due to the death of one of the last remaining Dassler, and some questionable strategic decisions, the company retained their focus on innovation. In 1995 adidas went public and was redirected from a sales driven company to marketing driven one, along with a new slogan “we knew then, we know now” which was seen to remind the public that they were and still are one of the best for listening and delivering what the consumer wanted and needed out of their products (Adidas-Group, 2018).
In recent years the company has bought various other companies in a bid to aid their positioning with the market. In 2004, they bought Valley Apparel Company which held numerous licences for U.S. colleges. One of their most beneficial purchases however could be in 2005 when they purchased a competitor’s company, Reebok, this gave them the market power needed to compete more directly with the likes of Nike (Flippo, 2018). Statista (2018) provides evidence that the end on 2017 Adidas employs over 56,888 thousand individuals, with net sales of 21.22 billion euros, they are the largest sportwear manufacturers in Europe and the fourth largest worldwide. As of 2018 Adidas brand value is 14.3 billion U.S. dollars, as of the time of this report their net sales see an increase by 3% from 2017, and net profit seeing 6% increase, with their current share price being 210.90 euros, which is up by 10% from the same time last year (all figures were taken from the final 3rd Quarter figures) (Adidas-group, 2018)
Although the Adidas seem to be maintaining their place in the market if not gaining a better placement, there are a few things that may hinder the company’s progression. In recent months there have been reports of false advertising, unfair competition, breach of contract and even corruption. The majority of the court proceedings are associated in and around basketball, and that Adidas has allegedly been funnelling hundreds of thousands of dollars to high school and colleges basketball players and their families in order to promote and wear their products (Schlabach, 2018). In addition to these allegations players and coaches have also been filing lawsuits against Adidas for the negative impact these allegations have had on their careers (Iacobelli, 2018). However, in August 2018 one lawsuit was thrown out of court with the judge saying it belongs in arbitration (NewsOregonBusiness, 2018). These allegations would undoubtedly have a very negative impact on where the company aims to be within the next few years, as on the main points in their strategy is to develop the strong relationship with its consumers.

[bookmark: _Toc530948225]Definitions 
As this report is about the advantages of using strategies it would be beneficial to examine the key concepts, please find below the definitions of the key concepts pertinent to this report. 

[bookmark: _Toc530948226] strategy 
Firstly, strategy as a whole, all organisations must have some sort of strategy, whether large or small, profit or non-profit, work within the public or private sector and whether they have a mission statement or not, “strategies are a means to an end” (Thompson, 2010). Francis (1994) argues that there is no consensus on what strategy means, he does state that it is a “underlaying logic beneath the flow of decisions that create the future”. Grant’s definition of strategy is one that gives a clearer picture “it’s the match an organisation makes between its internal resources and skills…and the opportunities and risks created by its external environment” (Grant, 1991). 

[bookmark: _Toc530948227]Business level strategy
 There are three levels of strategy, which are corporate, business and functional, however,  the scope of this report will only include the business level strategy, this is the way in which the organisation competes within the marketplace, these include three main key areas (Johnson, 2011) ;
1. Generic competitive strategies - “how a company, business unit or organisation achieves competitive advantage in its domain of activity, and how it creates value for its users” 
2.  Interactive strategies – how the organisation reacts to changes in the market in which they operate, its how they interact with their competitors.
3. Business models – these include the “three basic components of value creation, value configuration and value capture”.

[bookmark: _Toc530948228]Competitive advantage.
All strategies are there to gain a competitive advantage above the competition, a competitive advantage is the organisations resources and competences to gain advantage over the other competitors within the industry. This would be accomplished by management deciding what position the organisation should take in the market whether it be lost cost producer or produce specialist items for example (Dess, 2016). 

[bookmark: _Toc530948229]Bowman’s strategy clock
To ensure the organisation benefits from competitive advantage, they would have to place themselves in the optimum position within the market. they would achieve this by using models such as Bowman’s Strategy clock, shown below as figure 2.1. Bowman’s strategy clock is a strategic model which organisations can use to better understand the position held in relation to other competitors. The two axis on the clock show the perceived value of the product to the consumer in relation to the price (Giurgiu, 2014). 
                                     [image: ]
[bookmark: _Toc530948253]                                          Figure 2.1 Bowman's Strategic Clock. (Bowman & Faulkner, 1997). 

