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1. Corporate Strategy – Creating a New 
https://www.cheshnotes.com/business-strategy-of-adidas-group/ 
Adidas’s Mission is to be the best sports company in the world. However, in its context best means that it designs, builds and sells the best sports products in the world. Its new strategic business plan is termed “Creating the new”. This is the new strategic plan that it has set off the year 2020. At the core of this plan is Adidas’ ambition to drive top and bottom growth further by increasing the brand desirability significantly. The focus therefore is how the brands connect and engage with the customers. However, for the achievement of its new business plan, the brand has also focussed on the creation of a performance culture. The new strategic plan of Adidas is built around three strategic choices that are speed, cities and open source.




1. [bookmark: _Toc530659030]Executive Summary 
This report is based on the strategy which Adidas used to compete with the sectors they operate in. Starting in Germany and selling football equipment and growing across Europe based on the rapid development and competing with the other major brands. This report will analyse and state which strategy the business has been based on and the implementation of it in relation to the theory used.

The theory of a competitive strategy is a element with in the report understanding the three generic   strategies  from Porter, allows the researcher to ability to look into multiple different aspects of the business. Focus, cost leadership and differentiation these areas of the strategy set out by Porter are highlighted to be useful to embellish the understanding of how Adidas implemented the strategy across the business.
Executive Summary

CHAPTER 1 – ABSTRACT


With Adidas competing in such a dense market the report noted the selling regions of which Adidas operate in. This allows the understanding of the areas of operation and how the strategies enable this growth and operation setup. Adidas stating in Germany and spreading out into a global business.  With a interrelation with this knowledge recommendation is based on the business on overspreading into to many different sectors, making itself thin  in areas and then losing ground in the market share.
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2. [bookmark: _Toc496043658][bookmark: _Toc530659031]Introduction
This report will investigate and analyse the Adidas strategies 

2.1 [bookmark: _Toc496043659][bookmark: _Toc530659032]Report Remit
This report is seeking to achieve the strategy analysis of the global business Adidas, to investigate the implementation of which strategic management tool have been used to further the growth of the business within the market area. 

2.2 [bookmark: _Toc496043660][bookmark: _Toc530659033]Background of the organisation
The history of Adidas is a key element towards where the business is today, the growth form one single product line to a vast product range, from trainers to personal fitness apps. The growth of Adidas which started from 1920 by Adolph Dassler and his brother Rudolph it was known as Gebruder Dassler Schuhfabrik, it was only selling football boots within Germany at the time. With the mission statement ‘to provide athletes with the best possible equipment’ (Adidas group). The brand was relaunched in 1949, and rebranded, with one noticeable change the name which was Adi Dassler adidas Sportschuhfabrik, with this the company registered  its first shoe with the now well-known three stripes on the side of the shoe. Then the introduction of screw on football studs in 1954, revolutionized the football world and turned it on its head, the boots that were produced weight half of the current boot. Before this new technology on football boots, it was mainly just in the German market, as the new products with screw-on studs were released the brand became a global football boot brand.  Since then the Adidas has become a global super brand, which now owns a few different sporting brands which direct competition to their products and target audience were. 


