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Adidas Struggles to Match Nike’s Successes in Strategies and Perceptions

 The intense competition that characterizes the sportswear industry necessitates businesses to adopt strategic management to influence profit maximization and gain market share. The notable manufacturers of the sports merchandises include Adidas and Nike, which control significant market shares in the globe (Whipp & Shotter, 2015). The two firms are direct rivals that compete for the market dominance in the American, Europe, Russia, and Chinese markets (ibid). However, Nike has dominated the America, Chinese, and amassing significant market share in the European segment because the United States-based firm utilizes effective strategies that include leveraging on the social networking sites in addition to create a youthful appeal (ibid). The use of social networking sites and the ability to attract the young consumers facilitate Nike Inc. to achieve sustainable competitive advantages over the rivals that include Adidas. 

Strategic Positioning of Adidas’ Perspective

Importantly, strategic management has become an integral element to facilitate business entities achieve competitive advantages because it positions the company and inherent brands at a superior level. Strategic positioning is the ability to develop as a superior company reputation from the consumers’ perspectives because of quality brands, competitive prices, and unique customer relationships (Jin & Xiao, 2015). Consequently, Adidas failure to position its brands in the global market has adverse ramifications that include loss of lucrative European market shares to foreign entities (Whipp & Shotter, 2015). Adidas is a German-based sportswear company that boost of superior position among the Western European and Russian consumers because of its proximity to the market. 

However, the American consumer market is appraised to be the epicenter for the global sneakers and ‘athleisure’ sportswear. Nike Inc. has a superior brand positioning in the American market because of continued growth in sale revenues. According to Whipp & Shotter, Nike generated a 10% rise in sales revenue for the fiscal year 2014 compared to 6% increment attributable to the Adidas in the American market segment (2015). The ability to maximize on the American segment is a sustainable source of competitive advantage because Nike has been able to generate $30.6 billion revenue. 

Further, an adequate understanding of the American market segment is a strategic intervention because it influences quality decision-making. An effective business entity implements strategic management concept by analyzing the current market trends using available information to develop informed decisions (Lodato, 2014). Nike has a superior understanding and experiences with the American consumers than Adidas (Whipp & Shotter, 2015). Nike developed reliable strategies that enhanced its ability to claw back significant market share in the sportswear with a focus on the American consumers (ibid). A notable strategy that has been critical to facilitate Nike achieve market dominance regarding the American segment is the use of social networking sites to bolster the level of engagement with the young consumers. Therefore, Adidas should strive to acquire a trendsetter status in the market, which can harness its revenue generation interventions. 

Equally, financial strength plays an essential role because it enhances strategic position and implementing strategies in an organization. Financial endowment bolsters interventions to capitalize on technological advancement, sustain innovation programs, and design competitive products that surpass the market expectations (Lodato, 2014). Nike has a superior financial capability than Adidas that enables the former to improve its brand perceptions among the youthful consumer segment (Whipp & Shotter, 2015). For example, Nike utilizes its financial power to achieve competitive advantages in merchandising, endorsement sponsorship, and social media advertising phenomena, which have better returns on investment (ibid). Unfortunately, Adidas grapples to initiates effective endorsement sponsorship to boost the brand reputation among the youth segment, which contributes adversely in the quest to achieve market dominance. 

Moreover, the neck-to-neck rivalry that involves Nike and Adidas in the Western European market segment poses the need for the strategic position because the segment is another strategic market zones. Adidas is a German-based entity that accords the company an opportunity to dominate the home market. However, Nike has acquired market leadership status in seven strategic nations in the European segment using aggressive marketing approaches (Whipp & Shotter, 2015). Aggressive marketing campaigns that include positioning Nike as a global entity and targeting youths using Facebook platform enabled the company to outstrip its rivals’ market share by amassing 12.8% consumers (ibid). Therefore, Adidas inferior positioning in the European market contributed significantly toward the loss of market share to the rival entities including Nike and Under Armour. 

