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ABSTRACT 
 

This ireport iprovides ian ianalysis iand ievaluation iof itwo iof ithe ilargest icompanies 

iNike iand iAdidas iin iathletic ifootwear iindustry. iOne iamongst ithe iforemost ipopular 

iproducts iis ichosen ifrom ieach iof ithe icorporate ito ianalyze. iThe ireport iis iconducted 

iby ianalyzing idetail iinto ithe iathletic ifootwear iindustry iand iboth icompanies 

ibackground, imacro iand imicro ienvironment iforces, imarket isegmentation, itarget 

imarkets, itargeting istrategies iand iposition istrategies. iMany isecondary iresearches 

iwhich imight ibe iwithin ithe iappendices ito iare idone ito ifinish ithe ireport. iThe iresult 
ishow ithat iAdidas iand iNike ihave isimilar imarket isegmentations iand itargeting 

imarket. iBoth iNike iand iAdidas ihave iessential iroles iwithin ithe iathletic ifootwear 

imarket. iFor ileather ifootwear imarket, ithere iare ivarious ireasonably ishoes iinvolved 

ilike icasual ishoes, isports ishoes iand idress ishoes. iThe ileather ifootwear imarket ialso 

ifaces idifficulties ias ifewer iconsumers ispend imoney ion ileather ifootwear iand imore 

itends ito ispend ion ioutdoor ifootwear. 
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INTRODUCTION 
 

INDUSTRY iOVERVIEW i 

Indian ileather iindustry iis ithe icore istrength iof ithe iIndian ifootwear iindustry. iIt iis ithe 

iengine iof igrowth ifor ithe ientire iIndian ileather iindustry iand iIndia iis ithe isecond-
largest iglobal iproducer iof ifootwear iafter iChina. i i 

 iReputed iglobal ibrands ilike iFlorsheim, iNunn iBush, iStacy iAdams, iGabor, iClarks, 
iNike, iReebok, iEcho, iDeichmann, iElefanten, iSt iMichaels, iHasley, iSalamander, iand 

iColehaan iare imanufactured iunder ilicense iin iIndia. iBesides, imany iglobal iretail 

ichains iseeking iquality iproducts iat icompetitive iprices iare iactively isourcing 

ifootwear ifrom iIndia. i i 

The ifootwear isector ihas imatured ifrom ithe ilevel iof imanual ifootwear imanufacturing 

imethods ito iautomated ifootwear imanufacturing isystems. iMany iunits iare iequipped 

iwith iIn-house iDesign iStudios iincorporating istate-of-the-art iCAD isystems ihaving 

i3D iShoe iDesign ipackages ithat iare iintuitive iand ieasy ito iuse. iMany iIndian ifootwear 

ifactories ihave ialso iacquired ithe iISO i9000, iISO i14000 ias iwell ias ithe iSA i8000 

icertifications. iExcellent ifacilities ifor iPhysical iand iChemical itesting iexist iwith ithe 

ilaboratories ihaving itie-ups iwith ileading iinternational iagencies ilike iSATRA, iUK, 
iand iPFI, iGermany. i i 
One iof ithe imajor ifactors ifor isuccess iin iniche iinternational ifashion imarkets iis ithe 

iability ito icater ito ithem iwith ithe ilatest idesigns iand iin iaccordance iwith ithe ilatest 
itrends. iIndia ihas igained iinternational iprominence iin ithe iarea iof iColours i& iLeather 

iTexture iforecasting ithrough iits ioutstanding isuccess iin iEurope. iDesign iand iRetail 

iinformation iis iregularly imade iavailable ito ifootwear imanufacturers ito ihelp ithem 

isuitably iaddress ithe iseason'requirementsnt. i i 

 iThe iIndian iFootwear iIndustry iis igearing iup ito ileverage iits istrengths itoward 

imaximizing ibenefits. i i 

The istrength iof iIndia iin ithe ifootwear isector ioriginates ifrom iits icommand iof ia 