2.3 [bookmark: _Toc530659034]Definitions of Major Concepts and Model 
The following section is for clear, definite definitions of key concepts and themes which will be used throughout this report and are used constantly within the practices of day to day business.  
Strategy
The term strategy is used as a basis term within other definitions, it is a broad spectrum of objectives and aims, the process of achieving these individual or organizational. ‘Common to definitions of business strategy is the notion that strategy is focused on achieving certain goals; that the critical actions that makeup a strategy involve allocation of resources; and that strategy implies some consistency, integration, or cohesiveness.’ (Robert M.Grant 2008 pg.17)
Business Strategy 
This term is one of the key concepts, due to the relationship between the strategy and the operations of any business within any market area. ‘A company business strategy is a set of fundamental choices which define its long-term objectives, its value proposition to the market, how it intends to build and sustain a competitive business system and how it organizes itself.’ (P.Lasserre, pg.3. 2007) It is the directional point within the foundations of the business ethos. 
Competitive Strategy 
‘Business strategy is concerned with how the firm competes within a particular industry or market, If the firm is to prosper within an industry, it must establish a competitive advantage over its rivals’ (Robert M.Grant 2013 Pg.19/20) with this statement referring to what is competitive strategy with the interlinking of business strategy. A more direct approach to what competitive strategy is ‘as business level or SBU strategy, is essentially concerned with the competition of products and services in the marketplace.’ (D.Faulkner & C.Bowman Pg.2 1995)
Competitive advantage 
‘A competitive advantage is an attribute that allows a company to outperform its competitors. Competitive advantages allow a company to achieve superior margins compared to its competition and generates value for the company and its shareholders.’ (CFI Education Inc, 2018) The way to measure this competitive advantage is becoming different from management process one to another, internally or externally. 
Model – Porters Three Generic Strategies (Competitive)
Within Porters three generic strategies are the following areas:
· Overall cost leadership
· Differentiation
· Focus 
These three concepts are potentially successful generic strategic approaches to outperforming other firms with in an industry. ‘The generic strategies are approaches to outperforming competitors in the industry; in some industries structure will mean that all firms can earn high returns, where as in others, success with one of the generic strategies may be necessary just to obtain acceptable returns in an absolute sense.’ (M.E.Porter, 1980, pg.35)
 With some companies, businesses and organizations using one of these as primary area over another to achieve different results in relation to their own needs, wants and desires, yet this is rarely possible. 
Overall cost leadership – Cost leadership is a strategy which requires an aggressive mind set, with a sole purpose to generate a money-orientated business which can lead the market in this way. Key areas of which this approach needs to target are ‘construction of efficient-scale factories, vigorous pursuit of cost reductions from experience, tight cost and overhead control.’ (M.E.Porter, 1980, pg.35) it continues to highlight the importance of cutting and minimizing aspects which could ‘cost’ the business in terms of capital lost and time wasted. It’s overall slim lining the business for one sole purpose.
Differentiation – ‘In a differentiation strategy, a firm seeks to be unique in its industry along some dimensions that are widely valued by buyers. It selects one or more attributes that many buyers in an industry perceive as important, and uniquely positions itself to meet those needs’ (M E.Porter, 1985, pg.14). The uniqueness could lead to a premium price point, this could be from several reasons, a difference of product, different of the delivery system by how it is sold, the approach made by the marketing of it.  
Focus – ‘A focus strategy involves a firm concentrating on a narrow customer segment. It can be further subdivided into cost focus and differentiation focus strategies, depending on whether the firm tries to achieve cost or differentiation advantage in that particular segment’ (A.Haberberg &Alison Rieple 2008 pg.174) 
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FIGURE 2‑1 – Porters Three Generic Strategies – (Competitive Strategy, M.E.Porter, 1980)

Model issues 
Within any strategic model there will be short-falls, issues and problems, from wrong timing to implementation issues.  M.Porter has stated the risks and has also noted a section within his books under the title ‘Stuck in the middle.’
Firstly, the risks of the generic strategies, which Porter highlights to reader and theorists, he states that there are only two risks in pursuing the strategies. First ‘failing to attain or sustain the strategy’ which would could be down to array of factors, such as wrongly implementing the strategy, not being prepared internally for such a strategy.  Porter continues to state ‘second, for the value of the strategic advantage provided by the strategy to erode with industry evolution’ (M E.Porter 1980, pg.44). Porter breaks down the risk per each of the generic strategies for example, cost leadership relies on scale or experience as entry barriers.
Introduction 
Concepts and Model

Stuck in the middle, the three strategies are alternative to viable approaches to dealing with the competitive forces.  ‘The converse of the previous discussion is that the firm failing to develop its strategy in at least one of the three directions’ (M E.Porter 1980, pg.41). This highlights that the firm is stuck within a very poor situation strategically, so the use of strategies whilst in this situation or under the wrong leadership.
3. [bookmark: _Toc530659035]Main Body

