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1.Executive Summary
This report critically assesses  Adidas' strategic management within the Chinese market. By leveraging different strategic tools, including the PESTLE, Porter's Generic Strategies, TOWS, has a practical understanding of the factors affecting the organization's strategic decisions. The report also examines a hybrid competitive approach, incorporating aspects of low-cost and differentiation techniques, as a suggested method for Adidas (Alnoor, 2022).The external analysis demonstrated several possibilities for Adidas in China. These include the return of production and sales after the pandemic, strong image and recognition, sustainability endeavors, continued investments in supplies and digital media, and encouraging government guidelines (Adidas Group, 2021). However, the corporation face challenges such as geopolitical uncertainties, increasing national self-confidence, economic decline, decreased capital in research and development, and legal obedience issues.Internally, Adidas maintains valuable resources and capabilities, contributing to its competitive advantage. These include a powerful brand impression, dedication to sustainability, research and development know-how, a vast distribution network, and practical organizational leadership (Fair Disclosure Wire, 2023a). 
The report ends by delivering two strategic suggestions for Adidas. The first recommendations is to implement a hybrid competitive strategy, combining elements of low-cost and differentiation techniques to target various customer segment  effectively. This method would enable Adidas to offer competitive pricing while showcasing distinct products. The second recommendations is to embrace digitalization and technology to improve customer relations and expand online influence (Fair Disclosure Wire, 2023a). Adidas can customize its product offerings and enhance shopper engagement by utilizing advanced data analytics and an establishing digital presence.By keeping up with customer preferences and market trends,Adidas can improve shopper experiences and expand its online presence.


[bookmark: _Toc9472]2. Introduction
Founded in 1949, Adidas is a German multinational company specializing in the design and production of  athletic and lifestyle footwear, apparel, and accessories.  Over the years, Adidas has evolved into a considerably acknowledged and significant sportswear brand with a solid global existence and a wide range of products (Adidas Group, 2023). Adidas, a prominent international sportswear enterprise, has achieved tremendous success through compelling strategic management. However,in 2022, Adidas was surpassed by Anta in Chinese market share , ranking second (China Daily,2022).
 In this case, it is essential to examine the strategic elements of Adidas in the  greater China, examining its unique technique to corporate-level strategy, business-level approach, and competitive advantage. By analyzing these essential concepts, it is possible to understand how Adidas has placed itself as a top player in the sportswear industry. The report thus provides a comprehensive evaluation of Adidas' strategic management practices. The company's strategic decisions have been influential worldwide, and relevant literature has been referenced to demonstrate  its influence in China . The effectiveness of Adidas' approach is thus still in question, and afterward, the potential areas for improvement will be considered. Therefore, the objective is to provide valuable insights and recommendations that can guide Adidas in its future strategic endeavors.
[bookmark: _Toc10145]2.1Definitions of Major Concepts
2.1.1 Corporate-level Strategy
Refers to the overall approach and direction adopted by a company to manage its portfolio of businesses and achieve its long-term goals. It involves decisions regarding resource allocation, diversification, and synergies among various organizational business units (Whittington et al., 2019) .
2.1.2 Business-level Strategy
Focuses on how a company competes within a specific market segment or industry. It encompasses decisions regarding differentiation, cost leadership, and target market positioning. The business-level strategy aims to create a competitive advantage that sets the company apart from its rivals (Whittington et al., 2019) .
2.1.3 Competitive Advantage
 Refers to the unique qualities and capabilities that enable a company to outperform its competitors. It could be achieved through various means, such as superior product quality, innovative technologies, efficient supply chain management, or substantial brand equity. A competitive advantage allows a company to attract customers, generate higher revenues, and achieve sustainable growth (Whittington et al., 2019) .
[bookmark: _Toc32288]2.2 PESTLE Analysis
Adidas, a multinational sportswear firm, operates in a dynamic environment shaped by different elements (Niskanen, 2019). The PESTLE framework thoroughly examines the macro-environmental influences that influence Adidas. In contrast, Porter's Generic Strategies framework explains the firm's competitive benefit and market positioning. 
	Opportunities
	PESTLE
	Threats

	COVID-19 is over
	Policy
	Geopolitical Tensions

	/
	Economic
	Economic downturn

	Powerful Brand with Corporate Social Responsibility
	society
	National self-confidence rise
Chinese brands rise

