Strategic Management and Sustainability








Executive Summary	2
Introduction	2
Report Remit	2
Background of Adidas	3
Major Concepts	3
Strategy	3
Business-Level Strategy	4
Competitive Advantage	4
Cost Leadership	4
Differentiation strategy	5
Focus Strategy	5
Main Body	5
Strategy Implemented by Adidas	5
Evaluation of Differentiation Strategy for Adidas	7
Advantages and Disadvantages of Differentiation Strategy	9
Conclusion	9
Recommendations	10
References	11



[bookmark: _Toc531016321]Executive Summary
The purpose of the report is to review Adidas's strategies for achieving competitive advantage in different regions of the world. Adidas is one of the leading sports retailers known for clothing, footwear and hardware. In this report, Adidas’ discriminatory strategy has been determined by using various Adidas indicators in a competitive position on the market and customers whom they are targeting. This report also explains the strengths and weaknesses of Adidas. Based on these shortcomings and conclusions, the proposal to promote Adidas activities has been presented.



“Competitive Strategies of Adidas”
[bookmark: _Toc530844764][bookmark: _Toc531016322]Introduction
The proposed report has used competitive strategies to assess Adidas's competition strategy and to create a competitive position in the market. In addition, this report explains the competition strategy that how the management of Adidas can gain better competitive position over their competitors by targeting their customers in more compact and thorough manner. Adidas has been applying for a stable competitive market. 
[bookmark: _Toc530844765][bookmark: _Toc531016323]Report Remit
Adidas is known one of the largest sports product groups. However, finding competitive advantage is very important in assessing Adidas' methods and has become a successful brand. This report defines Adidas's main strategy to integrate into a competitive edge. In addition, this report sets out the extent that how the management of Adidas can find their self in a position from where they can use these strategies to achieve a global sustainability (Aaker et al., 2010).
[bookmark: _Toc530844766][bookmark: _Toc531016324]Background of Adidas
Adidas was founded in 1924 in Bavaria, Germany. Adidas recorded their slogan with Dassler Gebura by Chou Fabry-click, which set the task to offer athletes the best sports equipment. But on August 18, 1949, Adi Dassler at Adidas Sport, 49, attended a 47-member employees’ conference, in which they decided to change their strategies. Over the time, Adidas has expanded its business to the world and is known for its sports related equipment (Vanderstraeten, 2012, p.656). Today, Adidas is one of the world's leading public sporting brands. Adidas is the home mark of three world-renowned logos. Moreover, they have sports and attractive modern shoes, luggage, eyeglasses and accessories like sporting goods such as handbags, they have different product categories. Today, there are 46,000 or more people worldwide working for the betterment of Adidas and helping them to gain a better competitive position over their competitors like, Reebok and Nike. Adidas Group has integrated Taylor Made Adidas Golf subsidiary with 170 or more companies. In addition, most probably, Adidas will have a revenue of 4.18 billion euros in 2014 (Ahn, 2010, p.6). 
[bookmark: _Toc530844767][bookmark: _Toc531016325]Major Concepts
[bookmark: _Toc530844768][bookmark: _Toc531016326]Strategy
This strategy is considered as a plan or method that generates future desired results, such as specific problems and goals. Institutions will incorporate strategies into their activities and achieve strategic goals in the desired way (Irani, 2011). 
[bookmark: _Toc530844769][bookmark: _Toc531016327]Business-Level Strategy
Corporate-level strategies are integrated to achieve core skills, paying particular attention to consumer choices and the need to secure an average income. The company-wide policy defines the detailed activities used to achieve customer value and a better competitive advantage by developing basic skills for individual services and products. In addition, enterprise-level strategies are related to the status of organizations in the industries concerned that are directly related to their competitors, so that they are sustainable in the industry (Basahel, 2010). 
[bookmark: _Toc530844770][bookmark: _Toc531016328]Competitive Advantage
A competitive advantage enables organizations and countries to create services and services at relatively low prices for more sustainability and sustainable work. Competitive advantage enables organizations to increase revenues and achieve a sustainable market position. In addition, a competitive advantage is the high quality product, consumer service, cost structure and distribution network (Laluyan et al., 2017).
The overall strategy of Porter is used because you can assess the Adidas strategy's competitive advantage and competitiveness from different perspectives. Adidas is an organization that offers a variety of unique products. On this basis, Porter's overall strategy can be seen in the assessment of competitive strategies based on Adidas's offer of competitive advantage and complete indicative indicators (Jones, 2013).
