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This report looks at the competitive strategy of Adidas. Looking back at the history of one of the most iconic sports brands it shows the rise of the company and its fight for survival in the 21st century. 
Using Michael Porters Generic Strategies, it illustrates where Adidas is currently in the market and the innovation it has taken them over the years. From being the first sportswear company to have removable studs to helping to reduce plastics in the oceans, the rise of the company has not been easy but using Porters strategy it shows clearly as a company how it’s beginning to change and be around for many more years. 
The report finishes by making recommendations for the company. 

[bookmark: _Toc530993434]Introduction
Adidas was founded in 1949 by Adolf Dassler in Herzegenaurach, Germany. Dassler started making shoes in 1924 at his mother’s home after his return from World War One. His elder brother Rudolf decided to join in his brother’s ventures and both opened up the Dassler Brothers Shoe Factory. After a few years and disagreements between the brothers, Adolph Dassler decided to start a venture of his own called Adidas taken from his nickname ‘Adi’ and the first three letters from his surname (Adidas, 2018). 
The aim of this report is to look at the rise in Adidas as a shoe company into the multi-billion sportswear giants they are today. Strarting in Dassler’s hometown to gaining worldwide acceptance it aims to look back at how the company have strategically become the second bestselling sportswear in the world. 

[bookmark: _Toc530993435]Remit 
The report will be written within the remit of a report structure and stick within the 2500-word limit. Some older references will be used in order to gain a true understanding of Adidas’ rise.

[bookmark: _Toc530993436]Background
Adidas started out by making football boots with only 47 employees. At the age of 49 he first registered Adidas and went ahead to be one of the first companies to create football boots with removable studs. Back in 1954 Adidas’ football boots were 98s with the rest of the market selling their boots for around 45s. Fast forward to the 2018 where a pair of football boots cost 98...pounds. with a rise of nearly £90 and other boots costing considerably more, Adidas revolutionised the football boots and made his fortune (Adidas, 2018).
Looking at Adidas now they are a multi-million-pound company selling an array of items for the fashion conscious. But how did Adidas become one of the largest sportswear manufacturer in Europe?
From the beginning in 1949 through until 1954 Dassler manufactured and sold football boots, but in 1954 when Adidas became the first company to sell boots with removable studs, less restrictive and lightweight (Adidas, 2018). The cost of the boots was double the cost of the competitor but was designed with studs to be used on all types of ground. The same year Dassler has his fame when the German national football team beat the Hungarians in the 1954 world cup final which made him the talk on all the pitches. Adidas did not release a clothing line until 1967 and since then has gone on to produce anything sporty that can fit the famous three stripes (Brunner, 2007). 
Adidas in 1948 had its own rival company on its doorstep, Adolph Dassler’s brother Rudolph Dassler opened up his own company called Puma (Smit, 2008). Originally the Dassler brothers owned their own shoe company until they split to form their own. Though Puma was a direct threat to Adidas, Adidas became the market leader of the two but other rivals globally. Adidas now owns previous rival Reebok since 2005/6 and it took Reebok 4 years to enter the market after Adidas (Reuters, 2016). With Puma and Reebok a direct threat to Adidas, we now look how the company now owns its first rivals (Hall, 2009). 
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Strategy is a direction and the scope of a business over the long term. By using strategy Adidas is achieving its advantage through all its resources within any challenging times. When discussing or heading into strategy there is always expectations to fulfil with stakeholders (Satya Sekhar, 2009). 
Business level strategy is the most useful action to take to gain value for customers but to also gain a competitive advantage by showcasing specific products or service markets (Satya Sekhar, 2009).
For a company to be successful they must look for a competitive advantage, by gaining this advantage they can offer their custom a higher value over their other competitors in forms of cost reductions and providing greater benefits (Satya Sekhar, 2009).
Using Porters Generic Strategies to analyse Adidas’ competitive edge will show how the company have turned into a profitable enterprise. “Porter’s framework for predicting competitive behaviour has transformed the way in which companies look at their rivals and has given rise to the new discipline of competitor assessment” (Porter, 2008). With Adidas being second behind Nike, Porters’ model is a good way to explore how a small German company can stand tall, rivalling against American sportswear giant Nike. 