	Continuous Invest in digitization
	Technology
	Inadequate research and development

	/
	Legal
	/

	Use sustainable materials
	Environment
	/


Table 1:PESTLE Analysis
By employing both the PESTLE and SWOT frameworks (Cheng et al., 2021), Adidas can analyze key opportunities and threats that impact its business (Table 1).
2.1.4.1 Opportunities
COVID-19 is over. 
As the pandemic ends, there is a prospect for Adidas to regain strength in production, sales, logistics, and other similar operations(Financial Times, 2023).
Powerful Brand with Corporate Social Responsibility Use sustainable materials). 
Rising consumer understanding and demand for sustainability offer prospects for Adidas to highlight its ability to use eco-friendly materials. Nine out of ten products will be sustainable, featuring environmentally preferred materials.A recent survey indicated that sustainability ranks among the top priorities to be taken into account when making apparel purchases (Chi,2021).
Continuous investments into stores and digital. 
Adidas can improve customer engagement and increase its reach by financing in physical stores and digital outlets (Cicerchia, 2021).
2.1.4.2 Threats
Geopolitical tensions. 
Adidas faces the risk of geopolitical tensions, which can disrupt international trade and impact the company's supply chain and market access.Western sportswear brands are experiencing a decline in sales in China as a result of consumer boycotts targeting companies that express a position on Xinjiang cotton (Woo, 2022).
Chinese National Pride: Fueling the Rise of Domestic Brands. 
Growing national self-confidence in some markets may lead to an increased preference for local brands, posing a threat to Adidas' market share (Crasto et al., 2020).
Inadequate research and development. Insufficient research and development (R&D) investment in recent years may hamper Adidas' ability to innovate and maintain a competitive advantage (Eleanor Olcott and Olaf Storbeck , 2022).
Economic downturns. It can adversely affect consumer purchasing power and overall demand for sportswear products, posing a threat to Adidas' revenue and profitability .
[bookmark: _Toc25135]2.3 Porter’s Generic Strategies
Utilizing Porter's Generic Strategies framework, Adidas' competitive advantage and strategic choices are as follows (Table 2).
	
	Competitive advantage

	Competitive scope
	/
	Lower cost
	differentiation

	
	Broad target
	Relatively high price
	Differentiated products/services in Chinese market segments

