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[bookmark: _Toc531013858]Executive Summary
Adidas and its subsidiaries design, develop, manufacture and sell a wide range of sports and sporting goods. Strong brand combination can not only improve the company's market position, but also enhance the company's profit. 
But rampant counterfeiting has not only weakened Adidas's brand image, it has also robbed it of revenue. On the other hand, the world has become more open than ever before. Trends with origins in the large cities have a fundamental global impact, driven by the spread of digital devices. (Störk et al. 2018). 
“When something happens in Shanghai or New York, children all over the world will see it immediately. This means that Adidas can focus they are marketing in just a few of the world’s major cities.” Share to: Twitter; LinkedIn; Facebook; Google Plus. Adidas did not have that view before. Adidas view is based on the state. In Adidas, every country had its own marketing strategy. 
[bookmark: _GoBack]At present, Adidas have become more prescriptive: Adidas can launch all our key products in just a few cities and the countries will pick this up (Störk et al. 2018). 
Identify Adidas differentiation strategy and explain how they have achieved it. Because with dynamic alteration happening in the universal marketplace, the strategic choice decide may have to be reassessed through the altering locations. The plans like the differentiation, adidas should act through the demands of the client in a marketplace and thus get more market share and remain appropriate in the modest background. 
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[bookmark: _Toc531013859]1.1 Report Remit
For this report, it will Identify both Adidas strategy choice and assess Adidas strategy to reader. Identify Adidas differentiation strategy and explain how they have achieved it. And the positive and negative of the Adidas differentiation strategy. At last, this report will make recommendation based on the analyse of the report.
[bookmark: _Toc531013860]1.2 Background of the Organisation
The roots of Adidas in Germany, but it is a global company. It has nearly 57,000 employees around the world. And the 100 nations employees are work at their global headquarters in Herzogenaurach, Germany – the ‘World of Sports’. Adidas with independent manufacturing partners worldwide produce over 900 million sports and sports lifestyle products each year. Last year, Adidas generated sales of 21.218 billion Euro. These numbers alone can easily suggest that adidas is a very huge and multi-layered business. (Adidas 2018) And Adidas’ mission is “Adidas-Salomon struggle to the global leader in the sporting products manufacturing with sports brands construct on passion for sporting way of life and sports” (Adidas 2018). Adidas main object back in those days already was to make client better and still today the customer is at the heart of everything the adidas brand does (Adidas 2018).
[bookmark: _Toc531013861]1.3 Definitions
[bookmark: _Toc531013862]1.3.1 Strategy
Strategy is the long-term direction and extent of a business, which get hold of positive in changing environment by assign resources and competence to meet the hop of stakeholders (Johnson et al 2011). Strategic management involve managing strategy in business, making strategic selection for the future, and the organization's strategic position (Johnson et al 2011).
[bookmark: _Toc531013863]1.3.2 Business level Strategy
Business leaders should consider market details to develop pricing, marketing, and implementation strategies. Use by business-level strategies to find company competitive advantage with the goal of meeting customer needs for organisation product or service. And then, there is five business level strategy: Cost Leadership; Differentiation; Focused low cost; Focused Differentiation and Integrated Low Cost/Differentiation. Business level strategy are developed by the general managers who translate tasks and visions into specific strategies. It is like a blueprint of the whole industry (Jones 1988).
[bookmark: _Toc531013864]1.3.3 Competitive advantage
Competitive advantage (or location advantage) is concerned with how customers view a company's products in a market relative to competitors (Wensley 1988). Firms with contribution that achieve competitive advantage occupy a superior position in the minds of customers, as creators of superior value (Miller 2009). This is an indicator of how likely these customers are to buy the company's products, which directly contributes to the company's market performance. In terms of value, competitive advantage is compared to the use value created by the seller and the expected use value perceived by the customer, while market performance corresponds to the value captured by the seller and the exchange value accepted by the customer when the transaction occurs (Taylor 2007).