Adidas has done a mixture of the three generic strategies which are all under the competitive strategy area. The use of such strategies has developed the business within such array of highly competitive markets in which they operate, from footwear, clothing, fitness technology and many others. Adidas have openly stated the open strategy in which is currently being implemented obviously with the open source for competitors it won’t be so direct, and not like the previous strategies mentioned. (Appendix 1) With the clear strategies including a vast area, it’s a vague yet important public statement ‘brand desirability significantly’ is stated as something in which the strategy they will use will develop. 
The implementation of any strategic process is key for a business of this size, for the strategy which has been used could be the Generic Competitive Strategies, previous model explained and approached. This can be shown by the nature of which Adidas has regrown the past few years, the market that the business operates has other major brands such as Nike, who are known for the dominance of the market. The takeover of a rival brand, which was starting to fade out of the market eye, Reebok, allows the Adidas brand a new arm of business, with the new relationship of the UFC the brand is the new ‘fight wear’ this is at a cooperate level of strategy, this would be under differentiation. 
The choice of referring the strategy that is implemented is from basic visual and market observations, under the three generic strategies. Overall cost leadership, this can be seen from the lower selling price in comparison to others like Nike, with this, it’s the name vs price. (Joshua Warner 2018)  The name of a product can affect the consumer choices in the past, but as the market develops consumers are becoming more price point based, getting the best for their money. Differentiation is obvious to any individual who simply take notes of the business product line, from different genders, sizes, type of product such as training wear to tracking fitness activity devices. Focus ‘Open source is arguably the most interesting part of the Adidas plan. This is centred on opening up the brand to consumers and outside designers to provide a fresh and more engaging design process. This will also see Adidas continue to release products designed in partnership with athletes and high-profile designers.’ (Joshua Warner 2018) This statement is from a study undertaken about the comparison with Nike and Adidas this article has be able to give the idea of the strategic competitive management in which is in place. 
[image: ]
Figure 3-1 – Adidas Sale by region - J.Warner

The pie chart points out that the highest sales by region is Western Europe, were the brand first started, and the other larger side on the chart is North America, these are just under fifty percent of overall sales. With the third being greater China, all three of these areas are obviously targeted as the selling market mainly the first two regions.
As stated within the model introduction the pursuit of more than one as a primary approach is rare, within this case of Adidas, it would be the case that there would be two primary approaches; differentiation and focus.

3.1 [bookmark: _Toc530659036]Implementation of the strategy
Implementation of strategies within a business model on such a scale in this case Adidas, it is key that it is carried out correctly and across the whole business internal with employees and other stakeholders sharing the businesses strategic direction. ‘The notion of strategy implementation might at first seem quite straightforward: the strategy is formulated and then it is implemented. Implementing would thus be perceived as being about allocating resources and changing organizational structure. However, transforming strategies into action is a far more complex and difficult task.’ (Heini Ikävalko 2002)
To achieve a low-cost advantage Akan (2006) states, an organization necessity partakes a low-cost leadership attitude, low-cost engineering with swift distribution and replacement, and staff dedicated to the low-cost strategy.  The organization must be enthusiastic to discontinue any actions in which doesn’t give a cost advantage and may outsource activities to other organizations that have a cost advantage.  There are many ways to accomplish cost leadership for instance ‘mass production, mass distribution, economies of scale, technology, product design, input cost, capacity utilization of resources, and access to raw materials.’  Cost leaders toil to have the lowest product or service unit costs and can endure competition with their lower cost structure.  Cost leaders may take a number of costs saving actions including building efficient scale facilities, tightly controlling overhead and production costs, and monitoring costs to build their relatively standardized products that offer features acceptable to many customers at the lowest competitive price. ‘Adidas, like almost all companies and sectors, is also transitioning to a more digitally focused operation, with the aim of generating 4 billion euros in e-commerce sales by 2020.’ (Joshua Warner 2018) in addition ‘Adidas aims to ensure it is never out of stock and is ready to respond effectively to changing trends, including adding new designs during seasons to keep up, rather than pre-designing all items before each season.’

