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1.0 [bookmark: _Toc531020398]Executive Summary
The Aim of the report is to identify and evaluate relevant strategies for competitive Advantage using the case study Adidas.
Key findings in this report include: 
· Discussion of Porters Generic Strategies and How Adidas Links to that model 
· Identifying the differentiation strategy and how Adidas uses this particular theory
· Advantages Of using differentiation
· Limitations of using differentiation 
· Conclusion of the relevant strategies nd an analysis on whether they were relevant to Adidas or not. 
2.0 [bookmark: _Toc531020399]Introduction 
The report shall investigate and identify the competitive strategies of Adidas, the report is looking at this in order to determine the organisations current competitive advantage in relation to additional organisations in the same sector. Furthermore, the report will critically evaluate the advantages and limitations of this strategy in the current business environment.  This report will also include models and theories that relate to strategic management and are relevant to Adidas’ competitive strategy and competitive advantage. The report will consist of different academic resources referencing answers to back up theories, these will include a wide range of books, journals, articles and websites supporting the evidence that has been found. 

[bookmark: _Toc531020400]2.1 Background of Adidas 
Adidas is known to be amongst one of the most successful sports brands known to this world. Adidas was created by a German man named Adolf (Adi) Dassler. The company was first founded in 1920 when he was 20 years of age where Adolf invented spiked shoes for field and track use, four years later Adolf and his brother Rudolph founded the German sports shoe company named Gebrüder Dassler, which is now formally known as Adidas. (Flippo, 2018) 
Adidas is a global company that produces a range of different items from trainers, t-shirts, jogging bottoms and all things that are formally worn when it comes to playing sport. They employ over 56,888 employees and have an equal 50/50 employment when it comes to male and female (correct as of 2017) and currently have employees from over 100 different nationalities working at their headquarters in Herzogenaurach, Germany. 
Adidas manages to produce over 900 million sports and lifestyle products with independent manufacturing Partners worldwide each year and in 2017 had generated sales calculating to 21.218 billion euros. (Adidas.com, 2018) (Statistics correct 2017.) 

[bookmark: _Toc531020401]2.2 Competitive Strategy 
A competitive strategy Is defined as a long-term plan of action that a company devises towards achieving a competitive advantage over its competitors after examining the strengths and weaknesses of the latter comparing them to its own. (Martin., 2014). The strategy can incorporate actions to withstand the markets competitive pressures, attract a different range of customers and insist on cementing the organisations market position. (Martin., 2014)
(C, et al., 2014) states that there are three different levels of strategies, these conclude of Corporate Level, Business Level and Operational Level.  Business Level strategies are used in all businesses, these strategies are used to make sure that an organisation gains advantage over other competitors with similar products in the same market. (Hannagan, 2001)

[bookmark: _Toc531020402]2.3 Competitive Advantage 
Competitive advantage is the practice of gaining an edge over competitors by offering consumers greater value. In addition, an organisation offers this either through lower costing products and services or offering higher Quality of products and services which justify higher prices. (Pickhard-Whitehead, 2018). Furthermore, competitive advantages can differ from organisation to organisation even when offering the same services or producing the same products especially when new business are starting up or if they are a small, independent business. Competitive Advantage is one of the more crucial roles elements and plays a significant role in marketing strategies. 
3.0 [bookmark: _Toc531020403]Main Body
There are many theories that need to be considered when applying it to the company Adidas, one of the main theories that will be used in this report will be Porter’s Generic strategies and will be applied to Adidas. 
(Porter, 1980) states that this particular model develops a firm framework for organisations that will work to increase that certain company’s competitiveness within the market that they are competing in, in this case it would be Adidas and the sports market as seen in the diagram (Figure 1) below. 
[image: https://s3-eu-west-1.amazonaws.com/tutor2u-media/subjects/business/diagrams/porter-generic-strategies-diagram.jpg?mtime=20150418103059]
[bookmark: _Toc531020514]Figure 1 Porters Generic Strategies, Source (Porter, 2004) 