[bookmark: _Toc530993438]Porters Generic Strategies
At the beginning, Adidas’ main rival was his brother with Puma until American company Nike, formally known as Blue Ribbon Sports, entered the market in 1962. With Adidas and Nike ‘growing up’ thousands of miles away they were both competing in the sporting world. Adidas was mainly focused sports that required studded boots while Nike focused on another sport; wrestling. Nike started by creating a shoe for wrestling champion Wayne Wells (Nike, 2014). Nike had the competitive advantage being in America, a country with a massive sports presence and fanbase. Although Adidas had 14 years of experience ahead of Nike, it did not stop the company taking over Adidas and making Nike the number one sportswear company in the world. 
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Figure 1: Simply Strategic Planning (2017)
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Adidas works with over a 1000 suppliers in 63 countries over the world (Salinas, 2017). This may seem like a lot of factories for the giant, but Adidas like to keep production on a smaller scale with far more factories to spread out production of their products so that they maintain more control by not allowing one factory to monopolise their product. It almost seems like one design per factory but on the other hand factories are placed all over the world that have great links to larger cities where most of the revenue is made. With this Adidas have made sure that the suppliers do not have the power and are able to name their price for the products made. Adidas are also bringing production back to its roots by building a ‘speedfactory’ to produce trainers faster and keep production costs low (Bain, 2018).
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When looking at trainers, its mostly personal preference. Whether for a sporting activity or a fashion statement, each trainer is made specially for a sport. So Adidas must make sure they are ahead of the game. By acquiring reebok, Adidas in the mid 00’s had two brands on the shelf fighting the competition, now since Puma is back in the family, they have a larger slice in the competitive market. So in one way or another, Adidas has a constant revenue for itself or its subsidiary brands. By the Adidas group marketing three different types of brands it’s made itself a top competitor against the rest with both Adidas and Puma being in the top five best sportswear shops. 

There are also the high level of publicity Adidas get. From celebrity endorsements to plastic half time bottles, as a brand they have a lot of media exposure. With top sporting celebrities collaborating with Adidas for their own designed footwear, which sell upwards of £200 Adidas are making money from sports fans to ‘wannabees’. But not only that, Adidas have now rocked up in the rapping category with the likes of Kanye West creating a trainer that has sold out every time they have been released (Hargrove, 2018). Social media is also a strong point for Adidas with several advertising pages each for a particular sector for the company on Facebook, but also using YouTube for marketing their vision and products. By also using Instagram they are able to capture more attention from endorsements plus their own company owned pages (Whitfield, 2017). Adidas are correctly using social media to promote their merchandise and create more revenue. 

Another way that Adidas is keeping up with its bargaining powers is to sell their merchandise right next door to their competitors. By having high street brands like Schuh, JD, Sports Direct and Footasylum selling for them they are keeping in the same game as their competitors (Kevin, 2018). By having Schuh for an example who offer student discount, Branded products are more desirable for fashion conscious students but they are more affordable with discount (Rofe, 2018). But with that Adidas also have their own stores in bigger cities and outlets designed to be cheaper again, Adidas aim to now open fewer stores and focus on their online presence and sales while still rivalling with the likes of Nikes with their stores, but also competing with them head to head in others (Howland, 2018). 
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With new rivals entering the market, Adidas are ahead of all its rivals generating a powerful advantage for the organisation with its technological innovation. The innovation is expected to give its customer high performance sports shoes or anything else the consumer would like within their purchase (Knoji, 2018).
Adidas now under its umbrella has Reebok since 2005/6 and puma since 2017 ending the 70 year feud between the Dassler brothers legacy (Sneaker Freaker, 2017). Adidas has now more entrants in the sportswear world as well as previously owning TaylorMade Golf Company which got Adidas’ merchandise into a different sport (Rovell, 2017). Adidas have also merges their miCoach with Runtastic technology company which has opened newer doors into their innovation plans (Langridge, 2017).
With New Balance (NB) being around since 1909 they have not been a direct threat to Adidas due to manufacturing shoe arches (New Balance, 2018). But NB have been on a bit of a slow burner, slowly entering different markets. In 1956 they made their first shoe and in 2015 they first entered the global soccer market which has been in Adidas’ life from the start. So with new entrants from extremely old companies Adidas seems to be rivalling with its childhood friends to gain top points on the sports leader board. 
With Under Armour (UA) starting in 1996 it was a new threat to them. Adidas has been fighting rivals in the trainer industry since the very beginning with new threats entering every few years. Adidas entered the sportswear market in 1967 with other trainer companies following suit. But in 1996 UA was the new kid on the block specialising in sportswear. Kevin Plank took an idea born on the field and turned it into a multimillion pound company (Under Armour, 2018). Plank’s idea was to develop breathable sportswear for all athletes. Planks main game was American Football and was fed up of wearing sweat drenched clothing. After a successful 10 years in 2006 UA had gone on to develop trainers now they have conquered their apparel, a reverse of Adidas but entered the market as a threat in a different form (Under Armour, 2018). But in recent years Adidas has come back running with their range of athletic gear for every sporting event with breathable materials specially for the desired sport (Ogleby, 2018). 
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Adidas are also turning to be a sustainable company using innovation and newer products with less chemicals for the environment. Their DryDye technology uses no water and 50% less chemicals and energy (Adidas, 2018). By teaming up with Parley for the ocean they are also taking the correct steps to help save a planet that at one point was helping to destroy (Yixiu, 2018). By Adidas wanting to make themselves more sustainable they are showing that they are going to be around for years to come. By teaming up with Parley they are raising awareness of plastic pollution in the sea but have also come up with a way of turning ocean plastics into trainers (Young, 2017). . In July of this year and the past 2 years a 5k run around New York City’s west side highway called 2run for the oceans, an event run by Parley and Adidas to raise awareness of the plastic in oceans (Loewe, 2018). Using differentiation strategy to show a greener side to Adidas and win over a different crowd they are also able to organise charitable events and advertise their good name at the same time, giving Adidas a competitive edge.
By taking on global issues Adidas are helping to pave the way just like Nike to a cleaner better future for fashion. Green peace called out in an article in 2011 for both Adidas and Nike to detox the world’s water against pollution in fashion (Green peace, 2011). With Adidas already making shoes from recycled ocean plastic and also teaming up with lifelong animal activist and vegetarian Stella McCartney. By teaming up with Stella McCartney, Adidas have invented a vegan friendly trainer, yet again another step in the right direction and to give the world more options when it comes to choosing footwear (Chiorando, 2018).