There are 8 products positions within Bowman’s strategy clock, below shows and explanation as to what each position of the clock means (fernando, 2017):
1. Low price and low added value – “bargain Basement”, products are very low value but very cheap. 
2. Low price – low cost leaders, they drive prices down, and focus selling in quantity. (Walmart).
3. Hybrid – moderate price/moderate differentiation, low cost products but with higher perceived value. (Ikea).
4. Differentiation – higher perceived value, either premium prices or slightly lower premium price to gain higher market share, branding is important as to promote quality. (Adidas).
5. Focused differentiation – designer products, high perceived value and high prices. (Rolls Royce).
6. Risky high margins – increased price and standard value, can be profitable in the short term but equally can plummet market share. 
7. Monopoly pricing – high price, low value, only one company within the market, consumers have to pay what you charge if they want the product. 
8. Loss of market share – low value, standard price, pursuing this strategy will lead to loss of market share. 
The positions are combinations of the value and price and companies would need to choose a position to achieve a competitive advantage. However, position 6,7 and 8 on the clock represent the strategies that are destined to fail due to the high price and the low perceived value (Hales, 2017).




[bookmark: _Toc530948230]Main body
[bookmark: _Toc530948231]The strategic approach of Adidas
By looking at Bowman’s Strategy clock, and what Adidas have achieved, and hope to achieve it is evident that they have chosen the differentiation approach. Differentiation is a strategy that focuses on given the consumer a higher perceived value then their competitors, due to this they can charge a higher price. “it seeks to provide products or services that offer benefits different from those of competitors” (Johnson,2015. p.246). Johnson (2015) also states that the differentiation strategy requires an organisation to continuously invest and develop to ensure they have superior product quality, strong branding, industry wide distribution across all major channels and strong marketing capabilities. 
There are currently six strategies shown in figure 3.1 in which an organisation could differentiate themselves from their competition. However not all the strategies are equal some may be more important and affective to invest in then others (prioritymatricsgroup, 2016).
	
Product differentiation
	features / performance / efficacy
conformance /durability / reliability warranty

	
Service differentiation
	Ordering ease / delivery / installation
Customer training / customer consulting

	
Channel differentiation
	
Cover / expertise / performance

	 
Relationship differentiation
	Competence / courtesy / credibility 
Reliability / responsiveness
Communication 

	
Reputation differentiation 
	Perception / communication 
advertising

	
Price differentiation 
	By customer / by quality 
By segment



[bookmark: _Toc530948254]                                            Figure 3.1 six ways of differentiation (Prioritymetricsgroup,2016)
[bookmark: _Toc530948232]Implementation of strategy
[bookmark: _Toc530948233]Product differentiation
Adidas have always strived for innovation, they were the first to attach screw in studs to togs, they work closely with the athletes to provide equipment that will aid them in their sports not hinder and in 1984 they were the first to insert technology into their shoes, to provide athletes with statistics on their performance. They have continued to enhance their products using engineering and technology and will carry on doing so over wide range of products they produce, including the relatively new product line, that focuses on fashion and style in addition to performance. (Adidas-Group, 2018).
Although there are other similar companies that deliver similar products, the above attributes give Adidas a strong standing as they have the experience and history that shows they aim to develop products to meet the customer needs, in turn creating competitive advantages for the company. The way in which they create a dialogue between them and their consumer, whether it be athletes or public, supports a strategy that creates quality, innovative products and customer responsiveness that differentiate their products (Stead, 2014)

[bookmark: _Toc530948234]Brand Differentiation
Adidas are one of the most recognisable brands worldwide, and they are heavily rooted in the sporting industry. Below are the logos that are used within the Adidas brand as explained by Adidas (2018):

[image: https://www.adidas-group.com/media/filer_public_thumbnails/filer_public/76/25/76255b12-d3a5-45ab-bda5-2adc7ffa50ea/bos.jpg__198x0_q85_crop-smart.jpg]Badge of sport - this brand mark stands for the long-standing history Adidas has within sports, and also their diverse sports portfolio.



[image: https://www.adidas-group.com/media/filer_public_thumbnails/filer_public/d8/da/d8daef2d-f365-41e1-8fa6-fed9891f2f24/originals.jpg__198x0_q85_crop-smart.jpg]Trefoil – this logo combines youth culture with creativeness that is found in sports, it’s a lifestyle brand that draws from Adidas’ legacy for example Adidas originals. 