	
	Narrow Target
	Relatively high price
	Hyper-local Products/Services


Table 2:Porter’s Generic Strategies Analysis
2.2.1 Competitive advantage
Adidas employs a differentiation strategy in the Chinese market, targeting 
specific market segments and offering differentiated products and services. In 2021, Adidas implemented a three-pronged international localization strategy in China, known as "Made in China, for China," to cater to the preferences and needs of Chinese consumers (PR Newswire, 2022). This approach strives to retrieve the trust and commitment of the Chinese customer base.
The application of these measures to Adidas gives valuable understanding. Nevertheless, it is essential to acknowledge that these models have certain restrictions in capturing Adidas' dynamic and unpredictable business setting (Lapersonne, 2018). The PESTLE framework may not completely account for the prompt modifications in competitive intensity, enterprise structure, and customer behavior. Likewise, Porter's Generic Strategies framework embraces a relatively stable world, which may not align with the increasingly turbulent and unexpected business setting.
Alternative and more flexible methods, such as mixed approaches, can address these challenges. These acknowledge the necessity for flexibility and skill in navigating uncertain and volatile settings (Lapersonne, 2018). By recognizing the restrictions of traditional models and adopting more adaptive techniques, Adidas can improve its capability to respond to dynamic market conditions, strengthen economic implementation, and stay ahead in the highly competitive sportswear enterprise.
[bookmark: _Toc14156]3.Main Discussion
[bookmark: _Toc19531]   3.1 Company Analysis
3.1.1 Core Tenets of Differentiation Strategy
In current years, Adidas has strategically concentrated on executing a differentiated technique in its management approach in China. A differentiation strategy seeks to form a distinctive and superior offering that places the corporation apart from its rivals in the market. The core principles of a differentiation approach are multiple and diverse. Among them are product invention and design differentiation, where Adidas has been recognized for highlighting product invention and design distinction(Laluyan, Pangemanan and Worang, 2017). The company constantly funds research and development to present new and inventive products catering to Chinese consumers' necessities and preferences. For instance, Adidas has cooperated with regional designers and cultural icons to make limited-edition collections that resonate with Chinese customers. Also, the firm is recognized for its brand image and emotional connection, and it has created a powerful image worldwide, which maintains in the Chinese market as well. The business leverages its brand equity to form an emotional relationship with customers. Adidas aligns its marketing movements with Chinese cultural occasions and sports to promote a sense of belonging and resonate with regional customers' values and aspirations(Jing Daily,2023).Adidas entered into a strategic partnership with the China Literature and Art Foundation, which aims to advance Chinese culture and uphold traditional values
Similarly, customer experience and personalization is another central tenet where Adidas aims to deliver outstanding customer experience by delivering customized outcomes and services. Adidas attracts Chinese customers through its digital outlets and physical stores, comprehending their choices and tailoring offerings accordingly (Zhong and Mitra, 2020). This includes giving opportunities for customization, interactive shopping adventures, and personalized suggestions. The business also has prominence for sustainability and social accountability(Niskanen，2019).The company integrates sustainable procedures throughout its supply chain and encourages eco-friendly materials and manufacturing techniques. This dedication to sustainability resonates with environmentally mindful Chinese customers who prioritize moral and sustainable selections.
3.1.2 Trends Shaping Adidas' Strategic Choices in China
Different trends are shaping the strategic choice of Adidas in China. These includes the immediate development of the Chinese middle class (Atherton, 2021). In this case, China's growing middle class gives a compelling prospect for Adidas. With growing disposable earnings, Chinese consumers are ready to spend on premium products and seek differentiated offerings. Adidas has capitalized on this trend by presenting high-end product lines and cooperating with luxury brands to make exclusive collections for the Chinese market(Fair Disclosure Wire, 2022a). Also, increasing customer need for leisure and lifestyle wear has been rising.
Moreover, Chinese customers' choices have diverted towards leisurewear and lifestyle products incorporating fashion and functionality. Adidas has tapped into this trend by developing its product range exceeding traditional sportswear, like shaking up the marketplace with the bra revolution,  focusing on better provide around bras and tights to win the hearts of the female athletes.It presents stylish and versatile clothes, footwear, and accessories for sports activities and daily environments.
On the same note, this market has experienced a digital change and E-commerce boom. China's immediate digital change and the development of e-commerce have reshaped the retail landscape  Adidas has acknowledged the significance of digital media and has made considerable investments in its e-commerce abilities, including partnering with leading online outlets and improving its online store. This allows Adidas to acquire a more expansive customer base and provide a seamless online shopping adventure with the trend of localization and cultural applicability (Yu,2019). Adidas has embraced a localization technique highlighting cultural relevancy to link with Chinese customers. This includes partnerships with Chinese celebrities, influencers, and developers to form products that reflect Chinese cultural elements and resonate with local consumers' tastes and preferences  . By embracing Chinese culture, Adidas strengthens its brand positioning and enhances its appeal in the market.
[bookmark: _Toc18362]3.2 External Analysis-PESTLE Analysis
	Factors
	Opportunities
	Threats

	Political
	1. Favorable government policies for foreign investment.
2. Support for sustainable practices
	Geopolitical tensions impacting international trade and supply chain.

	Economic
	Economic recovery and improved consumer confidence.
	Economic downturn affecting consumer spending.

	Sociocultural
	1.Strong brand reputation attracting consumers.
2.Growing demand for sustainable products and eco-friendly practices.
	1.Rising national self-confidence and preference for local brands.
2.Shifting trends favoring national brands.

	Technological
	Continuous investments in stores and digital platforms.
	Reduced investment in research and development.

	Legal
	Compliance with intellectual property rights and regulations.
	Legal challenges and reputational damage.