[bookmark: _Toc531013865]1.3.4 Porter’s Generic Strategy
[bookmark: _Hlk530579437]In 1980, Michael Porter developed three generic strategies that a firm could use to gain competitive advantage. It has three part that is cost leadership, differentiation and focus (The Economic Times 2018).
[bookmark: _Toc531013866]1.3.4.1 Cost leadership strategy
The cost leadership strategy advocates obtaining competitive advantage through the lowest cost of production both product and service. The lowest cost does not necessarily mean the lowest price. Costs are removed from every link of the value chain- including production, marketing, and wastages and so on. The product can still be priced at competitive parity (The Economic Times 2018), However, because of the low cost of production, company leave themselves wide open to attack by other low-cost creator who may undermine their value and therefore block them efforts to raise market share (Manktelow et al. 2018). Companies that succeed at cost leadership often have: access to the capital they need to invest in technologies that reduce costs; Very efficient logistics; A low-cost base, and a sustainable way to cut costs, it is lower than other competitors (The Economic Times 2018).
[bookmark: _Toc531013867]1.3.4.2 Differentiation
In differentiation, a company tries to differentiate itself in some areas of its industry that are widely valued by buyers. It selects attributes that are important to many buyers in one or more industries and uniquely addresses these needs. It gets a premium for its uniqueness (Porter 2004). To make a success of a differentiation strategy, the organizations needs development innovation and good research; The ability to provide quality products or services; Effective sales and marketing to enable the market to understand the benefits of differentiated products. Large organizations that pursue differentiation strategies need to be agile in the development of new product. Otherwise, they are likely to be attacked in multiple ways by competitors pursuing differentiation strategies of focus in different market segments (Manktelow et al. 2018).
[bookmark: _Toc531013868]1.3.4.3 Focus
There are two variations of the focus strategy. In the cost focus, enterprises seek cost advantage in target segmentation, and in the differentiation focus, enterprises seek differentiation in target segmentation. Cost focus takes advantage of the differences in cost behaviours of a certain market segment, while differentiation focus takes advantage of the special needs of buyers in a certain market segment (Porter 2004). The 'focus' strategy involves focusing on a narrow, well-defined market segment, also known as a 'niche' segment. In niche markets, companies have customers who understand, appreciate and can pay a premium for their indulgence. Competitive advantage whether through cost or differentiation that is created for niche markets. But the risk is that niche markets may not grow or may disappear over time and change. (The Economic Times 2018). But whether organisation using cost focus or differentiation focus, the key to the success of a general focus strategy is to make sure that firm add something extra because they are only serving that niche (Manktelow et al. 2018).
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Figure 1-3-4: Porter’s Generic Strategies (Porter 2004)


[bookmark: _Toc531013869]2.0 Main Body
Porter's (1980) structure propose that firms take on three possibly successful generic strategic method. it is general cost leadership; differentiation; and focus for outdo other enterprise in an industry. (Porter, 2004) By take on one of these generic strategy’s enterprises can alleviate the danger from five competitive influence. bargaining power of dealers; bargaining power of new applicants; bargaining power of purchasers; bargaining power of substitutes; and competition among current organisation (Nandakumar et al 2011).
[bookmark: _Toc531013870]2.1 Implementation of the Differentiation Strategy
Adidas according to generic strategy help them gets more income. These strategies help Adidas to face the contestants in terms of price, manage in distinctive markets, achieving advantage of the product and ultimately make the most of it. “We had a successful start to the year that was fully in line with our expectations: Our high-quality top-line growth was driven by our strategic focus areas North America, Greater China and e-commerce”, said adidas CEO Kasper Rorsted. “At the same time, we managed to grow the lowest line appreciably faster than the top line while continuing to invest into creating brand desire.” (Adidas 2018). The world has become more open than ever before. Trends with origins in the large cities have a fundamental global impact, driven by the spread of digital devices (Störk et al. 2018). “When something happens in Shanghai or New York, children all over the world will see it immediately. This means that Adidas can focus them marketing in just a few of the world’s major cities.” Share to: Twitter; LinkedIn; Facebook; Google Plus. Adidas did not have that view before. Adidas view is based on the state. In Adidas, every country had its own marketing strategy. At present, Adidas have become more prescriptive: Adidas can launch all our key products in just a few cities and the countries will pick this up (Störk et al. 2018). 