[bookmark: _Toc531016329]Cost Leadership
With this brand strategy, Adidas's most famous risk course is the cornerstone of corporate profits, which is why it's more concerned about pricing. Raw materials, production costs, packing costs, advertising costs are even. The company sells products under market conditions. Companies such as Adidas introduced this method into a market with a higher market share of cheap products than their competitors. Other companies like Reebok and Nike sell products at an average price and earn a small profit (Ghemawat et al., 2010).
[bookmark: _Toc531016330]Differentiation strategy
This allows Adidas project sponsors to publish projects differently efficiently, compared to design, comfort and quality rivals such as Nike and Reebok (Sirmon et al., 2011, p.1390).
[bookmark: _Toc531016331]Focus Strategy
Often, the goal is limited to specific industries, age groups and target companies such as Adidas. In addition to these policies, Adidas officials use budget and differentiated programs to restrict the market to specific goals. We also focus on the regional, demographic, gender, income generation, and ethnic groups in order to compete with our competitors in a more general and comprehensive way (Aaker et al., 2010).

[bookmark: _Toc530844771][bookmark: _Toc531016332]Main Body
This part of the report defines the strategies adopted by Adidas and measures how these competitive strategies bring Adidas’ benefits to win the competitive advantages of sport.
[bookmark: _Toc530844772][bookmark: _Toc531016333]Strategy Implemented by Adidas
Adidas focuses on discriminatory strategies. In addition, Adidas highlights the corporate-level strategy for innovation and is working to provide new services, processes and products in response to current market competition. In addition, Adidas's global sales function was set up in 2014 to support Adidas's global market-leading Adidas sales team and top-notch strategy. Adidas is a part of a multi-brand portfolio discrimination strategy that offers important measures to win a competitive position on the market (Laluyan et al., 2017). As a result of this strategy, Adidas finds that its global functions, their capabilities and global brands are able to market the Adidas brand in their business activities that are directly related to the international market. In addition, more than 13,000 stores in Adidas have over 25,000 Adidas brand names worldwide. But managing all these stores right away has a key role to play in identifying Adidas's marketing strategy team and the global marketplace (Jones, 2013). 
In the meantime, the adidas discriminatory strategy offers adequate measures to control the various brand profiles, and Adidas is an important area where end-users meet all market segments. Differentiation can provide a tool to preserve Adidas's original image and focus on basic skills (Ghemawat et al., 2010). In addition, this organization focuses on investing in manufacturing and distribution worldwide, and this discriminatory strategy provides an opportunity to evaluate Adidas products, such as the quality, comfort and price of Adidas. This is where Adidas can secure a large shelf and win a competitive position on the international market (Sirmon et al., 2011, p.1390). 
In addition to strategy implementation, the distinction between e-commerce also makes these methods more efficient by making it easier for people to access Adidas products by attracting a large number of users. Meanwhile, the strategy provides a measure of the differentiation process to communicate more closely with people in the supply chain processes, Adidas added personalized products tailored to attract more users, with which this organization can learn (Aaker et al., 2010). However Adidas is a culture that encourages institutional innovation. Adidas was competitive in the field of sports, unlike traditional methods, and did not follow the traditional supply chain process of proper adidas, which is some difference in product integration. Separation strategies have allowed us to earn more revenue in recent years. Adidas reports revenue in 2017 of 21218 million euros, up 14.8% versus revenue in 2016 (Lagnese, 2017). Additionally, Adidas sales of 2017 and 2016 were profitable at a profit of 9.6%, which defines Adidas strategy implementation with positive outcomes for operations. 
In addition, the discrimination strategy has encouraged Adidas to increase production by introducing new innovations, and Adidas guarantees high-quality consumer products (May 2010). In addition, Adidas is working on sustainable development to properly balance the needs of workers and stakeholders. This approach defines a positive approach to the existence of a competitive position (Perpetua, 2017).