[bookmark: _Toc530993443]Analysis 
The issue that Adidas will have is the amount of fake products that come on to our streets towards the holiday seasons but also the amount of clothing and footwear that are brought back from abroad (Lusher, 2017). With having 3 stripes, Adidas have made it easier to copy their designs, not that a Nikes tick is hard to make but again easily counterfeited. With all the good that Adidas is trying to promote, backstreet sellers are skimping on quality using criminal activity which is not very ethical especially for Adidas who are portraying a good image (Bell, 2016). 
Through researching Adidas, it looks as though they do like to have their fingers in many pies to help their business along. Through buying a golf company and getting into that side of sports to selling the company years later, Adidas like to develop their busies higher and turn a profit also. Reading an article by Ryley Bane, Adidas are teaming together with Coca-Cola to add a branded sports drink to a market that is already full (Bane, 2010). By competing with Lucozade, RedBull and other energy brands, Adidas is a new threat to their market but are they trying a step too much to enter another market. With selling TaylorMade and Runtastic by the end of the year, perhaps Adidas are looking for a new venture and to open their doors to a new market. But they are also reviving old friends, Reebok took a hit mainly in America in 2012 with its poor performance on the market (BBC News, 2013). Now Adidas are looking to revive Reebok and take the brand back to its 90’s cult classics which were best sellers for the company (Watson, 2018). By looking to create new business and strategies to bring back old businesses, Adidas are strong in their game, with extremely good contacts and strategies going in every angle to improve every aspect of the brand (Adidas, 2018). 
[bookmark: _Toc530993444]Recommendations 
Adidas need to carry on the way they are heading. With pollution and plastics being in the news most weeks and having a global scale issue, Adidas are helping to fight back using their pollution control technology, clever innovation and design ideas to help correct previous mistakes made by themselves and also rivalling companies (Adidas, 2018). It is also a way of following suit, by having a big brand make a large step it also encourages smaller companies to do the same.
Adidas need to be careful that they do not make the same mistakes as Virgin as having too many ventures could displace a brands image. By creating a branded drink (like Virgin Cola) could either sink or swim but also give bad press to a company that could have a snowball effect (Smith, 2017). Adidas are good with their innovation clothing so perhaps should keep their products to outside the body. 
Adidas are doing everything in their power to be the best it can be, for its followers, ambassadors and especially for the environment. Adidas has shown it’s a company that wants to be around for years and its passion to create better sporting gear for those who need it. There needs to be more presence with their environmental campaigns, and perhaps a way of recycling old shoes for a discount on a new pair. Adidas are looking ahead to the future and its plan to help change the future for generations to come. 
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