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1. Executive Summary
This report will discuss the following topics: the competitive strategy that Adidas have put into place and how this has affected their current competitive edge, identifying the advantages and limitations of the strategy in the current environment the company operates within. And finally making the best possible recommendations, helping Adidas improve their competitive edge.










































1.1 Introduction
“Since it was established in Germany in1949, by Adolf Dassler, Adidas has been synonymous with the sporting industry”. Making Adidas “a household brand name, with its three stripes logo recognised in markets across the world” (Business Case Studies).
However, just like all companies Adidas has competitors. Although Adidas’s competitor is closer to the heart than most. Nike another sporting giant that dominates “the world’s most important market for trainers gives it a painfully sharp edge on Adidas” (Whipp & Shotter, 2015, p. 1).
Nike Dominates a market that Adidas fails to get ties to, the American market. Nike is a large competitor for Adidas since they also at the beginning took sporting trainers from Germany to sell in America, however their dominance has continued to grow while Adidas continues the struggle of becoming big in America.
Furthermore Adidas has made some deals in order to secure more profits and more dominance of the sporting industry, Adidas made a deal with Reebok back in 2006. While taking on Reebok, Adidas would also take on the brands that Reebok owned, forming an Adidas Group.
The Adidas group “will offer an enhanced portfolio of global brands, including Adidas, Reebok, TaylorMade, Rockport, Greg Norman Collection, MAXFLI, CCM, Jofa and Koho (Business Wire, 2006).
However, competitive advantage is not defined by how much you own, unless you know how to use what you own to your advantage. Which is why management strategies are used so carefully to ensure businesses achieve the competitive edge they need in order to succeed in their market.
Competitive strategies have been the main aspect of business success since 1980 when “Michael Porter described three generic strategies that a company of any size (small, medium or big) can choose to pursue its competitive advantage”. The strategies described relate to: lowering the costs of the product, product differentiation and to focus on a niche/special market (Financial Express, 2018, p. 1).
Porter’s generic strategies are not the only aspects to this model, as Porters five forces focus on the competitive forces, that companies should take into account before choosing a strategy to implement.
Porters five forces allow companies to analyse: competitive rivalry, bargaining power of suppliers, bargaining power of customers, threat of new entrants and threat of substitute products or services (Martin, 2018).
Michael Porters model has been “a well known framework within literature, especially among business strategists and industrial economists” (Ormanidhi & Stringa, 2008, p. 56). Porters Model has definitely influenced and shaped businesses and the strategies they have used for many years.













2. Overview of Adidas
“Adidas Group (Adidas) is one of the leading companies in global sporting goods industry” along with the other companies Adidas owns that are also successful, due to the Adidas group being full of brands of different styles, products and designs. “The product line of the company includes various sporting gears, accessories, golf balls and iron rods” (ICD Research, 2014, p. 17)
However, are all of these advantages enough when executing another strategy? What is Adidas hoping for in the coming years?
2.1 Strategy
Adidas is clear that their “goal as a group is to lead the sporting goods industry with brands built upon a passion for sports and sporting lifestyle” Adidas continues to say “we push the boundaries of products, services and processes to strengthen our competitiveness and maximise the groups operational and financial performance” 
“The group plans to lay the foundation for leadership in the sporting goods industry by outgrowing our major competitor over the next five years” they hope to do this by appealing to all types of customers. Whether it be through advanced sporting clothing and equipment for serious athletes, the more casual chill sportswear that can be used to lounge in or, the newest designs sought out by customers who follow fashion closely.
The Adidas group hope that by targeting all types of customers with their lines that a long lasting relationship may be established between customers and their brands (ICD Research, 2014, p. 11).
Furthermore “Adidas is focusing on ad spend and a closer relationships with celebrities such as Kanye West”, (Thomas, 2016) as it increases demand in their products and will help to further push their strategy forward. 






















