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Introduction
Adidas is a well-known organisation worldwide. They were founded just after the first world war by Adolf Dassler who himself started off manufacturing sport shoes in his mother laundry room. However, before Adolf started his shoe brand, he was close to following in his father’s footsteps as a baker. Adolf originally started the organisation in Germany with his brother and even today the Adidas head office is situated in Herzogenaurach, Germany along with headquarters in Amsterdam, Portland, Boston, Shanghai and Hong Kong. Adidas (2018) say that every calendar year they produce approximately 900 million sports and lifestyle products and in 2017 they generated sales worth 21.218 billion. As you can see these figures sum up exactly how big of an organisation Adidas are. 
The organisation is also very well known for always having a 50/50 balance between male and female employees. This is very challenging for the organisation as the employee just under 57,000 people.
The 3 stripes represent the company and their logo is on show worldwide.
Adidas use different strategies to target various groups of society who have passion for sports. There category age targets range between 13-35 however they are more popular towards the younger spectrum of this age range.  Adidas also own 3 other successful brands. These are Reebok which is another sport and fitness clothing brand who are a competitor of adidas and they are well known worldwide. TaylorMade is the next brand owned by adidas and they are a leading brand in golf with some of the leading golfer’s in the world today representing their brand. The last is an Austrian mobile fitness company which specialise in mobile apps for fitness a along with connecting them to social media. With these 3 brands adidas reaches out to a wider target audience and therefore boosts overall revenue.
“A company may organize subsidiaries to keep its brand identities separate. This allows each brand to maintain its established goodwill with customers and vendor relationships.” (Sullivan, 2016, Page 1)

“We started in a wash room and conquered the world.” (Adidas, 2018, Page 1)

A micro environment for Adidas will give a wider description on the organisation.
Competitors
Adidas has many competitors within the sport and lifestyle industry. Their main competitor is Nike who are on the same global platform as Adidas. Other competitors are New Balance, Asics and Puma. Callaway are another key competitor in the golf industry. However, Adidas have their own brand and also TaylorMade to compete with their competitors which gives them advantage Bhasin (2018).
Customers
Adidas target audience is particularly for sport and lifestyle orientated. In the recent few years they have been competing against some of the leading designer footwear for casual clothing. The general age range is 13-35
Suppliers
The organisation has all of their products manufactured in China from their suppliers Jangchun Shoe Manufacuring Tongliao Co. Ltd. The wages within the manufacture’s factory starts at 9 dollars per hour which is subsequently more than other leading brands.
Stakeholders
Adidas (2018) say that their stakeholders are organisations and people affected by our operations. The company’s stakeholders are a diverse group, and these are employees, Government, Trade Associations, Suppliers and Customers.
Distributors
Distributers for adidas are placed all around the world. UK distributers for Adidas are Sport Weiss, Brand Sport GMBH and Adidas CR.
Retailers
Adidas have various retailers throughout the world to go alongside their own retail stores. Other retails are JD Sports, Foot Asylum, Sports Direct, Dw Sports and Next. In many cities and towns, the adidas brand is common to be on display in many retail stores. It is very common if you are out shopping you will definitely see the adidas logo various amount of times.





Executive Summary
In the report an introduction into adidas’s history, employees, headquarters, other brands owned by adidas and target age groups. Following on from the introduction a micro environment into adidas on competitors, customers, suppliers, stakeholders, distributors and retailers this will give a great insight into all aspects of adidas as they are very key areas on how adidas do tasks as an organisation. 
Onto the main body. starting with business strategies and how they affect organisations then evaluating what strategy adidas uses and examples of how they are successful with these strategies. Adidas competitors are highlighted and compared to with regards business strategies they use and how it has an effect on them and the success of their organisation.
The definition of a strategy clock is outlined along with where adidas place themselves on the diagram.
Advantages and disadvantages of differentiating strategy are accessed and discussed followed by recommendations on how adidas as an organisation can improve in the future.














Main Body
Pratap (2018) believes that business strategy has a key role in the making of any market leading brand. He believes that the 21st century market place is the most competitive it has ever been and to stay ahead of competitors you do not just need a strong strategy, but you also need to update it and be versatile. 

“strategy is at the foundation of everything that you require to excel in a highly competitive business environment.” (Pratap, 2018, Page 1)

Competitive strategies used by Adidas assist them in being in the position they are in today as a company. Adidas use differentiation strategy. Differentiation is an approach organisation take to develop unique products and services that customers will find better than or another way appealing from products or services by competitors. Whiting (2018) 
If differentiation is successful it gives the organisation the opportunity to charge premium prices for their goods and then which they know will not have effect on their overall revenue. Whiting (2018) also believes that to have a successful differentiation strategy organisation must have the following characteristics. Having access to the latest and cutting-edge scientific research. Also having personnel who have creative ideas and whom are skilled in the sector. Allowing them also to develop and manufacture products that meet customers’ needs and wants. Finally, companies who strategically have successful differentiation usually have a reputation for producing high quality products which make customers more likely to conduct business with them.
Adidas use differentiation strategy very well and strategically. Vrio (2017) says that adidas are very successful with their differentiation as they offer various products in all different market sectors. For example, Adidas are a leading sports brands who supply athletes with a range of clothing and equipment they also offer top of the line casual clothing for fashion forward people who wish to turn heads at any social events. Another key reason why Adidas’s differentiation is so profound is eve though they offer high quality products there pricing is always lower than its main competitors Nike. This is an area that Adidas strategically do very well.