[image: https://www.adidas-group.com/media/filer_public_thumbnails/filer_public/49/36/493649a2-ca5a-445d-b077-792bbf82c63c/core.jpg__198x0_q85_crop-smart.jpg]Adidas core – its accessible sportswear for all, that stands for inclusiveness, ambition, innovation, quality and style. Its stands to show that anyone anywhere can “harness the power of sport in their game”.

 Adidas has sponsors with the world’s top athletes and teams such as Lionel Messi and RG3 (Robert Griffin III) Adidas has successfully positioned itself as the “brand of choice” in sport (Superbrands, 2003). Adidas also collaborate with some of the world’s top artists and musicians, from Kanye West and Pharrell Williams to Korn and Liam Gallagher, which gives them a whole new audience, which they can reinforce an image or lifestyle that the brands wish to portray with its fashion and style products (Adidas-Group, 2018). 
When brands such as Adidas become the success they have, they reach the possibility to convey an image of what that brand stands for. The brand itself can also be seen as a tool to guarantee quality to its customers and reinforces the promise of reliability for its products (Thompson, 2001). Agrawal (1995) claims that the use of celebrity endorsements can lead to positive excess returns, a positive reaction from the market and a positive impact on future profits, and the use of celebrities can open up a different market segment to the company. 


[bookmark: _Toc530948235]Customer focus
As stated on their website Adidas’ new strategic business plan, “creating the new”, aims to intensify their focus on the consumer. To ensure this they will be “putting the consumer at the heart of the everything they do”, by following three strategic choices, speed cities and open sources (see Appendix B for the full outline on the strategic choices) (Adidas-group, 2018). Adidas has initiatives in place to enable customers access the products they want and when they want with no loss of value or quality. The first of the three initiatives are to never be out of stock, so that customers can always get there most desirable products. Planned responsiveness is the second of the three, by analysing data at the beginning of each season they can respond better to demand, and re-order seasonal products quicker. The last of the three initiatives is in season creations, by creating ranges within the season they can better capture what consumers desire (Adidas-group, 2018).
By using their interactive relationships with their customer to provide a basic need of the customer. Furthermore, creating value to that that customer through quality and/or aligning yourself with their lifestyle, but also giving the customer the service and support they want, adidas have adopted the concept of customer focused differentiation (Kokwmuller, 2018).

[bookmark: _Toc530948236]Advantages and disadvantages of strategy
Below are the advantages and disadvantages that Adidas will find with the strategies they have implemented.
[bookmark: _Toc530948237]Advantages
Customer loyalty
Haynes (2018) states that the differentiation strategy can lead to customer loyalty if the company can give the customer the value they may not get elsewhere, although in today’s market this can be difficult. However, it is still an advantage that Adidas can be seen to have due to their relationships with their customers. Customer loyalty can increase a company’s profits in a number of ways, loyal customers make more purchases within the company, they reduce marketing and servicing costs and they convey good recommendations on to other potential customers (Dowling, 1997). 
Ability to charge premium price
Adidas’ prices can be perceived as being high compared to other brands, but they are able to do this due to the value they add to their products through differentiation strategy. There are other advantages in being able to charge a premium price other then high profits, it solidifies the assumption that the product is of a high quality so its worth the price (Labatt-Simon, 2012).

[bookmark: _Toc530948238]Disadvantages
Imitation
Hamel (2005) argues that imitation is a risk to companies who adopt the differentiation strategy as differentiation is based on uniqueness. However, companies who want to mirror the success of others can produce imitations to gain a share of the market and in doing so render the original companies unique qualities void.
Due to the high demand for Adidas products and the ever-growing popularity there is a continuous risk of other companies imitating what they do. This will not only mean more competition within the market, but if the products are too similar and the imitation is of a poorer quality it would mean that the perceived quality of Adidas’ products will also drop, all resulting in profit loss for Adidas (Wilcox, 2013). 
Changing customer needs
As stated above Adidas endeavour to meet the customers need in a timely manner, but with ever advancing technology and customers being better informed and less loyal, it is difficult for companies to keep up with what the customer’s needs (Reidl, 2017). As Adidas have focused part of their strategy on customer relationships it is imperitive that they keep up with the needs of the customer or risk losing their place in the market. 
[bookmark: _Toc530948239]Conclusion
Through analysing the strategies Adidas, it has become apparent that they have chosen differentiation as the strategy on Bowman’s strategy clock, through the way Adidas models its organisation they are focusing on product, brand and customer differentiation. This is due to their background as they have experience with producing new and innovative products by listen and maintaining a relationship with its customers. Although there are negatives to this form of strategy, Adidas seem to have been able to avoid them at most, while benefiting from the advantages to become the hugely successful brand they are today. 


