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[bookmark: _Toc530531879][bookmark: _Toc530530517][bookmark: _Hlk530532014]Executive Summary
This report is mainly analyzing the competitive strategies of adidas. Including instruction of the main competitive strategies, the identify the competitive strategies of adidas, analysis the advantages and disadvantages. And to give recommends after the analysis. Adidas’ differentiation strategy is mentioned to analysis only. And to analyze its differentiation strategy, this report clearly shows that the feature of differentiation strategy. Then give recommends by the weakness of the strategy.

This report is divided into four parts. The first part is mainly introduce the main ideal of the theory mentioned in this report. The second part is mainly analyze the adidas’ competitive strategy. The third part is mainly mentioned its two competitors, Nike and Puma, to analyze the advantages and disadvantages. And in the final part, it is mainly give adidas some brief recommends after analyze its advantages and disadvantages.
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[bookmark: _Toc530530518][bookmark: _Toc530531880]Instruction
[bookmark: _Toc530531881][bookmark: _Toc530530519]Report remit
With the development of technique, the word seems to be smaller and smaller. Globalization is like a flood and no one can stop it. Therefor, for those business companies and organizations, the market has become the worldwide market. That is to say, the more chances have occurred and meanwhile it takes the more challenges. In the aim of adding weight to competition in the market, business companies or organizations always pay a lot efforts. That is called competitive strategies. And in this page, the competitive strategy of Adidas is analyzed. Then the advantages and disadvantages are pointed out based on comparisons and realities. And make recommendations to Adidas by the analysis.

[bookmark: _Toc530530520][bookmark: _Toc530531882]Background of Adidas
Adidas is a world’s leading sporting goods manufacturer, which is established in Germy, 1949. Adidas is one of the top companies for sporting goods in the world. And since 1970, Adidas has become the only supplier of balls for the FIFA World Cup. Thus, Adidas has a strong market share in football. And in fashion sector, Adidas is trying to gain market share by experimenting with new, more recent designs(Schwarzmayr,2015). The success of adidas has the close relationship with its company culture. Which is Lead, Tell the Truth, Be Accountable, Simplify, Work Together. And adidas’ advertisement is that ‘Impossible is Nothing’. In 2011, adidas started using the new slogan ‘adidas is all in’(adidas-group’s website,2018). In the worldwide market, it’s never lacking of competitors in sporting goods manufacturing. Therefore, adidas has a lot of competitors in worldwide. And data shows that adidas is second place of worldwide sporting goods(Wenku,2018). There’s no doubt that though adidas does pretty good, there are a lot of things that it should be cautions and improve. 

[bookmark: _Toc530531883][bookmark: _Toc530530521]Strategy & Porter’s Generic Strategies
This page mainly analyzes the strategy of Adidas, including the analysis of strategy, business strategy and competitive advantages. Strategy of an organization is that to achieve long-term development by using source correctly in changing environment, and finally achieve advantages. Strategy is aiming at long-term relevant value. The essence of strategy is to provide direction(Hill,2017). That is to say, strategy is a direction not business mode to make profit but to enhance the value. And strategy is based on the inference of the environment in the future. So a good strategy can lead company to success in the future. That requires strategy should be suitable and variable by the changing environment. And a complete form of strategy includes three levels in general. It is considered as corporate-level strategy, business-level strategy and functional- level strategy. Corporate-level strategy is aiming at the choice of business. And business-level strategy is aiming at the strategy business unit(Van and De,2018). That is to say, the business-level strategy is service for only one business. The division of the business strategy unit is flexible. Such as sporting wearing and balls. Or it can be considered as sporting goods. And the business strategy unit is aiming at how to get advantages in competitions. It requires every business strategy takes its own strategy. And as the functional-level strategy is mainly aiming at supporting the business-level strategy. The mainly goal is to achieve competitive advantage for business strategy unit in competitions. Therefore, it is clear that achieving competitive advantage is the final goal of business strategy. 

And to analyze the achieving competitive advantage, Porter’s Generic Strategies(Porter,1980) are used in this page. Porter’s Generic Strategies are considered as a generally recognition in the field of strategic management around the world (Hwy-Chang et al., 2014). Porter found that there are three basic point and by which strategy can drive to competitive advantages. They are cost leadership strategy, differentiation strategy and focus strategy(Figure1). And they are based on the prices and costs in [image: ]comparison with competitors. 