	Environmental
	Focus on sustainability and eco-friendly practices.
	/


Table 3: PESTLE Analysis for Adidas in China (Çitilci and Akbalık, 2020).
Political Factors
Adidas faces several opportunities and threats in China. Such opportunities include policies; favorable government policies, such as incentives for foreign investment and support for sustainable practices, can create opportunities for Adidas in China . Also, the end of the COVID-19 pandemic is a prospect. Political measures to restore normalcy, including easing production, sales, and logistics restrictions, can benefit Adidas as the pandemic subsides  In the same essence, several threats include looming geopolitical tensions. Heightened geopolitical tensions between countries can impact international trade and create uncertainties for Adidas' supply chain and market access in China.Adidas faced a significant sales decline of 36% in China in 2023, with the threat of further decline, due to consumer boycotts triggered by the company's public support for the use of Xinjiang cotton (Yi, 2023).
Economic Factors
The pestle analysis of the economic factor highlights several opportunities, which include economic recovery. As the economy recovers from the impact of the pandemic, consumer confidence and purchasing power are likely to improve, benefiting Adidas in terms of increased demand for sportswear products. Despite opportunities, the economic context is also threatened by the economic downturn. This can negatively impact consumer spending and purchasing behavior, affecting the demand for discretionary products like sportswear.
Sociocultural Factors
Being another domain of the PESTLE analysis, the social and cultural elements are essential in the strategic management of Adidas in China. Such presents opportunities like the presence of a strong brand. Adidas' strong brand reputation and recognition can attract consumers who value quality, style, and performance in sportswear products (Rasool et al., 2019). Also, Adidas utilizes sustainable materials in the making of its products. Growing consumer awareness and demand for sustainable products present opportunities for Adidas, as it emphasizes its commitment to eco-friendly materials and production practices.
Furthermore, the regard towards CSR (corporate social responsibility) by Adidas can be capitalized. Adidas' Corporate Social Responsibility initiatives, such as community engagement and social impact programs, can enhance the brand image and resonate with socially conscious consumers in China (Diao, 2021). Alternatively, the analysis also shows threats that include rising national self-confidence. In this case, increasing national self-confidence in China may lead to a preference for local brands, posing a threat to the market share of international companies like Adidas (Reuters, 2023). Societal trends are a threat, and the changing preferences, such as the rising popularity of national brands, can impact consumer perceptions and preferences for global sportswear brands like Adidas.
Technological Factors
Technological elements also affect the Chinese market and especially the strategic alignment of Adidas considering a hybrid strategy. The analysis presents opportunities like continuous investments into stores and digital essentials. Adidas' investments in physical stores and digital platforms allow the company to enhance customer experiences, provide personalized services, and tap into the growing trend of online shopping in China (Alazab, Bevinakoppa and Khraisat,2018). Also, Adidas has been able to leverage technology by adopting new approaches, such as data analytics, artificial intelligence, and virtual reality, which can offer opportunities for Adidas to improve product development, marketing strategies, and customer engagement. Threats co-exist alongside opportunities, including less research and development investment. In recent years, there has been a decrease in research and development (R&D) investments, which may limit Adidas' ability to innovate and stay ahead of competitors in terms of technological advancements.
Legal Factors
Compliance with laws and regulations related to intellectual property rights, labor practices, product safety, and environmental standards is essential for Adidas' operations in China. Failure to comply with these regulations can result in legal challenges and reputational damage.Adidas experienced a notable decline in sentiment and reputation both in the immediate aftermath and over the course of subsequent months(Boehmer,2022).
Environmental Factors
The environmental factor show opportunities such as sustainability. Adidas' focus on sustainability and environmentally friendly practices aligns with the increasing consumer demand for eco-friendly products. The company's commitment to sustainability can enhance its reputation and attract environmentally conscious consumers in China.
In conclusions, Examining these PESTLE features, it evolves evident that a hybrid competitive approach is essential for Adidas' strategic management in China. The firm's differentiation strategy, highlighting product invention, design distinction, brand image, and customer adventure, aligns with the opportunities given by these external elements. Besides, combining cost leadership features to guarantee operational efficiency and competitive pricing allows Adidas to cater to diverse customer segments in the Chinese market. This hybrid competitive approach permits Adidas to leverage its core competencies, such as invention, sustainability, and label equity, to acquire a competitive benefit and capture market allocation in China.
[bookmark: _Toc32732]3.3 Internal Analysis -Porter’s Generic Strategies Analysis
Adidas has employed an outstanding strategic management method to create a distinct competitive benefit in the Chinese market. The application of Porter's Generic Strategies framework allows Adidas to achieve this benefit through differentiation, targeting exact market features, and incorporating segments of a hybrid competitive approach (Islami, 2020). In this regard, differentiation is a core principle of Adidas' business strategy, aiming to present products and services that stand out from competitors. By focusing on design, innovation, and brand image, Adidas creates a perception of creativity and superior value among buyers. The company highlights product quality, style, and interpretation, catering to the tastes of Chinese consumers who value these qualities (Sofia, 2023). Through differentiated offerings, Adidas has been capable of controlling a reasonably high price for its products, placing itself as a premium trademark in the Chinese market.