[bookmark: _Toc530948240]Recommendations
[bookmark: _GoBack]The recommendations that can be drawn from this report are, although Adidas have become widely successful, they still need to maintain and invest in the producing of new and innovative products that continue to aid athletes to at the top of their game. They also need to be aware of the celebrities that they use as ambassadors as this can have adverse effects on the company due to public perception. If they continue to create new products and new ways in which to better their customer relationships then it would make it difficult for companies to maintain the momentum needed, if they wished to imitate Adidas.
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Appendix A

· Authentic sports brands:
 Our brands are driven to create and innovate through a common passion for sport and a sporting lifestyle. At the same time, the adidas and Reebok brands each have a unique identity and focus on their core competencies. This approach allows us to develop and create products, experiences and services tailored to the individual needs and desires of a broad spectrum of consumers, increasing our leverage in the marketplace.

· Investments focused on highest-potential markets and channels: 
As a company, we target strong market positions in all markets in which we compete. However, we have prioritized our investments based on those markets which offer the best medium- to long-term growth and profitability opportunities. In this respect, we have identified extensive growth opportunities in North America and Latin America and aim for dramatic market share gains. In addition, we place considerable emphasis on expanding our activities in Greater China and Western Europe to gain market leadership.


· Creating a flexible supply chain:
 Speed and agility are key to outpacing the competition, providing a constant flow of new and relevant products for our consumers and high service levels for our customers. We are committed to meeting the full range of consumer needs by providing game-changing technical innovations for sport, creating and driving trends in streetwear through our sports-inspired lifestyle products, while ensuring constant product availability in the correct size and colour to the highest quality standards.

· Innovation:
 We will continue to challenge the boundaries of functionality, performance and design by leveraging our extensive R&D expertise within the company and also by defining Open Source as a key strategic choice. In addition, enhancing services for customers and consumers alike as well as implementing improved internal processes and systems are other areas where our organisation strives to innovate.


· Focusing on sustainability: 
We are committed to further striking the balance between shareholder interests and the needs and concerns of multiple other stakeholders, including our own employees, the people making our products and the environment. On our website, we provide detailed information on the steps we take to have a sustainable positive impact on society and the planet.

· Creating long-term shareholder value: 
Creating long-term value for our shareholders drives our overall decision-making process. Therefore, we are focused on rigorously managing those factors under our control, making strategic choices that will drive sustainable revenue and earnings growth and, ultimately, operating cash flow. We are committed to increasing returns to shareholders with above-industry-average share price performance and dividends. 