ireliable isupply iof iresources iin ithe iform iof iraw ihides iand iskins, iquality ifinished 

ileather, ilarge iinstalled icapacities ifor ithe iproduction iof ifinished ileather i& ifootwear, 
ilarge ihuman icapital iwith iexpertise iand itechnology ibase, iskilled imanpower iand 

irelative ilow-cost icost ilabor, iproven istrength ito iproduce ifootwear ifor iglobal ibrand 

ileaders iand iacquired 
technology icompetence, iparticularly ifor imid iand ihigh ipriced ifootwear isegments. 
iThe iresource istrength iof iIndia iin ithe iform iof imaterials iand iskilled imanpower iis ia 
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icomparative iadvantage ifor ithe icountry. i i 

In ithe i1970‟s, ithe iGovernment iinitially ibanned ithe iexport iof iraw ihides iand iskins, 
ifollowed ithis iby ilimiting, ithen istopping ithe iexport iof isemi-processed ileather iand 

iencouraging ilocal itanneries ito imanufacture ifinished ileather ithemselves. iDespite 

iprotestations ifrom ithe iindustrialists, ithis ihas iresulted iin ia imarked iimprovement iin 

ithe ishoe imanufacturing iindustry. iIndia iis inow ia imajor isupplier iof ileather ifootwear 

ito iworld imarkets iand ihas ithe ipotential ito irival iChina iin ithe ifuture i(60% iof 

iChinese iexports iare isynthetic ishoes). i 

India iis ioften ireferred ito ias ithe isleeping igiant iin ifootwear iterms. iIt ihas ian iinstalled 

icapacity iof i1,800 imillion ipairs, isecond ionly ito iChina. iThe ibulk iof iproduction iis iin 

imen’s ileather ishoes iand ileather iuppers ifor iboth imen iand iladies. iIt ihas iover i100 

ifully imechanized, imodern ishoemaking iplants, ias igood ias ianywhere iin ithe iworld 

i(including iEurope). iIt imakes ifor isome iupmarket ibrands iincluding iFlorsheim i(US), 
iLloyd i(Germany), iClarks i(UK), iand iMarks iand iSpencer i(UK). 
 
India ihas ihad imixed ifortunes iin iits irecent iexport iperformance. iIn i2000, iexports iof 

ishoes iwere iUS$ i651 imillion; iin i2001 ithese iincreased ito i663 imillion ibut ideclined 

iin i2002 ito i623 imillion idollars. i 

The imain imarkets ifor iIndian ileather ishoes iare ithe iUK ithe iand iUSA, iwhich 

ibetween ithem itake iabout i55% iof itotal iexports. i 

India ihas inot iyet ireached iits ifull ipotential iin iterms iof ibeing ia iworld isupplier. iThis 

iis idue imainly ito ilocal icow ileather ithat ialthough iplentiful, ihas ia imaximum 

ithickness iof i1.4 i– i1.6mm, iand ithe isocio i/ ipolitical i/ iinfrastructure iof ithe icountry. 
iHowever, iIndia iis ian iexcellent isupplier iof ileather iuppers. iImportation iof iuppers 

ifrom iIndia idoes inot iinfringe iFTA iwith iEurope ior ithe iUSA. i 

The ipotential iis iset ito ichange ialbeit islowly, ibut iwith ia ipopulation irivaling iChina 

ifor isize, ithere iis ino idoubt ithe itussle ifor iworld idomination iin ifootwear isupply iis 

ibetween ithese itwo icountries. i 

 
Few iInteresting iFacts: i 

1. iThe iIndian ifootwear iretail imarket iis iexpected ito igrow iat ia iCAGR iof iover 

i20% ifor ithe iperiod ispanning ifrom i2012 ito i2015. i 

2. iFootwear iis iexpected ito icomprise iabout i60% iof ithe itotal ileather iexports iby 

i2015 ifrom iover i38% iin i2008-09. i 

3. iPresently, ithe iIndian ifootwear imarket iis idominated iby ithe iMen's ifootwear 

imarket iwhich iaccounts ifor inearly i58% iof ithe itotal iIndian ifootwear iretail 
imarket. i 