Regarding competitive scope, Adidas embraces a broad target strategy, catering to different elements within the Chinese market. The firm offers distinguished products and services tailored to distinct Chinese market segments, such as sportswear for various sports or lifestyles. This technique permits Adidas to address Chinese customers' various needs and tastes and capture a more extensive market share (Wildfeuer, 2018). Adidas also utilizes a narrow target technique concentrating on hyper-local products and services. The firm has recently enforced a localization technique in China, taking the Greater China region as a distinct market segment. By embracing a hyper-local strategy, Adidas desires to comprehend and fulfill the specific demands of Chinese consumers at a regional and regional level ,In the first quarter of 2023, Adidas achieved better-than-expected results in the Greater China region (Fair Disclosure Wire, 2023b). This approach combines Chinese culture, consumer tastes, and trends into its product offerings and marketing campaigns. This localized technique promotes Adidas to heighten its connection with Chinese customers and make a more robust dynamic appeal.
Adidas has pursued a concentrated development strategy at the corporate level by targeting distinct market parts in China . The firm has recognized the greater China region as a different market element and executed a differentiation approach tailored to the Chinese market,such as Adidas' Shanghai office accommodates 80 designers whose main objective is to develop shoes and clothing specifically designed for Chinese consumers. This corporate-level strategy authorizes Adidas to focus its resources, expertise, and efforts on capturing prospects within the Chinese market and fulfilling the unique needs of Chinese customers. Adidas can improve its strategic fit and achieve a competitive benefit by aligning its corporate-level strategy with the desired market segment (Islami et al, 2020). At the business level, Adidas has concentrated on differentiation as a preliminary strategy in the Chinese market. The firm highlights product quality, design, and trademark image to make a unique value proposition that distinguishes it from rivals. Adidas has designated itself as a premium label and made a solid competitive position in the market by presenting differentiated products and services tailored to Chinese consumers' tastes and requirements. This business-level strategy permits Adidas to entice and keep customers who appreciate its products' distinct attributes and advantages.
In summary, Using Porter's Generic Strategies framework helps see how the company can create and maintain its competitive edge. Through differentiation in product offerings and targeted market segments, Adidas differentiates itself from rivals and creates a perception of outstanding value among customers. This competitive benefit stems from the company's capability to deliver superior products and adventures that satisfy Chinese consumers' tastes and needs. By constantly innovating and remaining ahead of market trends, Adidas supports its competitive benefit and maintains its place in the Chinese sportswear enterprise.
[bookmark: _Toc2839]3.4 Industry Analysis -TOWS Analysis 
Opportunities
One meaningful possibility for Adidas is China's growing demand for tolerable and eco-friendly products. The firm has already been dedicated to sustainability. By further investing in research and growth, Adidas can generate innovative eco-friendly materials and production methods, permitting it to capitalize on the increasing customer choice for environmentally responsible products. Additionally, there is an opportunity to expand e-commerce and digital retail channels in China, which would reduce the reliance on external distributors.The well-known apparel brand Zara serves as an excellent example by adopting an integrated online and offline business model, thereby mitigating the risk of product quality issues that may tarnish the brand's image(Wu,2022). Adidas can improve its online shopping adventure, personalized services, and targeted marketing strategies by developing its digital existence and financing technological advances. This can allow the company to acquire a more expansive customer base, particularly the tech-savvy younger demographic in China.
Threats
One significant threat Adidas encounters in the Chinese sportswear enterprise is intense competition. The market is highly competitive, with regional and multinational brands contending for market share. To manage this threat, Adidas must constantly innovate and distinguish itself through outstanding design, implementation, and brand image to keep its competitive advantage (Ilhan et al., 2018). Another meaningful threat is the possible influence of geopolitical tensions and trade conflicts on Adidas' supply chain and market entry in China. Political uncertainties can disrupt functions and make logistics, production, and distribution challenges. To mitigate this threat, Adidas must set alternative sourcing opportunities and maintain its connections with regional partners to guarantee a stable supply chain.
Weaknesses
One area that Adidas may need to improve is the dependency on external manufacturers for production. Reliance on external suppliers discloses the business to potential risks, such as disorders in the supply chain, quality control issues, and increasing production expenses. To overpower this weakness, Adidas can consider extending its manufacturing abilities or developing strategic coalitions with reliable manufacturers to preserve control over production procedures(Moss, 2023). Another weakness for Adidas is the need to enhance its penetration in lower-tier cities in China. While the business is robust in significant cities, it may require help gaining consumers in less-developed regions. Adidas can improve its brand awareness and market share in lower-tier cities by focusing on targeted marketing campaigns and distribution techniques tailored to these markets.
Strengths
One fundamental strength of Adidas is its robust brand image and international recognition. The brand is associated with quality, implementation, and invention, which resonates with Chinese customers desiring premium sportswear products. By leveraging this strength, Adidas can persist in attracting and retaining consumers who value the brand's prestige and perceive its products as a sign of status and style (Vahid , Bahador and Mahdi 2021). Another power lies in Adidas' dedication to sustainability and social accountability. The firm's sustainability endeavors, such as using eco-friendly materials and help for social causes, improve its brand image and appeal to environmentally mindful consumers. By further incorporating sustainability into its industry practices, Adidas can strengthen its competitive benefit and differentiate itself from rivals in the Chinese market.