As shown in Figure 1, Porters Generic Strategy theory stating that there are different strategies that need to be focused on, these are Differentiation, Cost Leadership and focus to name a few. (Porter, 2004) Although for this report, it will focus solely on differentiation and cost strategy. 
[bookmark: _Toc531020404]3.1 Differentiation and Cost Strategy
[bookmark: _Toc531020405]3.1.1 Differentiation
Michael porter describes that the differentiation strategy is used by the company so that their strategy benefits the organisations position in the market. By doing so, they can focus on different products that are unique to the market that they are trying to target. (Porter, 2004) Looking at other resources, differentiation is described to be built on a belief that needs a clear and unique positioning. By doing so, it provides perks that then adds values for customers while higher prices sort of “make up” for their higher costs. (consilue.com, 2018) This definition states that they are trying to offer a product that is different to other competitors’ products that are being brought onto the market (Johnson, et al., 2017). 
[bookmark: _Toc531020406]3.1.2 Cost Strategy 
Cost Strategy is defined as a strategy that a company or organisation can integrate to their business to determine their competitive advantage in relation to other business on the same market, by trying to become low cost in the industry. (Valipoou, et al., 2012). In detail, this definition states that if there are products that ate the same out on the market, the company with the lowest cost operations to make these products will enjoy a higher profit. Furthermore, Cost Strategy also shows that there 3 main areas of focus which include Lowest Price of Sale, Economies of Scale and Streamlining the Value Chain. (Johnson, et al., 2008) 
[bookmark: _Toc531020407]3.1.3 Stuck in the Middle 
With researching the business strategy, stuck in the middle is one of the most feared by organisations, this is because if organisations have found themselves stuck in the middle, there is a fear that they will be stuck there, stating that the ‘conventional’ view is seeing the middle as the problem. (Bruner, 2012). Porters version of stuck in the middle is that the profitability of the organisation does not just depend on the typical rates of the return of the company, but more importantly on the company’s competitive advantage and their position. (Porter, 1980)
[bookmark: _Toc531020408]3.2 Applying the theory to Adidas
Company’s such as Adidas have many different ways of getting their products out on the market and seen by consumers. A few methods that company’s use to get consumer attention would be through the products branding and the overall quality of the product. Over recent years, the Brand has become exceedingly popular amongst consumers and resulting this, it has been labelled as one of the investors favourites. (Pratrap, 2017) 
One of the most Important factors to a company is their brand, so Adidas is known for the three stripes down their products. It is important that the consumers know what brand they are and what their signature feature is, the reason for this is if consumers are more aware of the company’s features on their clothing and other products then they’ll be more likely to purchase their item.
 For example, Nike is one of the biggest competitors for Adidas in the sports industry, Nike has their brand marked with a tick. Most consumers know the brands by their features so if they are good quality products and the brand awareness is there then consumers are more likely to purchase. By getting their brand out on the Market, Adidas play a critical role when it comes to decision making for consumers. This also links to differentiation as by getting products on to the market and making sure that they are good quality or that other competitors have not yet got those specific products out on the market, it will gain competitive advantage and benefit Adidas’ position on the market. 
Low cost companies are the companies that will make the most profit, an example of a low-cost company would be Lidl. Lidl is known to have low prices and have low priced products for consumers in relation to purchasing; by lowering their prices, it attracts and influences more customers to shop there so they are gaining more buyers instead of having average prices like other supermarkets that are trying to increase their profit. (Spurrell, 2014). Comparing this to Adidas, Adidas focuses on bringing out good quality products, and products that haven’t been on the market before, by doing so they are focusing on consumer needs and delivering products that are beneficial and meeting the consumer criteria. Therefore, Adidas is not trying to have low priced products for more buyers, but good quality products that are unique and will target the audience. 
As previously stated being stuck in the middle is a fear for most organisations, companies that are more likely to be stuck in the middle are the ones that do not compete their prices with other companies. Now known as the Hybrid Strategy, due to having technology and organisational structures it is possible to achieve both high quality and productivity at the same time. Singular generic strategies are not as functional as they once were, as there are many consumers demands that companies now try to meet, it requires companies to adopt a multidimensional strategic approach. (TWMG, 2014). A few great examples of an organisation that uses the Hybrid Strategy would be IKEA, Toyota, Sony and Dell. 
As an organisation, Adidas follow the differentiation strategy, and have successfully done so when comparing them to other organisations in similar markets. In 2015, Adidas had launched their 5-year strategic business plan for the company called ‘Creating the New’ this is the strategy and attitude that is leading Adidas into the future. This strategy that is currently being used was to implement sports into streetwear and fashion as they believe “Sports is an attitude and a lifestyle” (Adidas.com, 2018).
 In order for the company to achieve this, they have set out three strategic choices which are Speed, Cities and Open source. Where they are planning to become the first true fast sports company by meeting consumer needs and being fast in internal decision making. They want to be the first company that invites athletes’, consumers and partners to become part of their brand and want to grow a share of Mind, Market and share of trend in six cities identified as London, Paris, Tokyo, Shanghai, New York and Los Angeles. (Adidas.com, 2018) 
Concluding this, their strategy seems to be working exceptionally well and the CEO of the company had stated that there should only be a strategy change if there is a strong rationale for the change, and from a numbers standpoint, Adidas’ Strategy was clearly successful. (Stork, et al., 2018)