4. iBy iproducts, ithe iIndian ifootwear imarket iis idominated iby ithe icasual 

ifootwear imarket iwhich imakes iup ifor inearly itwo-third iof ithe itotal ifootwear 

iretail imarket. i 

5. iAs ifootwear iretailing iin iIndia iremains ifocused ion imen's ishoes, ithere, 
iexists ia iplethora iof iopportunities iin ithe iexclusive iladies' iand ikids' 
ifootwear isegment iwith ino iorganized iretailing ichain ihaving ia inational 
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ipresence iin ieither iof ithese icategories. i 

6. iThe iIndian ifootwear imarket iscores iover iother ifootwear imarkets ias iit 
igives ibenefits ilike ilow icost iof iproduction, iabundant iraw imaterial, iand 

ihas ihuge iconsumption imarket. i 

 
THE iMANUFACTURING iPRACTICES iOF iTHE iFOOTWEAR i 
INDUSTRY: iNIKE iVS. iADIDAS i 

Footwear iIndustry i– iPlayers, iRevenues, iMarket iShare 

To iproperly ireview ithe imanufacturing iin ithe ifootwear iindustry, iit iis inecessary ito 

ifirst igain ian iunderstanding iof ithe idominant ileaders iin ithe imarketplace. iThe 

iindustry iis icurrently iexperiencing ihyper-competition, iled iby isix imain ifirms i– iNike, 
iReebok, iAdidas, iFila, iConverse, iand iNew iBalance i(see iexhibit i1), iwith inearly i$7 

ibillion iin irevenues idomestically. iNike iis ithe iindustry ileader, iwith ia i47% imarket 

ishare, ifollowed iby iReebok, ia idistant isecond iat i16%, iand iAdidas iat i6% i(see 

iexhibit i2). iThis icategory iis ifacing idecreasing idemand iand ithe irising ipopularity iof 

ialternative ifootwear, iresulting iin imore ipressure ithan iever ibefore ito iachieve ihigh 

igross imargins ithrough ieffective iglobal isourcing ipractices. 

Footwear icompanies ihave itwo ibasic ioptions iin ithe imanufacturing iof itheir iproducts, 
ithey ican iboth iown iand ioperate ithe ifactories ithat iproduce itheir iproducts, ior 

isubcontract itheir iproducts iout ito isecondary imanufacturers. iThese ifacilities ican ibe 

ilocated ieither idomestically ior iinternationally, iand iboth ipresent ia imyriad iof 

ipositives iand inegatives. iFirms ithat iproduce idomestically ibenefit ifrom ithe iease iof 

imonitoring, iskilled iworkforce, igovernment istability, ijob icreation, iand iwell-
understood ilabor irules, iwhile isuffering ifrom ithe irelatively ihigh iwages irequired iin 

ithe iU.S. ias icompared ito ideveloping icountries. iBy imanufacturing iproducts 

ioverseas, iin iparticular, iin ithird iworld ieconomies, itremendous iefficiencies iare 

igained iin ithe iform iof ireduced iwages, ibut iare icountered iby ithe iincreased idifficulty 

iof imonitoring ithe iquality iof itheir iproducts iand ithe iactual iworking iconditions iin 

ithe ifactories. iCompanies ithat iare ivertically iintegrated, iwho iown iand ioperate ithe 

ifactories iwhere itheir iproducts iare imanufactured, iare ifaced iwith ilarge icapital 
iexpenditure irequirements iand ithe imanagement iof ithe ifactories ithemselves, 
iresulting iin ilower iprofit imargins. i i 