	
	Opportunities (O)
	Threats (T)

	Strengths (S)
	S-O Strategy: Increase R&D investment in sustainability and eco-friendly materials to capitalize on the growing need for sustainable outcomes .
	S-T Strategy: Maintain connections with regional partners to mitigate the impact of geopolitical pressures on the supply chain.

	Weaknesses (W)
	W-O Strategy: Improve distribution and marketing strategies to infiltrate lower-tier cities and grab untapped markets .
	W-T Strategy: Enhance control over the production process by exploring options for in-house manufacturing or strategic coalitions .


Table 4: TOWS Analysis (Yamagishi et al., 2021).
In the TOWS Matrix, Adidas's strengths and weaknesses correspond with the prospects and threats recognized through the TOWS Analysis. This permits recognizing strategic actions that leverage strengths and opportunities while mitigating weaknesses and handling threats. By matching strengths with opportunities (S-O), Adidas can pursue strategies that align with its core competencies and take advantage of favorable market conditions (Meier et al., 2017). For example, expanding research and development (R&D) investment in sustainability and eco-friendly materials capitalizes on China's growing demand for sustainable products.
Matching weaknesses with opportunities (W-O) enables Adidas to identify strategies to overcome weaknesses and seize available opportunities. For instance, improving distribution and marketing strategies to penetrate lower-tier cities address the weakness of limited presence in these markets, allowing Adidas to tap into untapped customer segments (Pu,Sun,and Shao,2020 ). When strengths are matched with threats (S-T), strategies can be developed to minimize the impact of external threats on the business. Strengthening relationships with local partners helps mitigate the risks posed by geopolitical tensions, ensuring a stable supply chain and minimizing disruptions in operations.
Matching weaknesses with threats (W-T) helps Adidas develop strategies to address internal weaknesses while proactively managing external threats (Sicoli Bronzetti and Baldini, 2019). Enhancing control over the production process through options like in-house manufacturing or strategic partnerships helps mitigate risks associated with external suppliers and rising production costs.
[bookmark: _Toc30132]4.Strategic Options for Adidas
After analyzing the internal and external environment of Adidas, two strategic options are recommended to enhance the company's competitive position in the Chinese sportswear market. The first recommendation is to adopt a hybrid competitive strategy combining low-cost and differentiation elements. The second recommendation is to leverage digitalization and technology to enhance customer experiences and expand the online presence. These recommendations align with Adidas' focus on differentiated strategic management and enable the company to capitalize on its strengths and opportunities while addressing potential weaknesses and threats.
[bookmark: _Toc23390]4.1 Hybrid Competitive Strategy
Firstly, it is evident that Adidas adopts a hybrid competitive strategy.A hybrid strategy combines cost leadership and differentiation elements to establish a distinctive value proposition.While Adidas sets itself apart through product innovation, design, and brand image, it also focuses on operational efficiency and cost control to maintain competitive pricing.
This combination of price leadership and differentiation enables Adidas to offer high-quality, distinctive products while remaining competitive in terms of pricing.By implementing a hybrid competitive strategy, Adidas leverages its advantages in price leadership and differentiation, strengthening its competitive advantage in the Chinese market.By embracing a hybrid competitive strategy that integrates both low-cost and differentiation strategies, Adidas can effectively target a diverse range of customer segments in China.The low-cost aspect of the strategy will enable the company to provide competitive pricing, appealing to price-sensitive consumers who prioritize value for money .At the same time, the differentiation factor will enable Adidas to differentiate its products and brand through exceptional design, quality, and performance, appealing to customers who appreciate premium products and are willing to pay a premium price.(Hales,2017)
Implementation
Adidas must concentrate on several fundamental actions to enforce the hybrid competitive strategy.
4.1.1 Product Portfolio Optimization
Adidas should examine its product portfolio to determine cost decreases and differentiation prospects. This involves streamlining the product range and determining areas where cost efficiencies can be accomplished without compromising quality or implementation. At the same time, the business should invest in analysis and growth to introduce creative and differentiated products that satisfy Chinese consumers' growing needs and tastes(Steenkamp,2019).For instance, Adidas could release limited edition and customized products during significant festivals in China, or explore collaborations with Chinese brand companies to launch co-branded products .
4.1.2 Efficient Supply Chain Management
Cost optimization in the supply chain is essential for performing the low-cost aspect of the strategy. Adidas should examine opportunities to decrease expenses through efficient sourcing, production, and distribution procedures. This may involve seeking strategic coalitions with regional suppliers and manufacturers, leveraging economies of scale, and enforcing lean practices to streamline functions.Refer to nike's practice in Greater China, it is a good choice to build a Production Base and Logistics Center in China, despite the potential initial increase in costs, but it can enhance logistics efficiency ,ultimately leading to reduced product costs(Beijing Times,2023).