Appendix B

Speed
Driving brand desirability begins with putting our consumers at the heart of everything we do and serving them in the best possible way. This involves ensuring that consumers always find fresh and desirable products where and when they want them and with an unrivalled brand experience. This, in turn, means to us being able to anticipate what consumers want and react accordingly in a timely manner. Speed is therefore a very critical and powerful lever for us and we have set ourselves the goal to become the first true fast sports company by 2020.
Being fast will give us decisive competitive advantages. These include:
· Improve product availability: Enable constant product availability and ensure faster delivery of products.
· Decrease risk: Reduce the risk of overbuying and decrease end-season clean-up by creating more relevant product propositions.
· Create additional net sales: Capture higher demand with shorter lead-time production and avoid seasonal product successes going out of stock.
· Generate more contribution: Reduce markdowns on articles sold by increasing the share of volumes sold at full price.
Besides focusing on Speed in our current supply chain and production process, we also look into new, disruptive business models andtechnologies to make us faster. A prime example in this area is our Speedfactory project: using smart manufacturing instead of centralised production, it brings production to where the consumer is. It opens doors to the creation of products completely unique to the fit and functional needs of consumers, through a combination of the craft of shoemaking and cutting-edge technology. While the pilot Speedfactory was set up at the end of 2015 in partnership with industry experts to provide a testing ground for this model, 2016 saw the introduction of the first pairs of high-performance footwear to come out of the Speedfactory. Furthermore, in 2016, we announced the expansion of our Speedfactory production facilities in Ansbach, Germany, which will begin large-scale production in 2017. As a next step, we will open a new Speedfactory in Atlanta, USA, in 2017, to create products more quickly for and closer to the US consumer.
Our 2020 targets for Speed: Today, around 15% of our sales are generated on Speed programmes. It is our ambition to increase the share of speed-enabled products to at least 50% of our net sales by 2020, with all key categories contributing to this development. As these initiatives will put us in a position to provide consumers with appealing and up-to-date products, we expect this part of our business to achieve a 20% higher share of full-price sales compared to the regular range.
Cities
Major metropolitan centres are playing an increasingly influential role in shaping global trends and consumers’ perception, perspectives and decisions. By 2030, it is forecasted that around 60% of the global population will live in cities. Given this megatrend of urbanization and the dominance of a few global mega cities in terms of economic strength, population size, presence of media and degree of sports participation as well as their influence on global cultural trends, adidas has defined Cities as one of its strategic choices. Creating the New therefore focuses on six global cities: London, Los Angeles, New York, Paris, Shanghai and Tokyo.
Starting in 2015, adidas began to disproportionately invest into these cities in the areas of marketing, retail experiences and organizational set-up. The primary goal is to connect with the most influential consumers and elevate the presence and impact of our brands on the most important global platforms. We will constantly evaluate our activities and, if necessary, expand our focus of Cities beyond the initial six named.
We aim to deliver extraordinary experiences to consumers in these cities across all touchpoints by engaging more deeply with them in communities where they live, places where they work, fields, courts and streets where they play and doors where they shop. At the same time, we strive to create high synergies between our activation and commercial efforts. This also includes aligning our initiatives with similar activities of key retail partners.
It is our goal to create an end-to-end ecosystem that connects consumer communities to relevant products, activation and retail experiences through the lens of the various sports categories:
· Consumer communities: We further developed our strong relationships with consumers who identify with key sports by cultivating sports communities and tribes directly through our own resources and in partnership with external groups. Together with the U.S. Soccer Foundation and the New York City Football Club, in 2016 adidas announced the launch of the New York City Soccer Initiative, a public-private partnership that will build and maintain 50 soccer fields in under-served neighbourhoods across the five districts over the next five years. Our efforts also include scaling successful models that were piloted in the past, such as the Paris Battle Runs, which helped us establish scalable running communities in France.
· Products: We continue to drive a multi-pronged strategy of product introductions, focused across all six cities, including global campaign launches and exclusive collections. We amplify the impact of our product introductions through higher marketing investments and stock allocations of key strategic products to these cities, in addition to pursuing more innovative distribution approaches. Key successes in 2016 included the release of limited editions such as the adidas UltraBOOST Uncaged Parley or the Alexander Wang x adidas Originals collection, which both were exclusively available in our six key cities.
· Activation: Based on our commitment to drive meaningful interactions and continuous engagement with our consumers, we adopt an ‘always on’ approach. In this context, our activation playbook highlights hyperlocal connections and a relentless delivery of value and inspiration to individuals and groups. Through our nine global newsrooms, which span across the entire world, we drive continuous dialogue with consumers while at the same time leveraging our global assets and local partners to create special moments for them. For example, in 2016, the launch of the new football boot concept ‘Glitch’ in London represented a new and revolutionary way to launch a concept digitally and in the most targeted way. Available through an app, Glitch is only accessible for an exclusive consumer subset that is invited to participate in the ecosystem by receiving an online code from one of the Glitch ambassadors or pro players who were seeded the boots in late summer.
· Retail experiences: The environments where consumers find and interact with our products are important focus areas for us. We are committed to providing premium retail experiences to our consumers with executions that connect, engage and inspire them. We view our own-retail stores as a valuable point of sale to excite consumers, by setting high standards for our brand presentations and experiences. In 2016, the opening of our first flagship store in New York and the remodelling of key concept stores such as in our key strategic cities Paris and London were important milestones to further elevate our most important own-retail destinations. We will apply the learnings from these initiatives across our entire global distribution, including our wholesale partner doors.
Our 2020 targets for Cities: Our Cities initiative is off to a strong start, as indicated by improvements in key performance indicators such as NPS and market share. Across all six cities, NPS grew in the course of 2016 with a relative outperformance versus our key competitors. In addition, revenues increased at a strong double-digit rate in most of the six cities, resulting in significant market share gains. We remain committed to achieving a leading position within these cities, by doubling revenues by the end of 2020 compared to 2015.


