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Introduction
	Adidas Company has put in place strategies to grow its market size in a bid to catch up with Nike’s pace. Competition is health but keeping up with the competition is normally a challenge for every company. Adidas is a bit lagged behind the Nike Company which has established itself in the very world huge markets, like the U.S. The strategies that Adidas is seeking to undertake and their place are discussed below;
Where would you place the strategies of Adidas perspective or emergence?
	The first strategy outlined in this case study is claiming its share in sportswear, specifically targeting the U.S. market. Despite the large rift that Nike has in sportswear, Adidas is set to wide it up and emerge the best retailer in the U.S. An analysis of these companies’ market sensitization and impacts they have made, Nike appears to have done a lot and this is why the company has won much trust and hence value in the U.S. market as opposed to Adidas. Nike has definite brands which would even sell on its own without much market sensitization. As a result, this strategy cannot be regarded as a notch since its success will not only require hard work but also huge financing. Any growth strategies need to be evaluated in the right consideration of the company’s current condition and established it they are attainable within a relatively short time. This case study regarded Adidas’ task toward the achievement of the above strategy as a mammoth one, meaning it is not easy. 
	The second strategy that Adidas purpose is the addition of sales. Sales are not added in any other way other than increasing production and improving marketing strategies through advertising and conquering new markets in order to improve the sales of the company. Besides, a major lesson that the company should learn is “to produce for a real market!” Growing sales will be achieved by an increased market size because this way demand will be created. What about the situation where the company satisfies its market? Would it still increase sales by production? These are some of the questions that Adidas needs to ask themselves before pursuing the strategy. The end result would be losses after very huge discount offers. Increasing their unit price would be a better option but offering improved products or expanding its brand size. This strategy is therefore not well thought and can be said as not realistic. The bid to expand its market base is a good strategy that needs to be targeted on markets that Nike has not been able to reach. 
	Adidas has also aimed at improving its marketing strategy. The average cost incurred in the industry toward developing and improving the marketing strategy is between 10 and 11 percent of the company sales. Surprisingly, Adidas aims at spending 14 percent of their sales which cannot be sustained for long in any way. Investment in the marketing strategy is not a problem, the problem remains as to the long the company will be able to fund this activity before it becomes solvent. There is no point of having an elaborate marketing system at the cost of what the company products. There will be no business. This is a hence a poor strategy that needs to be revised if the company is to maintain its current sales revenue. 
	The strategy Adidas has to regain its London and Paris market shares is not objective. Considering the high Nike perception that people have in these cities, it can turn out to be a nightmare to Adidas. Adidas will need to rebuild its brand name first and then focus on reclaiming the markets. It is not an easy task but with the right spirit, the impossible is nothing. This strategy is an opportunity and therefore, the company can invest on it and in the right manner. 
	These strategies that Adidas purposes on are not easy-reaching. It is a requirement that the company administration revises them and establishes a base to launch them. 

Lessons learned from Nike’s expansion approach
	Nike Company has globalized its activities across the hugest markets of the world. This company has a definite value proposition that has made it prosper in its marketing strategies hence earning the best sports retailer in the world.  According to Euromonitor, the United States has the biggest market for sportswear followed by China, then Japan, Brazil, the UK and, France in a respective manner. Despite being based in the U.S., the Nike Company realized the potential market in the country and developed an elaborate trademark which won the trust of about 66.6 percent of the entire market. Since its inception, the company has struggled to maintain its brand and remaining as the most competitive company in the industry. Lessons learned from the approach that Nike has dwelled on are discussed below;
	Market superiority is the major lesson that can be learned from this company’s approach. Nike identified and dominated the U.S. market which is the world leading. With such a sharp edge above its competitors, Nike established itself and developed a superior brand. A company is started to make profits. Profits come from people, the market. Once you gain market power, you concentrate on the production of quality products for that market. A marketing strategy may not even be of much importance since your products are trusted. 
	Once Nike realized that there is a demand for its products, the company embarked on streamlining the production process to strengthen its brand. This is a clear lesson that there must be demand for the products you produce. Nike has continued to create demand over the years via the products that look and feel good. Besides, its products have always made people comfortable and make everyone want to be an athlete. The company has personalized its advertisements using iconic people like football legends, NBA stars, and world athletes. This has stimulated the demand for its products throughout the world. Every quantity that a company produces should have a target market and at the same should be meant to satisfy a particular need. This is because aimless production results in losses if not waste. Losses are realized when discounts are offered to clear off stock and waste is associated to wear and tear when the products stay long before it is sold.  
Nike has been identifying activity catalysts that increase its stocks higher and higher. The catalyst events include Olympics and basketball seasons. This is a good strategy that this company has utilized to grow its market size. For instance, in the recent women’s world cup that was held in Canada, Nike engaged the most people via social media platforms. Using the hashtag #NoMaybes, its campaigns showed the world cup associations range of 121 percent above Adidas social media associations (Amobee Brand Intelligence). This was not expected because Adidas had sponsored the event.  
	The company has been consistent in maintaining an addressable market. Nike is the most trusted footwear retailer in the hugest market (U.S.) and the second largest retailer of apparel. Strategies have been incorporated in Nike’s system to keep up with the demand through sharp advertising. While competitors like Adidas are trying to grow their market, this company is in a relaxed state of growing its investors. This is a big lapse that Adidas needs fill by not running after Nike, but by setting its pace first. In the U.S. market, it is referred to as the trendsetter. 
	Importantly, Nike has understood the geographic breakdown of its business. Nike has had an aggressive push for markets so as to become the leader brand in European countries. According to the UBS, Nike has established itself in majority of the cities around the globe that Adidas has been focusing on. The Nike brand is an outstanding one that is widely accepted. After establishing the brand, the company ventured into geographical areas that ad the need. In London and Paris, for instance, the company’s perceptions are very high. In the challenging areas, the company finds strength from the dominant ones. This company has simply established its lane and decided to sail right there. I realized that Nike’s Facebook page was more popular in Germany as opposed to Adidas’.







[bookmark: _GoBack]
References
Lindsay Whipp and James Shotter, (2015). Financial Times, “Adidas stuggles to catch up with Nike’s runaway success.” Retrieved from https://www.ft.com/content/bf86344a-3c9a-11e5-bbd1-b37bc06f590c
	
	
	
	