3. Michael Porters Generic Forces explained
Considering Porter’s model has been in action since 1949 “it has stood up well as an effective and efficient simplification of the complex issues associated with competitive positioning” (Kotha & Orne, 1988, p. 214)
Many different authors claim different models of Porters generic forces exist, as originally he identified three, although some argue there “are no longer three, but five generic strategies” (Rugman & Verbeke, 1996, p. 86).
However the ones covered in this report will be the three strategies with the possibility of five, however focusing on the main 3 strategies outlined in Porter’s models.
3.1 Porter’s Five Forces
“Competition has a direct influence on your success” (Martin, 2018), which is exactly why Porter’s five forces is so important when identifying competitors. As previously discussed Porter’s five forces are made up of five aspects, all of these will be discussed below:

3.1.1 Competitive Rivalry 
This is where the presence of competitors are analysed and the strengths of the competitors, along with the threats that that competitor brings. The amount of competitors that exists will determine the intensity of competition in that particular market. “Competition is high when there are just few businesses equally selling a product” allowing consumers to “easily switch to competitors offering for a little cost” (Martin, 2018).
For example: The main competitor Adidas has is Nike. The reason why is because Nike has accomplished what Adidas have not and are yet to achieve in making it into an American market. Also Adidas have other competitors such as under amour, although Nike is a long-term rival that Adidas has been striving to overtake for sometime.

3.1.2 Bargaining Power of Suppliers
The bargaining power of suppliers “analyses how much power a business’s supplier has and how much control it has over the potential to raise its prices”, while also identifying the amount of supplier to carry out orders, as the lesser amount of suppliers ensures they control more than the business. (Martin, 2018)
For example: Adidas used to have limited designs that always cater around their need to display stripes throughout their clothing, Adidas used to release new products together in batches, although due to their implemented plans there are new exciting never seen before styles brought out with a new way of ensuring branding was appropriate.

3.1.3 Bargaining power of customers
This force works in terms of numbers in customers, as this affects the price. The more customers you have the more a business is reliant on their needs when it comes to pricing, ensuring the products they sell are within the correct price to still attract loyal and new custom.
For example: Adidas have a large amount of customers, however the advantage that Adidas has is that because they own so many different brands and so many variations of the same lines they receive profits from customers that prefer the same but cheaper from their other owned brands. Although the point is not to rely on one brand to fund the whole Adidas group, however it does prevent risks when it comes to possibly losing sales.

3.1.4 Threat of New Entrants
“This force considers how easy or difficult it is for competitors to join the marketplace in the industry being examined” (Martin, 2018) The more substantial companies existing within that market, the more difficult it is for start ups to join and compete as they would not be able to keep up with the established companies.
For example: Adidas is very secure in the fact that it operates along with Nike and Under Amour, in some cases the most expensive and most desirable products for sports and loungewear. These factors point out that any new entrants would have a tough time competing with Adidas, because of their brand awareness and the amount of market they have already penetrated.

3.1.5 Threat of substitute products or services
This final aspect of Porter’s five forces may be the most important one, as it analyses the ability for consumers to switch between a company and their competitor, for a certain product or service.
For example: Adidas definitely has this issue, as Nike produces clothing that is very similar. Nike also offers cheaper alternatives in plainer designs and different materials compared to Adidas that has premium designs in a higher price range. 































4. Porter’s Three Generic Strategies
Porter’s three generic strategies are cost leadership, differentiation and focus. These strategies are used in order to gain a competitive edge on competitors, which is why using Porter’s five forces first is important. As using Porter’s other model helps a business to determine which path to choose in terms of strategizing.
4.1 Cost leadership
This strategy “emphasizes producing a standardized product at a very low per-unit costs for many buyers who are price sensitive” (Wright, 1985, p. 93). This would mean producing products at low costs to ensure even cheaper selling prices are upheld.

4.1.1 Adidas and Cost Leadership
[bookmark: _GoBack]Due to pricing that Adidas upholds, they would not be considered as a company that implements cost leadership strategies. However a great example of companies that use cost leadership would be Primark, as they sell clothing for the cheapest possible prices.
4.2 Differentiation
This strategy “refers to the outputs of an enterprise which are considered unique industry-wide and are addressed to many buyers who are relatively price insensitive” (Wright, 1985, p. 93). Furthermore, Differentiation relates to those companies that target consumers with a high disposable income and perhaps purchase for the brand name or the design regardless of the price.