3.2 [bookmark: _Toc530659037]Advantages & Disadvantages of the strategy
There are advantages & disadvantages within any strategies, the three generic strategies used within the competitive strategy;
Cost leadership can cause price wars with other businesses this has its own set of advantages and disadvantages as any strategy. A disadvantage of cost leader approaches: ‘Once you establish a reputation for having everyday low prices, you may find that customers suspect the quality of your products. You may find it difficult to introduce higher-priced and higher-quality lines of products, because customers who want higher quality may not believe you can offer exceptional goods.’ (Johnston) yet there of area which have advantages such as if the business has one product, but as Adidas has multiple products lines, ‘prices wars’ is a huge disadvantage.  
Over focusing and losing sight of other market areas, due to the vast product lines which Adidas has. the focus approach could take away from other products and services which will a massive disadvantage to the business as a whole. 



4. [bookmark: _Toc496043664][bookmark: _Toc530659038]Conclusion
In conclusion Adidas’s strategies within the markets they operate are key for the development for the future, with a strategic plan in place which has been mentioned previously. The competitive nature of the strategy and the plans to become more e-commerce which allow the business to use other strategies related to this, the growth of the business is going to change direction due to the fact e-commerce allows a wider approach internationally .

4.1 [bookmark: _Toc530659039]Recommendation
A recommendation for the Adidas group could be the fact that if they continue to compete with Nike, they will lose the sense of own purpose and stray asway from the actual business ethos which enabled them to grow with such pace within Europe. With this being said the development of terms like sustainability and organic could be useful for further development and tap into a more CSR based strategy plan. Growing internally with would be a great pish externally.





Main Body
Implementation 
5. [bookmark: _Toc305165507]
6. [bookmark: _Toc496043665][bookmark: _Toc530659040]References

 (A.Haberberg &Alison Rieple 2008 pg.174) – Strategic Management – Theory and Application, Oxford. 
(D.Faulkner & C.Bowman Pg.2 1995) – The Essence of Competitive Strategy, page 2. Prentice Hall international.
(Heini Ikävalko 2002) – Implementing Strategies Successfully 
(M E.Porter 1980, pg.41) - Techniques for analysing industries and Competitors. The free press.
(M E.Porter 1980, pg44) - Competitive Strategy - Techniques for analysing industries and Competitors. The free press.
(M E.Porter, 1985, pg.14) – Competitive Advantage – Creating and sustaining superior performance, page 14. The free press 2004 edition.  
(M.E.Porter, 1980, pg.35) – Competitive Strategy - Techniques for analysing industries and Competitors. The free press. 
(P.Lasserre, pg.3. 2007) – Global Strategic Management , page 3. 
(Robert M.Grant 2008 pg.17) – Contemporary Strategy analysis, sixth edition, page 17. Blackwell Publishing.  
(Robert M.Grant 2013 Pgs.19/20) - Contemporary Strategy analysis, eighth edition, pages 19-20. Blackwell Publishing.  



Online Articles 
(Adidas group)  - https://www.adidas-group.com/en/group/strategy-overview/
(Adidas group) - https://www.adidas-group.com/en/group/history/ 
(CFI Education Inc, 2018) - https://corporatefinanceinstitute.com/resources/knowledge/strategy/competitive-advantage/ 
(Heini Ikävalko 2002) – Implementing Strategies Successfully - https://www.researchgate.net/publication/235284285_Implementing_strategies_successfully 
(Joshua Warner 2018) - https://www.ig.com/uk/news-and-trade-ideas/shares-news/the-battle-for-sporting-goods-supremacy--nike-vs-adidas-180329 
Akan (2006) - https://www.emeraldinsight.com/doi/full/10.1108/02756660610640173 
(Johnston) - https://yourbusiness.azcentral.com/disadvantages-everyday-low-pricing-strategy-6356.html 
image3.png




image4.jpg
ADIDAS NET SALES BY REGION

W Western Europe M North America M Greater China M Russia/CIS M Latin America MJapan B MEAA





image1.jpeg




image2.jpeg