4.0 [bookmark: _Toc531020409]Implementations 
An implementation is the carrying out of an execution, method or a policy for doing something, in this case the implementation in this report will be based on the differentiation strategy and how Adidas use this. (Rouse & Ehrens, 2015)
[bookmark: _Toc531020410]4.1 Branding 
By definition, branding is a marketing practice in which a company creates a name symbol or a design that is easily identifiable as belonging to the company, it helps to identify the products and they stand out from other similar products and services that are being offered. (Smithson, 2015)  the adidas branding goes back to when the company was first created, when Adolf (Adi) Dassler started to make spiked running shoes, it is known that Adolf featured two stripes across the making of the shoes as a way of binding the show together and providing structure to the shoe. (Foley, 2017). 
 After Adi started the global company he added the third middle stripe to every shoe that he designed. Adi then created a new logo where the trefoil was then introduced into the products that were made. Branding and logos play a crucial role when it comes to differentiation as it makes the brand stand out, especially when they are up against competitors that are bringing similar products to the market. (Foley, 2017). 
Furthermore, the branding also acts as an image to the consumers, they are more likely to remember the logo if they don’t remember the company. The brand then had celebrities faces join different campaigns such as the “Impossible is Nothing” campaign where David Beckham and Muhammad Ali face their fears. (Adidas.com, 2018) which can influence differentiation. 
5.0 [bookmark: _Toc531020411]Advantages and Limitations
There are several advantages and limitations a company must face when it comes to differentiation, one key advantage of differentiation would be that it can have a positive impact on brand loyalty and can also reduce other competitors in the competing market.  When they have the differentiation strategy in place a successful organisation like Adidas can ensure that they will always one step ahead of other competitors by making sure that they get their products out to consumers first and also separate themselves from other companies, influencing consumers to buy their products as they know what the organisation is selling and who they are buying their brands from. 
One disadvantage from using the differentiation method for Adidas may be consumer influences, as there are so many different products that can be purchased now, consumers are constantly changing their minds from what they want. This could have a negative impact on an organisation such as Adidas as if by the time money is spent making these products, researching and marketing these products and the consumers are in demand for something different, they may not make the sales that they wanted it could have a bad impact on the profit they were hoping to make. 

6.0 [bookmark: _Toc531020412]Conclusion 
By analysing this report, overall it shows that the differentiation method is the most beneficial method that adidas are using for their organisation in terms of their branding implications, meeting consumer needs, and not being a low-cost low product company. Adidas as an organisation is thriving and sales are increasing every year, the consumer needs for this type of brand are at an all time high and Adidas are creating the products and giving the services that are making the consumers happy. 
Adidas stands out from the other competitors in their market with a strong brand and a strong logo, by focusing on a several other factors they are meeting consumer needs, building the company up and carrying on the legacy that was once started by Adolf (Adi) Gassler in 1924. Adidas are a strong organisation that have plans in place to target different cities and are midway through their new strategic plans to do so. 
In conclusion, Adidas market share is growing steadily and will continue to do so from using the differentiation strategy. 
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