4.2.1 Adidas and Differentiation
Adidas very much has traits that correlate with the differentiation strategy, as compared to most other companies who sell sports wear and other sports equipment allow pricing to be high and low in order to cater for two markets, to reduce the loss in sales and help stimulate buying. However, almost all Adidas clothing is £45 or up and does not have many low priced items available.
4.3 Focus
“The focus strategy addresses specific and smaller clusters of buyers within an industry” (Wright, 1985, p. 93), in addition the focus strategy uses a more thought out plan to target customers as the product the company is selling is very unique and often only applies to consumers with that interest.

4.3.1 Adidas and Focus
Adidas would not be considered a company that implements a focus strategy especially since their recent strategies focus on delivering broader fashion needs to their customers. However, a company that would implement a focus strategy would be Go Outdoors, as consumers who shop here tend to be interested in camping.




5. Conclusion
Adidas have taken great steps to get to where they are, made large deals and meaningful relationships that will push their business in the right direction, and overthrow their main competitor Nike.
5.1 Previous Adidas
Previously Adidas had small selections of clothing, primarily featuring their white stripes running form top to bottom of their products. Adidas normally showcased this same design with different colours; meaning repetition throughout their lines with little choice for individuality.
The same Logo’s were predominately used on all products suitable for them, Also the same styles of sportswear existed within their lines with little to no change when new launches took place. This mentality obviously would leave customers bored and looking for something new. Furthermore, supporting the reason why Adidas could not make it in the American market as Nike and Under Amour are.
Adidas used to focus on simple and easy sportswear, however with the world of technology changing the way the customers use their products this demand changed. Nowadays, customers don’t seek to buy sportswear to work out but instead be comfortable, also most sportswear clothing use patterns and designs that would not look the same on normal clothing. Most Sportswear is shown off on social media and rated by the customer on how cool or cute it looks regardless of practicality of working out.
The new trends call for a different type of sportswear that is both Instagram worthy and can be practical for going to the gym. Putting these two categories into one product may seem impossible, although this is what the customer of today needs.
5.2 New Adidas
The plans Adidas has put into place are going to help target a better suited customers to todays regular sportswear consumer. Adidas made significant changes particularly in the markets they wished to enter successfully such as the American markets.
In efforts to appeal to more customers Adidas changed their designs, making use their small logo instead of always using their three stripes. Adidas made designs with floral patterns, more variety of colours featuring different branding and use of a smaller logo.
The clothing change alone was large for Adidas, going from plain to unique. This change allowed Adidas to increase their prices in general, giving them a more luxurious appeal. Showing Adidas in a desirable light with new looks really helped to project them further into other types of advertising. Adidas would receive advertising opportunities from YouTuber’s and social influencers.














6. Recommendations
Recommendation 1 – Collections: Since Adidas has implemented these new floral patterns and great designs they should have collections of their clothing styles, this should help separate the more functional sportswear clothing from the sportswear used to showcase on Instagram rather than for a tough gym session.
Recommendation 2 – Athletic Celebrities: Using celebrities to push our brands further is great however Adidas should definitely spend time getting more athletic celebrities as it will help showcase their brand in a better light. Securing a celebrity that works out and it shows they spend time in the gym, could change buyer behaviour making customers think ‘if that celebrity works out wearing Adidas, then I want to work out in that outfit/I want to wear that outfit out’.
Recommendation 3 – identifying Suppliers: The way Adidas explained there production of garments would change into a larger amount of supplier and quicker production to meet customers needs for new fashion. This sounds exactly the principle behind fast fashion, since so many disasters and incidents happen through fast fashion mistakes. Adidas should take precautionary steps ensuring all their suppliers and production factories are the correct places to make garments. Adidas failing to fulfil these steps would ensure a failure of re-branding, and re-marketing before the new plans even started.
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