 

 i i i i i 

RESEARCH iOBJECTIVES iAND iMETHODOLOGY 

RESEARCH iOBJECTIVE i 

To istudy ithe imarketing iof iAdidas iand iNike iand ialso iabout ithe icurrent icondition 

iof iAdidas i& iNike iin imarket i i i 
To ifind iout ithat ihow iAdidas ihold ito ithe imarket iand iwhat iare ithe iareas iwithin i 

iwhich iAdidas ican iimprove. i i 
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To istudy ithe ifootwear iindustry iin iIndia iwith irespect ito iAdidas iand iNike ishoes. i 
To iget ithe icustomer, idealer iand iretailer’s iperceptions i 
 

 

 i i i i iMETHODOLOGY i 

 i i i i iPRIMARY iDATA 

 i i i i iPrimary idata irefers ito ithe ipure iand ithe ifresh idata iwhich iare icollected ifirst 

itime i. 

The iprimary idata iare icollected ifrom ithe iinterview ischedule ifor ithis istudy. 

 i i i iSECONDARY iDATA 

 i i i i iSecondary idata iis icollected iby ia ithird iparty iand iconsumed iby iresearchers, 
ianalysts, ietc. 

 i i i i i iThe isecondary idata ifor ithis istudy ihas ibeen iobtained ifrom iinternational ijournal 

iand icompany iwebsite. 

 i i i i i i 

DATA iCOLLECTION iMETHODS: i 

 i i i i i i iThe isample isize itaken iwas i100 iconsumers i 
Sample iunit i– iShoes iCompany i(Adidas iShoes, iReebok, iBata, iAdidas iand iNike) 
i 

The iArea ichosen iwas iDelhi. i 

The idata iwas icollected iby imeans iof i i 

a) Questionnaires i 
b) Interviews i(formal i& iinformal) i 

QUESTIONNAIRES 

Questionnaire iprepared iwas iopen iended, istructured, iand idisguised. i 

The iQuestionnaire iwas idesigned iin isuch ia iway ithat iit icatered ito ievery iaspect 

iof ithe iresearch iobjective. iIt iwas idisguised ias ithe iconsumer iwas ikept iunaware 

iof ithe iproduct ifor iwhich ithe iresearch iwas ibeing iconducted. 

 iBefore ifilling iup ithe iQuestionnaire, iit iwas ithoroughly idiscussed iwith ithem iand 

itheir iviews iwere inoted idown iin ithe iform iof ifacts i(answers) iin ithe 

iQuestionnaire. 
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INTERVIEWS i 

Interviews ijust ilike iinformal idiscussions iwere ipre-planned. iIn ifact iinterviews 

ionly iled ito iinformal idiscussions. iInterviews iwere iformal iand iin isome icases, 
ithis iwas ithe iinitial istep iwhich iled ito isecond i& ithird imeeting iwith ithe 

iinterviewee iand ithey iwere iable ito ipart iwith ithe iinformation ifreely iand 

iinformally iwith ithe iresearcher. i 

Interviews iwere ipre-planned i(after itaking ian iappointment iwith ithem iin imany 

icases) ivery iformal iand istructured. i 

When ithis iwas ithrough, ithey iwere iasked ito ifill iin ione ichart iwith iparameters iof 

ia ifootwear iindustry igiving itheir irankings. iIt ihelped iin ifinding iout itheir 

iawareness ilevel iand ineeds. i 

INFORMATION i 

1. Facts i 
2. Quasi-facts i 
3. The iawareness iof ithe ipeople i 
4. Their ineeds i 
5. Demands i 
6. Satisfaction iwith ithe iproduct i 
7. Opinions i 

SAMPLING i 

Sampling idone iwas istratified irandom isampling. iIt iwas irandom ibecause 

iconsumers iwere inot idetermined, ithey iwere idivided iinto igroups iand ithis iwas 

idone ionly ito iexplore ithe idimensions iof ithe itarget imarket. 