Open Source
Open Source is a collaboration-based innovation model that aims to build brand advocacy by opening the brands’ doors to the creator and by inviting him in to help shape the future of sport and sports culture with us. Open Source is a mindset that is based on creativity, collaboration and confidence. It is about learning and sharing, about starting conversations between the brand, external experts and consumers and about giving them the chance to have an impact on what we do.
By defining Open Source as one of its strategic choices, adidas intends to:
· Provide access for externals to tools and resources we use to create (e.g. materials, factories, data, experts, athletes, social platforms and business models).
· Acquire and nurture creative capital, new insights, skills, competencies and specialised knowledge.
· Explore new territories to create unprecedented brand value for the consumer beyond mere transactional businesses.
· Strengthen the consumer’s perception of our brands as leaders in sport, by providing consumers access to the progress of our projects and creation processes.
We have defined three strategic initiatives for Open Source:
· Creative collaborations: Creative collaborations are targeted on increasing our creative capital through new tools, new environments and new perspectives from outside creative thinkers. They are meant to give creativity a platform and provide the right tools for ideas to blossom. With the Brooklyn Creator Farm, a design space and creation hub, we offer young urban creative talent a platform and invite them in to fuel innovation in sport with their ideas, outside any regular seasonal product creation calendars. In addition, recognising the influence, success and global brand power that began almost two years ago with YEEZY for adidas Originals, we announced an unprecedented new alliance in 2016 with adidas + Kanye West, a YEEZY branded entity creating footwear, apparel and accessories for both genders across street and sport. The partnership – the most significant collaboration between a non-athlete and an athletic brand so far – aims at redefining the future of sport by uniting the technical, innovative expertise and capabilities of the adidas brand with the visionary imagination of Kanye West.
· Athlete collaborations: The strategic initiatives of athlete collaborations aim to build communities of athletes that help shape the future of their sport with us. The adidas brand has a far-reaching history in sport, working with top athletes, and will continue to further strengthen its network around male creator athletes. In recent years, the brand signed long-term partnerships with two of the world’s most in-demand athletes – football icon Paul Pogba and basketball superstar James Harden – who are both recognised as two of the most creative athletes in world sport, on and off the pitch. In addition, we aim to further expand our roster of female influencers in the years to come. In this context, in 2016, we announced collaborative partnerships with supermodel Karlie Kloss, who joined adidas by Stella McCartney as the face of its fall/winter 2016 campaign, as well as style icon and fitness advocate Gigi Hadid, who joined Reebok’s community of inspiring women as the newest face of the brand’s #Perfect-Never movement. Lastly, to directly engage and interact with a broader consumer community, we continue to focus on our digital space (e.g. Runtastic) and physical space (e.g. Paris Battle Run) projects.
· Partner collaborations: The strategic initiatives in the area of partner collaborations intend to open up our knowledge of sport to collaborate with the best partners in other fields. By exchanging core competencies, we will create unique value for our brands and ultimately also for our consumers. The consumer touchpoints in this field include sport, entertainment experience, consumer specialists, manufacturing and sustainability as well as sports health and monitoring. Our partnership with Parley for the Oceans serves as a prime example. As a Founding Member of the organisation, our support goes far beyond financial aid to fund beach clean-ups. In 2016, this partnership took the stage at the Rio Olympic Games, had football teams FC Bayern Munich and Real Madrid play in jerseys made of Parley Ocean Plastic and unveiled the UltraBOOST Uncaged Parley, the first performance footwear made out of the equivalent of eleven recycled plastic bottles. The adidas brand is committed to making one million pairs of running shoes using Parley Ocean Plastic in 2017 and has restated its ultimate ambition to eliminate virgin plastic from its supply chain.
Our 2020 targets for Open Source: With Open Source, our 2020 goal is to embed external creative capital in our processes to extend our possibilities in creating the future of sport. In the initial phase of Open Source until 2017, we have identified two key targets. The first is to drive brand heat and advocacy by inviting consumers to become part of our creative culture. By the end of 2017, our goal is that 30% of shared content on our brands through social media and other channels is user-generated content. Our second target is to grow the number of users in our digital ecosystem to over 250 million. This will ensure we are at the pulse of the consumer journey at key moments and touchpoints in their lives. By using the insights we will generate from these sources, we will craft better products and services for our consumers, driving improvements in Net Promoter Score, sales, market share and profitability.
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