[bookmark: _Toc530530297][image: Porter's Value Chain Diagram]Figure 1: Porter’s Generic Strategies(source: Kinyuira,2014)
[bookmark: _Toc530530298]Figure 2: Porter’s Generic Value Chain(source: Manktelow et. al,2018)

Low cost makes advantages in price competition. That is to gain advantages in competition in a lower price. It requires a efficient and lower-cost value chain(Figure2). And it service for those who are sensitive to the prices. On the contrary, differentiation strategy is aiming at those who are sensitive to the prices. That is to say, differentiation strategy offers personalization products so that makes extra profit by its add-value of personalization as well as . And do it extremely its called focus strategy. Focus strategy is aiming at very little part of custom and offers product to them so that make advantages in competition.

[bookmark: _Toc530531884][bookmark: _Toc530530522]Main body
[bookmark: _Toc530531885][bookmark: _Toc530530523]Differentiation strategy of Adidas
Differentiation strategy: Adidas divide its product of sporting shoes into three series: adidas original, adidas performance and adidas style. Adidas original is belonged to traditional sporting series. Adidas choose the best product in the past and used into original series. And adidas performance is its new sporting product which is apart from adidas original series. As for adidas style, it mainly aim at the fashion market. For example the series of Y-3, is designed by YohjiYamamoto. Adidas’ dividing products decision shows that adidas ’ differentiation strategy at some degree. Adidas' three series of products are stand for three kinds. 'Classical sporting', ''professional sporting ' and 'fashion sporting'. And in the AR of Adidas, Adidas referred that its business strategy is 'creating the new'. Adidas is trying to attract customers by its differentiation strategy.

Competitive advantages: Differentiation strategy always gain advantages in competition by attracting customers. Adidas divide its products by its own style. And then develop the style into a series. Adidas original series is the development of its own classic and best sold products. Adidas original series has gained a lot popularity among the world. The advanced and classic design of sporting series wins the competitive advantages for adidas. Though the high price seems to close the door for a large mount of customers, adidas actually catch the key of customers. Adidas’ 2017 third quarterly report showed that adidas’ income grew over 12%(Adidas-grop,2017). That was contributed to its original series. That is to say, adidas rely on its special design and product to win the customers. Then the hot product takes great selling, though the price is higher. By which adidas wins the competition in the sporting shoes marketing. It is clear that adidas wins the competitive advantages by its differentiation strategy.

[bookmark: _Toc530531886][bookmark: _Toc530530524]Nike & Adidas& Puma
[bookmark: _Toc530530525][bookmark: _Toc530531887]Competitions and Competitors 
In the field of sporting goods market, there are never lacking of competitors. Actually, any kind of goods or services are all excluded by competitive activities(Hayek,2016). Competitions improved the goods and techniques. And in the competitions with competitors always benefits for the all field. And globalization has led the competition to the worldwide market (Gratton and Kokolakakis,2018). That is to say, the competitions and competitors are ranged around the world. So that the cases we analyzed are in worldwide range.

Nike: Adidas truly achieves great success, but in fact, Nike is always considered as the better one around the world. Nike is an American sporting goods manufacturer. Nike’s slogan is ‘just do it’. Nike is trying to make itself a high style sporting goods manufacturer. Nike pays a lot in design and advertising. So that shape itself into a ‘High-Style Sporting Brand’. And in this way to make a absolute advantage in its reputations. Nike usually choose the professional athletes as its spokesman or spokeswoman. So that wins a lot of attraction to the customers who loved sports. There’s no doubt that advertising effects costumers in their attitude towards the brand of products (Mitchell and Olson,1981). The cooperation with professional athletes shows that Nike’s statement, ‘Present the best products for every athlete’. And Nike has done that. Nike launched its new product series(sub-brand) ‘Nike Air Jordan’ by cooperating with the super basketball star-Michel Jordan. Nike create great success in marketing. And in the competition, Nike wins not only for its successful marketing. 

[bookmark: _GoBack]Nike has a special value chain- as a sporting goods manufacturer (Sun,1997), Nike doesn’t product the sporting goods in fact. That is because Nike special supply chain- make the profit of design and selling which cut the producing section. It is generally believed that the sporting shoes business is in the ‘smiling curve’(Shin et al.,2012). That is to say, the value-add section is mainly in the designing section before manufacturing as well as selling section after manufacturing. If we line the value-add level curve, it’s just like smiling. Therefore, Nike’s unique value chain is that it contributes itself into designing and selling. This kind of business mode is called virtual management(Speier et al.,1998). In this mode, Nike adopts the mode of production outsourcing. Nike cooperates with sporting shoes factory in some developing countries to gain the low-cost human-source. And Nike’s supply chain is sensitive, which can adjust by the relection of customers. It is clear that Nike’s competitive strategies are both differentiation(Air Jordan) and cost leadership strategies.