There is another case of Adidas. Adidas in North America that is the single biggest market in the world — and the only global market of any significance where Adidas are underrepresented. The size difference between Adidas and Nike can be attributed to difference in Adidas North America business account for 90%. A few years ago, Adidas sent European manager, he did not comprehend American sports. Adidas did not know baseball, basketball, and American football; Adidas did not appreciate that sport in the U.S. originates in both high school and college instead of in clubs (as in Europe). Adidas made products that were good for Europeans, but not of necessity for Americans (Störk et al. 2018). At present, Adidas had start to change by now. On the other hand, in other areas Adidas have different plans, this is because Adidas have different objective. Adidas is trying to protect a high market location both in Europe and China, they are trying to increase a fervent market view but protect them profit. (Störk et al. 2018)
Adidas plan is built around three strategic choices that will enable them to focus even more on them consumers: 
[bookmark: _Toc531013871]2.1.1 Speed – How Adidas deliver
[bookmark: _Hlk530957418]Putting consumers at the heart of everything they do and serving them in the best way means adidas needs to make sure they always find fresh and satisfying products where and when they need them (Adidas 2018). Adidas is using electronic commerce by now, client can use by online to take part in design new products, that means everyone can be designer. And product directors’ teams can do research on new drawings and put them on the market, it is good way for Adidas attract clents and improve them customer loyalty. And according to Adidas high technology product line, Adidas could provide any sports product that the clients design. Adidas considers themselves customer focused. Every part of manufacturing and designing products is based on whether it will bring happiness to the clients.
[bookmark: _Toc531013872]2.1.2 Cities – Where Adidas deliver 
Urbanization is still to a global trend. Most of the world population lives in cities. Cities are shaping global trends and consumers’ perception, perspectives and buying decisions. Adidas have classified six important capital in which they want to over-proportionally increase share of mind, share of market and share of fashion: Shanghai, Tokyo, Paris, New York, Los Angeles and London (Adidas 2018). The world has become more open than ever before. Trends with origins in the large cities have a fundamental global impact, driven by the spread of digital devices (Störk et al. 2018). This means that Adidas can focus them marketing in just a few of the world’s major cities.” Share to Facebook. In Adidas, every country had its own marketing strategy. At present, Adidas have become more prescriptive: Adidas can launch all our key products in just a few cities and the countries will pick this up (Störk et al. 2018). Adidas manager realized that if they could dominate these cities, not only in terms of market share and customer loyalty, but also by capturing creative ideas coming up in them, Adidas could have a greater impact on their global markets. Any trend coming in these cities, no matter it is fashion or technology, it will have global impact. On the other hand, if Adidas had not been the source of the trend, then they would have missed out on some of these opportunities (Störk et al. 2018). Such as in each subbranch of Adidas have fashion part and sport part.
[bookmark: _Toc531013873]2.1.3 Creating the New Acceleration
To build momentum for the Adidas brand and accelerate sales and profit growth, they have launched several initiatives that they will focus on in addition to these three strategic options and Adidas corporate culture – Portfolio, North America, Digital and ONE adidas (Adidas 2018). In 2018, Adidas will roll out a characteristic jersey for Spanish giants Real Madrid as part of the Adidas x EA Sports special-edition set of clothes packs. Bragging an all-over space illustrative drawing, the Adidas x EA Sports Real Madrid jersey disburse compliment to the club's Galácticos era. The Adidas x EA Sports Real Madrid jersey is set to hit stores in incomplete amount immediately. It will sell at around 90 Euro (Fottyheadlines 2018). And EA Sports is most famous sport game enterprise in the world, it can help Adidas market expansion. One of the aim the brand was successful from the start came from the competence to work carefully with sportsperson, comprehend them closely. These consequence in ground-breaking, and effectual drawings (Young 2016) The brand has been repositioned as a forward-looking trendsetter. It has signed major players who are recognized for their uniqueness on and off the north American sports field. These include James harden, Sidney Crosby, Aaron Rodgers and Carlos Correa. They have also worked with unique artists and celebrities, including the hugely successful Yeezy collection with Kanye West. They have also worked with fashion designers like Stella McCartney and Yohji Yamamoto (Helene, 2015). Design experiments and fashion elements are introduced. Adidas has also revamped its classic collection, adding modern elements to the original. From the successful experience of fast fashion business model, the company also attaches importance to speed as a competitive advantage (Marfell, 2017).