“Many try to duplicate their success, but it is quite obvious, and it only makes people want the real thing even more.” (Vrio, 2017, Page 1)

Tsarkova (2014) believes that Adidas’s success in differentiation is down to the organisations market approach. They believe that Adidas professional sponsorship with some of the world’s leading sports teams and sports stars is evidently shown in their success. For example, Adidas sponsor Lionel Messi who is arguably one of the best footballers of all time not to mention one of the most commonly known footballers. They also sponsor Real Madrid who again are at the highest level in the football industry and this is a great platform for their brand to be shown.

Adidas’s main competitor Nike has a differentiation strategy of focusing on their R&D department whereas Adidas are more focused on winning and as a brand they deliver the message across to customers about being the best and being leaders 
Adidas try and maximise visibility at various high-profile sporting broadcast events. For example, they are highly involved in the Olympic games and FIFA World Cup with uniforms, equipment and sponsorship. Even though its main competitors Nike also are involved in these events Adidas looks more aggressive as the reach out to viewers on a more intense level. Tsarkova (2014)

A strategy clock is another tool in regard to helping organisations choose strategies to boost their competitive advantage by providing customers with their needs and wants. Bowmans strategy clock is a model used to analyse competitive position for the company to what they offer to competitors. Riley (2018)

Below is a diagram in which where Adidas slot into the model.
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Advantages
There are a lot of advantages for organisations with differentiation strategies. Organisations can benefit greatly from these areas. Adidas take full advantage and a market leader in their sector. 

[bookmark: _GoBack]Non-price comparison is a great advantage that comes with differentiation, for example this is when a product competes on other areas as opposed to the price. Adidas benefit from this as they compete with competitors on quality and image.

Brand loyalty is another advantage in regard to differentiation strategy. Creating a brand loyalty with customers is a major factor in business today. Kelchner (2018) believes that if organisations want to remain competitive and have a loyal customer base, they must ensure all f their products quality never decreases as if they fail to maintain quality the customer could then turn to a competitor.

No Perceived Substitute can be a great advantage for organisations as it focuses on the 
quality and design of product which then may create the perception that there is no substitute available or if there is it is not of the same quality.
“The business gains an advantage in the market, as customers view the product as unique.” (Kelchner, 2018, Page 1)
With the success of differentiation good reputation can be built. An organisation with a good reputation is a successful one as the customer has a positive perception on the organisation which then has a positive impact on if they buy products and keep purchasing. McIntosh (2017)

Disadvantages
With differentiation strategies there are a lot of advantages however there are also some disadvantages that can have a negative effect on organisations.
Cost is the first disadvantage for organisations differentiating products as with differentiating the organisation must produce high quality products. Creating high quality products is a lot more expensive than typically some organisations cut corners and produce cheaper products. It also adds a lot of pressure to the employees in charge of this area as the product has to be perfect or else it will not live up to expectation. 
“If you succeed, you can make up for these costs in higher revenue, but the downside risks of steep losses are present.” (Kokemuller, 2018, Page 1)

Loss of customer opportunities by going for differentiation strategies rather than the low cost as you as an organisation already rule out conscious buyers who can’t afford higher priced products. In a tough economy this then puts added pressure on the organisation to succeed with affluent customers. If you do lower the price of your products, then it runs the risk of devaluating your organisation over time.

Recommendations
Adidas as an organisation may be at the top for producing some of the best sports and lifestyle products in the market however, they do still have room for improvements. 
Although adidas have a target audience of young and middle-aged people they are more popular by a younger audience. This is an area where adidas could improve on as currently adidas don’t really make much of an effort to target older age groups and are more focusing on a younger audience. 
To do this adidas should use marketing strategies and techniques to integrate more of a balance to target audiences into their campaigns. 
Izquierdo (2014) says that adidas use age segmentation to currently help market products to people of the right age associated. Like most sports and lifestyle brands the emphasis is primarily targeted to a younger audience as younger people tend to be more active.
So, for adidas to target an older audience with products they will need to design and manufacture products that would be specific and be perfect for an older audience. This would then make it easier for adidas to target the specific audience. If adidas were to acquire products and were able to target older audiences as well as younger audience, it would then make adidas a more popular brand towards all audiences.


Conclusion
As expressed in the main body adidas use a key strategy with differentiation to create brand loyalty with customers. The strategy assists adidas in allowing them to have their competitive edge in the market. Also expressed in the main body was how adidas compares to its main competitors. Within the main body the strategy clock gives a great example of where adidas place themselves as an organisation. The strategy clock is a unique tool that gives them an idea on which strategies to choose to stay competitive.
Overall adidas as an organisation have a huge impact on society today with sales of over 21 billion each year. So, it’s safe to say that adidas themselves are a very competitive and successful company. The strategy has a huge impact into the success of the organisation as adidas use techniques with regarding targeting specific target audiences and releasing products designed for specific age groups. There are many advantages with differentiation strategies and adidas make full use of them. However, there is disadvantages because of the platform that adidas associate themselves in they do not tend to struggle with the disadvantages because of the size and nature of the company where as small businesses would struggle a lot more with the disadvantages. But with the recommendations adidas have been highlighted as being targeting a younger audience. With a few different products released and a different marketing strategy they would be able to integrate and target an older audience which would be an improvement for the organisation.
Overall adidas are a great organisation and without them society would be a different place. Especially within the sporting and lifestyle market as they are one of the oldest and well-known brands around the world and always will be.

“Impossible is Nothing.” (Advergize, 2018, Page 1)
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