CONSUMER iGROUPS i 
Consumers iwere idivided iinto i3 igroups iand ithereafter ithe istudy iwas idone. i 

The ithree igroups iare ias ifollows: i 

1. School i& icollege igoing istudents i– iGraduates, ifresh igraduates, ipost-graduates i& 

ifreshly iemployed iyouth i(08-23 iyrs.) i 
2. Young iemployed ipeople i– iBusinessman, iExecutives iand iprofessionals ilike 

ichartered iaccounts, iDoctors, iAdvocates, ietc. i(23-25 iyrs.) i 
3. Middle-aged iwell isettled isenior iExecutives, iBusinessman, iAdvocates, iDoctors, 

ietc. i(35 iyrs. i& iabove) i 
This igrouping iwas idone iin iorder ito iknow ithe igeneral ipreferences iof idifferent 

iage igroups. i 
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COMPETITIVE iANALYSIS 

MARKETING i& iADVERTISING iASPECTS i 

MARKETING iSTRATEGIES: iAN iOVERVIEW iOF iADIDAS 

Market iresearch iis ia imethod iof icollecting idata iwhich iwill imake iyou i(as ia 

ibusiness) imore iaware iof ihow ithe ipeople, iyou ihope ito isell ito, iwill ireact ito iyour 

iproducts ior iservices. iMarket iresearch iwill ianswer iquestions ilike: 

• Whether iyour iproducts ior iservices iare ineeded i i 
• Who imight iwant ito ibuy iyour iproducts i i 
• What iage, isex, iincome ioccupation ietc. iare ithe ipeople iI iwant ito isell ito. i i 
• If ithere iare ichanges itaking iplace iand ihow ithis imight iaffect iwhat iyou isell i i i 
• How iwell iyour iproducts ior iservices imight isell i i 
• How imuch idemand ithere iis ifor iwhat iyou ihope ito isell 
• What iprice iwould ipeople ibe iprepared ito ipay i i i 

 

Conducting imarket iresearch i 
 
There iare inumber iof iways iin iwhich iyou ican icarry iout iyour iresearch ibut iyou 

ineed ito icarefully iconsider iwhy iyou imade ithis ichoice iand iwhat iyou ihope ithe 

ievidence iwill isuggest ito iyou. i i 
Questionnaires iand ipersonal iinterviews iare ione iof ithe imost icommon iways iin 

iwhich iyou ican iconduct imarket iresearch, iand ithere iare imany imethods iof igathering 

idata ithis iway: iDirect iInterview, iMail iSurvey iand iTelephone iinterview. iDepending 

ion ithe itype iof idata iyou ihope ito icollect iwill ihave ian iimpact ion iwhat iyou ichoose ito 

iuse. iI ihave imade iuse iof itwo itype iof isurvey imethods, iquestionnaire iand imail 

isurvey. iI ihave iasked isome iquestion iabout ithe icompany imy imail iand ialso iby idirect 

icontacts. iThe iQuestion iI ihave iasked iare igiven iin i“questionnaire ipart” ibelow. 
 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i 
 i 
ADIDAS iOTHER iSTRATEGY 
Only inow, ithe isetting iis inot ithe iplayground ior ithe itrack ior ithe icourt, iit iis ithe 

iurban ilandscape i– iwith iits iomnipresent itraffic ijams, icrowded istreets iand iso iforth. i 
This iway, iAdidas ibecomes ia ipart iof ilife ianyone’s ilife. iYou idon’t ihave ito ibe ithe 

ihigh-voltage iperformer ito ibe ia ipart iof ithe iAdidas ifamily. iAnd iit igoes ibeyond ithat 

i– iAdidas ibecomes isomething ithat imakes iyou ibetter. iNot ijust ias ian iathlete, ibut ias 

ia isports iperson, ia ibetter ihuman ibeing. i 
One iof ithe iadvertisement: iThe ispot ifeaturing iBoldon, ishows ihim ichasing ia ithief i 
(who’d istolen ia iTV iset iwhen iits iowner iwas iin ithe ibath) ithrough ithe idark istreets. 
iTo ihelp ia iman i(the iowner, iin ia itowel) iin idistress. iAnd ihe iuses iall ithe ipower ithat 