[bookmark: _Toc531013874]2.2 Advantages and Disadvantages of the Differentiation Strategy
The benefits of differentiation are: a distancing from others in the market place; the Creation of a major competitive advantage; Flexibility. Which means, product differentiation is an effectual way of improving clients ‘receptiveness by giving them with an ample collection of products or services in the market. Such as Adidas with Nike. And to survive in a highly competitive market, most enterprise keep creating new manufactured article that allow them to continue pertinent. companies compare to make sole products or services that satisfy client needs through differentiation. Product differentiation makes better products that quicken economic development. On the other hand, the problems of differentiation strategy are possibly higher costs, and higher cost equal higher price, higher price equal fewer sales, and little sales equal less profit. So, the clients eventually assume the load of these budgets by buying these products at a higher cost (Schultz et al. 2015).
[bookmark: _Toc531013875]2.2.1 Impact of Differentiation Strategy
The differentiation strategy is very appropriate for Adidas to enhance the market foundation, this is because it has many gain in skill. Adidas is using electronic commerce by now, where clients can create their own products on the Internet, and product directors’ teams can do a lot of research on new drawings and put them on the market. Adidas considers themselves customer focused. Every part of manufacturing and designing products is based on whether it will bring happiness to the customer. Since Adidas is being classified as an identifying mark that is pertinent to a section of the market, exceptionally in sports, it can use this as an additional gain to try to be different and aim people who are absorbed in sports, sports and other parts (Bhasin 2017).


[bookmark: _Toc531013876]3.0 Conclusion
With dynamic alteration happening in the universal marketplace, the strategic choice decide may have to be reassessed through the altering locations. The plans like the differentiation, adidas should act through the demands of the client in a marketplace and thus get more market share and remain appropriate in the modest background. Through the Porter’s generic strategies (figure 1-3-4), Adidas get hold of an ecological competitive advantage according to ‘Differentiation’ strategy specialising in well created high performance sports products. Some time ago, Adidas lost attentiveness on argue this best modest market location, its qualifications as a ground-breaking market prominent Identifying mark was called into question in the brains of its aim market. The consistent income that the company was able to control because of the sole individuality that the Adidas brand had before benefit from almost immediately began to wear away. It also made the brand less able to endure the influence that rule competition in its industry including danger from competition and new applicants (Porter 2013) such as Under Armour (Kell 2016).
[bookmark: _Toc531013877]3.1 Recommendations
First of all, Adidas need brand repositioning. To address the deterioration in market share and income the identifying mark board on finding again of its inheritance and centre quality’s that had construct up the identifying mark. 
One of the aim the brand was successful from the start came from the competence to work carefully with sportsperson, comprehend them closely. These consequence in ground-breaking, and effectual drawings. Adidas decide to connect up with important clients by turning an important amount of reserves from its head offices in Germany to the USA, closer to the biggest athletic footwear market in the world (Young 2016).
Capitalising on the rise of the modern consumer motivated by the need for self-expression (Kennedy 2008), the brand has shifted as a progressive tendency setter. returning to its origins, Adidas has also makeover its Classics line merging a contemporary advantage in addition to the unique. Find out from the achievement of fast fashion business examples, the business has also concentrated on using haste as a competitive advantage (Marfell 2017). 