Valuable Lessons from Nike’s Expansionary Approach

Overall, Nike has a superior position among the youth consumers than the rivals including Adidas, which results in the attainment of leadership status in the strategic market segments. A notable lesson that emerging entrepreneurs can deduce from the successful expansion strategy is to identify and leverage on the inherent competitive advantages. Nike boosts myriad sources of competitive advantages that include effective market segmentation. Nike identifies the American market segment to be the epicenter for the global sneakers and ‘athleisure’ sportswear that influences the decision to create an ideal perception in the particular zone. Therefore, positive consumers’ associations that include trendsetter and global entity have been vital toward establishing the leadership status in the American market. 

Secondly, the new entrepreneur should embrace specialization to be a reliable strategy to acquire competitive advantages in the market. Nike has gained competitive advantages by specializing in providing sporting merchandises for the American consumer market (Whipp & Shotter, 2015). Further, Nike has created a niche market in the trainers and fitness tracking merchandises that has been a reliable source of competitive advantages (ibid). Emerging businesses can gain competitiveness-enhancing specialization and create a niche in the market because such strategies lead to a superior positioning. 

Thirdly, Nike competitiveness hinges on the ability to understand the market trends and insights. Strategic management involves analyzing current and past industry trends with an aim to extrapolate on the future (Lodato, 2014). Nike enjoys positive perceptions of the home ground because of the ability to take early initiatives, which generate loyalty from the young consumers. Therefore, a small-scale enterprise should take time to understand the prevailing industry trends because information is a valuable input during decision-making processes. Evidently, Adidas struggles in the European market, which serves as the home ground, demonstrates the importance of understanding the industry trends to hedge against a loss of market shares. 

Fourth, Nike continued growth reveals the importance of social networking sites to bolster marketing strategies. Nike places emphases on social media sites that include Facebook and YouTube to harness the level of engagement with the young consumers (Whipp & Shotter, 2015). For instance, the recent FIFA Women World Cup tournament held in Canada enabled Nike to build loyalty using interactive marketing campaigns. The social media platforms have integrative and interactive modules that facilitate business to generate revenues as well as engage the consumers using real-time chats. The #NoMaybes hashtag was an effective Facebook-enabled engagement module for the Nike Company to interact with the soccer spectators during the soccer tournament. Contemporary businesses can improve marketing efficiency using social networking sites because YouTube advertising is more cost-effective than the conventional marketing approaches. 

Fifth, Nike has capitalized on globalization phenomenon to create an impression of an international brand among the consumers beyond the United States jurisdiction. Whipp & Shotter depict Nike’s brand exceeds the reputation that consumers in London and Paris accord to the other sportswear merchandise because of the global attrition associated with the former company (2015). Globalization refers to the intricate interconnectivity in the world that creates a global village (Lodato, 2014). Therefore, the business fraternity enjoys minimal impediments in engaging in international commerce because of the enhanced transportation, communication, and reduced legislations. Therefore, a small-scale trader in Sacramento, California can gain international brand recognition by leveraging on the globalization as an environmental strategic opportunity. 

Concisely, the contemporary apparel and sportswear industry has an apparent fundamental paradigm shift because of the cutthroat competition that exerts pressure among the companies to acquire competitive advantages. Effective business entities embark on strategic management capability to position their brands and acquire sustainable competitive advantages. The battle for market dominance that involves Nike and Adidas exemplifies the fundamental importance of leveraging on current social network sites to bolster the brand positioning from the consumers’ point of view. The Nike Inc. has attained the market leadership status in the American market segment and effectively outstrip Adidas fundamental market share in the European zones. Particularly, inferior positioning had adverse ramification for the Adidas because it led to the loss of 12.8% market share in the Western Europe market to rival sportswear manufacturers. 

On the other hand, Nike continued successes in the American and European segment to deliver a fundamental lesson for the emerging entrepreneurs to utilize. Notably, identifying the market paradigms is a vital lesson because an entrepreneur can leverage available technologies including social media platforms to bolster the level of engagement with consumers. For example, Nike utilized an effective Facebook marketing tool to interact with the youthful consumers during the FIFA World Cup tournament held in Canada. Another valuable lesson regard to the importance of specialization strategies because of the positive effects that include the acquisition of market leadership status. Nike’s mastery of the sneaker market in the American segment enhanced the ability to achieve a niche in the trainers and fitness tracking portfolios.
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