4.1.3 Brand Positioning and Marketing
Adidas should distinguish its brand through persuasive marketing and communication techniques. This includes emphasizing its products' outstanding elements, design, and implementation to target consumers pursuing premium and distinguished sportswear. The brand should also highlight its dedication to sustainability, as this aligns with the growing need for eco-friendly outcomes in China(Saatchian, Azizi and Talebpour,2021) 
Enforcing a hybrid competitive approach needs long-term dedication and constant monitoring. The performance timeframe can vary established on the specific endeavors undertaken by Adidas. It is suggested that the company set up a trustworthy team to supervise the performance, consisting of cross-functional members from other departments such as product development, procedures, marketing, and finance. Adequate resources, including financial acquisitions, skilled personnel, and technological infrastructure, should be distributed to support the implementation procedure.
[bookmark: _Toc6798]4.2 Digitalization and Technology
Adidas should leverage digitalization and technology further to boost its competitive place in the Chinese market, improve customer experiences, and boost its online existence. This strategic prospect aligns with the growing trend of e-commerce and digital outlets in China, where consumers increasingly count on online media for shopping and news (Saura,2019).
Implementation
Adidas should concentrate on essential measures to enforce the digitalization and technology strategy.
4.2.1 Enhancing Digital Channels
Adidas should finance growing and optimizing its e-commerce outlets and mobile applications to supply Chinese customers with a seamless and personalized shopping adventure. This concerns incorporating virtual try-on, personalized product suggestions, and social commerce abilities to improve customer concentration and drive online sales(Lu, Liu and Rahman, 2017).
4.2.2 Leveraging Data Analytics
By leveraging developed data analytics and artificial intelligence, Adidas can acquire a valuable understanding of consumer choices, behavior, and trends. This data-driven method will allow the business to tailor better its products, marketing campaigns, and consumer experiences to satisfy Chinese consumers' precise needs and tastes. It will also assist in recognizing new market prospects and enhance operational efficiency (Wright, 2019).
4.2.3 Omni-channel Integration
Adidas should incorporate its physical stores and online channels to create a seamless omni-channel customer experience(Barbosa and Tavares). This comprises click-and-collect services, in-store digital adventures, and synchronized inventory control, allowing clients to transition between online and offline channels seamlessly.
Enforcing a digitalization and technology strategy needs constant investment in technological infrastructure, experienced personnel, and data analytics abilities. The time frame for performance will count on the specific endeavors undertaken by Adidas. Nevertheless, it is essential to have a long-term view, given the immediate evolution of technology and consumer anticipations. Sufficient resources, including financial investments, technology coalitions, and talent acquisition, should be allocated to help the performance procedure.
5. [bookmark: _Toc10851]Conclusion
This report has thoroughly analyzed Adidas' strategic management in the Chinese sportswear market. The report has delivered an understanding of the internal and external elements shaping the organization's strategic findings by applying diverse strategic frameworks, including PESTLE analysis, Porter's Generic Strategies, TOWS analysis.Additionally, the report has examined the concept of a hybrid competitive strategy that combines elements of both low-cost and differentiation strategies and recommends it as a strategic approach for Adidas.Through its commitment to a hyper-local strategy, Adidas consistently introduces products that embrace cultural characteristics, promote sustainability, environmental friendliness, and offer exceptional value to customers(Allen, 2023). The external environment study revealed several opportunities and threats Adidas encounters in China. Opportunities include the return of production and sales post-COVID-19, powerful brand distinction, sustainability initiatives, ongoing investments in stores and digital channels, and good government guidelines. On the other hand, threats emerge from geopolitical uncertainties, growing national self-confidence, financial downturns, decreased investment in research and growth, and legal compliance challenges.
Internally, Adidas maintains valuable resources and abilities, contributing to its competitive benefit. These include a strong brand idea, dedication to sustainability, analysis and development expertise, a comprehensive distribution network, and effective corporate management. Leveraging these resources, Adidas can seek a hybrid competitive approach incorporating cost leadership and differentiation to target an extensive range of customer segments in China. Similarly, digitalization and technology adoption have been suggested to improve customer adventure and develop Adidas' online existence. By leveraging cutting-edge data analytics, improving digital channels, and combining online and offline strategies, Adidas can stay ahead of the evolving consumer tastes and market trends.
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Table 1:PESTLE Analysis
	Opportunities
	PESTLE
	Threats