Meanwhile, Adidas also introduces many of the latest technologies in its manufacturing process, using the method of differentiating Sustainable Development Strategy, Adidas, to cater for its retailers and end users. Significant advantage difference Adidas believes regarding design is the ClimaCool innovation, which provides Adidas, tennis, soccer, even instrument training, athletes offer products to improve player performance, while delivering convenience (Yee, 2010). In the meantime, Adidas can modify the hardware product after applying the strategy to discriminate against the process. However, on December 31, 2017, Adidas created over 11 billion products, and this is obviously an opportunity to increase revenue. Adidas is estimated to have grown 4.9% in 2017, which earned 104.4 billion euros (Rodrigues et al., 2011, p.435). A positive result shows Adidas business and demonstrates the ability to find a sustainable competitive edge in the sports market and includes all the methods defined after the strategy's implementation of discrimination (Lyons et al., 2012, p.71).
[bookmark: _Toc530844773][bookmark: _Toc531016334]Evaluation of Differentiation Strategy for Adidas
Adidas combines differentiation strategies with organizational processes and offers a competitive edge. Adidas also integrates product discrimination strategies. This allows Adidas to design new and innovative products that differentiate it from competitors such as Nike. Adidas strengthens market competitiveness by implementing a discriminatory strategy. Meanwhile, due to its discriminatory strategy, Adidas can focus on innovation and identify great innovations in Adidas products (Miloch et al., 2012, p.42). But Adstar brought innovative products like Superstar, Pure BOOST X, Alphabounce and so on. After implementing the strategy, Adidas produces over 330 million shoe-products, in 2017 Adidas shoe sales amounted to 12.425 million euros, accounting for 56.8% of Adidas's annual sales in 2016. This growth defines Adidas's discriminatory strategy by providing resources for gaining a competitive edge on the market (Daaboul et al., 2015, p.284).
In addition, Adidas has identified the positive effects of implementing discriminatory strategies. The organization also experience discrimination strategies, and provides positive results to achieve a corporate culture. Following the strategy of differentiation, Adidas encourages the business, creativity and innovation process more effectively in line with current market requirements (Helmig et al., 2016, p.151). In addition, Adidas has allowed them a fixed financial position, which is the current requirements and benefits of Adidas markets that meet the conditions. According to the report, after 40.4 million apparel production, Adidas has grown to EUR 77.57 million, accounting for 36.5% of its total revenue. The goal of Adidas is to provide sustainable and comfortable products so Adidas sales and revenue would have a direct impact, so the organization would focus on customer satisfaction after its anti-discrimination strategy. However, for this purpose, Adidas managed to reach its end-user with its sales team, providing them with aggressive measures to gain Adidas's competitive advantage (Zhdanov, 2016). 
As Adidas users prefer products, Adidas discovers many of their products and price strategies for consumers, as differentiation strategies offer consumer-friendly measures. The adidas target user has high level of talent, new products and innovative quality, which is an important measure for Adidas in the sports market to gain a competitive edge, so that Adidas users are extremely productive (Brun, 2012, p.510).
[bookmark: _Toc530844774][bookmark: _Toc531016335]Advantages and Disadvantages of Differentiation Strategy
Different strategists have many advantages and disadvantages that Adidas has to take into account in order to achieve a sustainable competitive advantage. The first advantage of the Differentiation Strategy is that Adidas can go to a specialized market. Adidas is renowned for its innovative products (Lei et al., 2011). The main advantage of Adidas is the provision of adult products for adults. Another advantage of Adidas is that they can attract more users. Adidas has a wide range of products, and Adidas target consumers are big people. However, Adidas may offer products for its employees in the application of the discriminatory strategy (Wong, 2013, p.105). 
In addition to some of the benefits, there are disadvantages in differentiation strategies. This can lead to organizations that think too much and can sometimes be an obstacle to the type of business an organization should apply. Another drawback, however, is that consumers can buy products and the rapid change in the organization's activities can have a detrimental effect on the organization (Turturici, 2014, p.621).
[bookmark: _Toc530844775][bookmark: _Toc531016336]Conclusion
Competitive strategy play an important role in each organization and the organization uses a competitive strategy to gain a competitive edge. Adidas is also an organization that combines differentiation strategies and competitive advantages. This report defines Adidas's deployment and determines the strategy for identifying Adidas's competitive situation. In addition, in this report, the report identifies the importance, strengths and weaknesses of the competitive advantage of competitive disadvantages for market discrimination strategies.
[bookmark: _Toc530844776][bookmark: _Toc531016337]Recommendations
Adidas should focus on differentiation strategies for the supply of consumer goods. As Adidas has confirmed that it operates in eight regions, Adidas focuses on local culture and Adidas can achieve sustainable development in different regions of the world. Additionally, Adidas must focus on its business to ensure a smooth manufacturing process that meets consumers' needs worldwide.
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