Locating manufacturing units closer to key cities in the USA and across the globe, the company can now quickly meet demand for best-sellers like Kanye West’s Yeezy line or adapt its designs to specific trends relevant to specific metropolitan areas (Pandolph 2017).
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[bookmark: _Toc531013879]Appendices
[bookmark: _Toc531013880]Appendix A -- SWOT ANALYSIS Adidas
[bookmark: _Toc531013881]Strength
Build a strong retail footprint with a strong brand portfolio. Adidas is one of the world's largest makers of sports shoes, clothing and accessories, with annual revenues of 16.915 billion euros ($18.771.1 billion). Strong brands such as Adidas, Reebok and TaylorMade make up the company's leading market position. Its main brands adidas and reebok cover shoe and apparel categories and offer performance and lifestyle products (MarketLine 2016).
[bookmark: _Toc531013882]Weakness
Dependence on third party manufacturing. Adidas outsources nearly 100% of production to independent third-party suppliers, primarily located in Asia, to minimize production costs. During FY2015, 96% of the company's footwear volume for adidas, Reebok and adidas Golf was produced in Asia. Since the company procures its merchandise from foreign manufacturers, it has little control over the product quality. There have been concerns over unsafe Chinese consumer products in the past. The Consumer Product Safety Commission has issued alerts and announced voluntary recalls by the US companies on numerous products made in China. Any failure on the part of vendor and manufacturer to achieve and maintain high manufacturing standards could result in manufacturing errors resulting in product recalls or withdrawals, delays or interruptions of production, cost overruns or other problems that could seriously harm adidas’ business. Overdependence on third party vendors and manufacturers limits the flexibility to quickly shift to more productive product lines. It also exposes the company to various risks that could affect its operations. (MarketLine 2016)
[bookmark: _Toc531013883]Opportunity
Sponsorship agreements enhance the company's visibility. Adidas has sponsorship agreements with major associations for sports events across the world. For instance, the company has sponsorship agreements for the FIFA World Cup, the UEFA EURO, the UEFA Champions League, the NHL and the Boston Marathon. Additionally, adidas has a huge list of sports teams, such as the national federations of Germany, Spain, Argentina, Russia, Mexico, Colombia, Belgium and Japan, as well as top clubs Real Madrid, AC Milan, Flamengo, FC Bayern Munich, Juventus and Manchester United in football, the New Zealand All Blacks and France in rugby, and American universities such as UCLA, Arizona State and Miami. The list also includes individuals such as wellknown football players Mesut Ozil, Lionel Messi, Gareth Bale and James Rodriguez; basketball stars Derrick Rose, James Harden and Damian Lillard; marathon record holder Dennis Kimetto; American football players Aaron Rodgers and Von Miller; and tennis players, Caroline Wozniacki and Angelique Kerber. adidas also has various strategic partnerships and collaborations with well-known designers and design studios, such as with Yohji Yamamoto, Stella McCartney, Raf Simons and Rick Owns; as well as with creative personalities across the entertainment industry, including Kanye West, Pharrell Williams and Rita Ora. (MarketLine 2016)
[bookmark: _Toc531013884]Threat
Exposure to foreign markets makes adidas susceptible to foreign currency fluctuations. Adidas sells its products throughout the world. As a result, it earns revenues, pays expenses, owns assets and incurs liabilities in countries using various currencies. Since a significant portion of the company's revenues are generated outside the euro currency region and the procurement of production material and funding are also organized on a worldwide basis, the currency risk is an extremely important factor for adidas' earnings. The effect of changes in demand and refinancing conditions and fluctuations in exchange rates has a significant impact on the company’s earnings. The value of adidas’ equity investment in foreign countries may fluctuate based upon changes in foreign currency exchange rates. These fluctuations, which are recorded in a cumulative translation adjustment account, may result in losses in the event a foreign subsidiary is sold or closed at a time when the foreign currency is weaker than when the company initially invested in the country. Any unfavorable change in other currencies would have an adverse effect on the company’s profitability. (MarketLine 2016)
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