Puma: Puma has a complex relationship with adidas. Puma was established by the founder of adidas’ brother. And before adidas and puma established, they two brothers are in the same business of sporting shoes. And then the two brothers separated because of conflicts in business. The two companies’ competition never stopped since that.(Wang,2007) Adidas’ successful business strategy make it in advantage of the competition in the early stage. Adidas has established its business empire by cooperate with professional athletes. Though puma followed its brother’s step to be a professional sporting goods manufacturer, puma still not satisfy its position of a follower. Therefore, puma start to launch the product for ordinary people. And its successful marketing strategy makes puma change its position to a challenger. Puma invited the American famous singer Rihanna as its spokeswoman and launched a product line for her. That makes American marketing continuing healing. It is also worth to mentioned that puma was the first manufacturer among its competitors to adopts the mode of product outsourcing. It is clear that puma was in differentiation strategy in the same time.

[bookmark: _Toc530530526][bookmark: _Toc530531888]Advantages
Whether Nike or Puma, Adidas should never stop competition with them. 
Capture the market: Though Adidas’ differentiation strategy makes adidas more away of traditional sporting goods manufacturer, Adidas actually create the new mode of sporting wearing business. The different customers can get what they want in adidas- whether professional sporting goods or fashion wear. And the differentiation strategy can develop the customers loyalty. By which can add barriers to its competitors and keep a high market share. 

Personalization and diversity: Compared with puma, adidas wins the reputation in competition in sporting fields. As for Nike, Adidas cooperate with Kanye West, who is a outstanding rapper in the world, launched his own product, Yeezy. And Yeezy get great successful so that at some meanings Yeezy win the Nike for its differentiation strategy. In the selection of spokesman or spokeswoman, adidas are trend to choose the leader in a wide range of fields, not only in sport fields. This decision makes more and more people can get an adidas for their favorite stars. And loved in its differentiation.

Leading technique: Differentiation strategy requires the leading technique. From the positioning view perspective of strategic management, it indicates that successful differentiation derives from the unique products(Gino et al., 2017). And that all depended on its level of technique. And adidas has paid a lot in developing the technique. For different sports, adidas has different products for them. 

[bookmark: _Toc530531889][bookmark: _Toc530530527]Disadvantages
Higher cost: Compared with Nike, adidas’ cost management is looser. Low-cost operation management has been a very successful business model (Alamdari and Fagan,2017). The meaning of cost reduction is very important to each kinds of manufacturer. Once the personalization is failed, the higher cost will make adidas lose in the competitions. A more reliable low-cost value chain is the biggest power push Nike to the top.

The followers competition: Puma is very similar with adidas, and this brother company successfully change itself from a follower into a challenger. Puma catch the young culture successfully and add it into its products. The competition is at hot. Adidas relax it for a moment may cause a failure. Therefore, adidas once lose the leadership, it will lose in competition. And the imitation can reduce the differentiation. When it is imitated, how adidas can hold the leadership. And for the followers, imitation is also a kind of invention (Chen,2015). It add the pressure of technique invention.

Excessive differentiation: When adidas believed its differentiation too much, it may cause a bad result. An excessive differentiation can produce a excessive personalized product. That has so little customer that can not make enough profits.

[bookmark: _Toc530531890][bookmark: _Toc530530528]Recommends 
[bookmark: _Toc530531891][bookmark: _Toc530530529]Continuing differentiation strategy
Adidas’ differentiation strategy is though meeting a lot of challenges, the strategy is actually taking adidas to the brilliant. That is to say, adidas should hold on its step in business, so that to create new brilliant by its differentiation strategy. In the process it should be more careful and sensitive.

Keep the marketing plan: Keep the process of capture market. The differentiation strategy is based on its loyal market. That requires adidas should be sensitive of customers. What they need and what they like are considered the base of differentiation. Only if when you catch the need, you can launch the product to catch the customers. And never stop trying new. The success of Yeezy shows that mounts of customers are not satisfied with traditional sporting shoes. Just like what said in AR of 2017, ‘create the new’.

Develop the competitive key: In such a hot competition market, adidas should try to develop the key of winning in competitions. The technique and outlooks can be imitated though, the culture, the believe in the product can never be imitate. And try to localization in different market. Every culture is not the same. What they like are all different. So try to add some localization elements, it can be a new product and a new direction. Products of differentiation can gain more advantages in localization market (Baek and Wang,2018).

[bookmark: _Toc530531892][bookmark: _Toc530530530]Develop different strategies
The development of a company should develop its strategies. The believing blindly of differentiation strategy can cause failure. Therefore, adidas should try some strategy new. Cost leadership strategy combined differentiation strategy can lead adidas to the brilliant. For example, Nike’s strategies are not only limited in cost-leadership strategy, it launched its sub-brand ‘Air Jordan’. It shows Nike’s differentiation. Any company who want to climb to the top needs to develop its all - round development strategies, including Adidas.
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