	COVID-19 is over
	Policy
	Geopolitical Tensions

	/
	Economic
	Economic downturn

	Powerful Brand with Corporate Social Responsibility
	society
	National self-confidence rise
Chinese brands rise

	Continuous Invest in digitization
	Technology
	Inadequate research and development

	/
	Legal
	/

	Use sustainable materials
	Environment
	/



Table 2:Porter’s Generic Strategies Analysis
	
	Competitive advantage

	Competitive scope
	/
	Lower cost
	differentiation

	
	Broad target
	Relatively high price
	Differentiated products/services in Chinese market segments

	
	Narrow Target
	Relatively high price
	Hyper-local Products/Services
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Table 3: PESTLE Analysis for Adidas in China 
	Factors
	Opportunities
	Threats

	Political
	3. Favorable government policies for foreign investment.
4. Support for sustainable practices
	Geopolitical tensions impacting international trade and supply chain.

	Economic
	Economic recovery and improved consumer confidence.
	Economic downturn affecting consumer spending.

	Sociocultural
	1.Strong brand reputation attracting consumers.
2.Growing demand for sustainable products and eco-friendly practices.
	1.Rising national self-confidence and preference for local brands.
2.Shifting trends favoring national brands.

	Technological
	Continuous investments in stores and digital platforms.
	Reduced investment in research and development.

	Legal
	Compliance with intellectual property rights and regulations.
	Legal challenges and reputational damage.

	Environmental
	Focus on sustainability and eco-friendly practices.
	/


Table 4: TOWS Analysis
	
	Opportunities (O)
	Threats (T)

	Strengths (S)
	S-O Strategy: Increase R&D investment in sustainability and eco-friendly materials to capitalize on the growing need for sustainable outcomes .
	S-T Strategy: Maintain connections with regional partners to mitigate the impact of geopolitical pressures on the supply chain.

	Weaknesses (W)
	W-O Strategy: Improve distribution and marketing strategies to infiltrate lower-tier cities and grab untapped markets .
	W-T Strategy: Enhance control over the production process by exploring options for in-house manufacturing or strategic coalitions .
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