ihe ican, ito ido iwhat ihe ihas ito ido iand iwhat ihe ineeds ito ido. iAnd iAdidas ihelps ihim 

iperform ibetter, ithan ihe iwould iotherwise ihave ibeen iable ito. iThis iis iperhaps ishown 

iin ian ioblique iway iwhen ithe ispot iends iat ithe ifeet iof iBoldon iand ithe ibather. i 
One iis iwearing ia ipair iof iAdidas ishoes iwhile ithe iother iis ibarefoot. iAdidas imakes 
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iyou ibetter, igoes ithe ibase. iIn ishort, ithe iother iman icould ihave idone ias iwell ias 

iBoldon. iThe ibather ireads iany iman. iAny iman iwho iwears iAdidas. iAnd iAdidas igoes 

ibeyond iathletic iperformance i– iit ibecomes ieveryday ilife. iIn istark ireality. iThough 

ihumorously iand ilight, iit ihas ia ideep imeaning. i 
 
 
 
 
THE iADIDAS iLOGO i 
 

 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i  
 
 
It iwas iadopted ias ithe icorporate ilogo iin i1972. iIt irepresents ithe iheritage iand ihistory 

iof ithe ibrand. iIn i1996, iit iwas idecided ithat ithe iTrefoil iwould ionly ibe iused ion 

iheritage iproducts. iExamples iof iproduct ifeaturing ithe iTrefoil ilogo iinclude ithe iStan 

iSmith, iRoad iLaver, iA-15 iwarm-up, iand iClassic iT-shirt. i i i 

Equipment i 
The iAdidas iEquipment iline iwas ilaunched iin i1991. iThis iline iof ifootwear iand 

iapparel irepresents ithe imost iunique iand ifunctional iof iAdidas iproducts. iEquipment 

iis ithe iultimate iexpression iof iwhat iis iuniquely ipossible iby idesign iwhen iform 

ifollows ifunction. i i 

In iJanuary i1996, ithe iThree-Stripe ibrand imark ibecame ithe iworldwide iAdidas 

icorporate ilogo. iThis ilogo irepresents iperformance iand ithe ifuture iof ithe iAdidas 

ibrand. iThis ilogo iis iused iin iall iadvertising, iprinted icollateral iand icorporate isignage. 
i 
Since i1949, ithe iThree-Stripes ihave ibeen ian iintegral ipart iof iour ibrand iand iproduct 
idesigns. iThis itrademark ihas ibecome isynonymous iwith iAdidas iand iits idedication ito 

iproducing ihigh-quality iathletic iproducts ito ihelp iathletes iperform ibetter. 

 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i  

 

MARKETING i& iADVERTISING iSTRATEGIES iOF iNIKE i 
 i 

In ithe ilate i20th icentury iAmerican, ithe icultural icapital iof icorporations ihad ireplaced 

imany ihuman iforms iof icapital. iAs iwe ibut, iwear, iand ieat ilogos, iwe ibecome ithe 

ihenchmen iand iadmen iof ithe icorporation, idefining iourselves iwith irespect ito ithe 

isocial istanding iof ithe ivarious icorporations. iSome iwould isay ithat ithis ithe inew 

iform iof itribalism ithat iis isport icorporate ilogos iwe iritualize iand ihumanize ithem, iwe 

iredefine ithe icultural icapital iof ithe icorporations iin ihuman isocial iterms. iI iwould isay 

ithat ia istate iwhere iculture iis iindistinguishable ifrom ilogo iand iwhere ithe ipractice iof 
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iculture irisks iinfringement iof iprivate iproperty iis ia istate ithat ivalues ithe icorporate 

iover ithe ihuman. i 
 
 iIn ilight iof ithe irash iof ikillings iover iNike ishoes iin i1991 iand ithe icontinued imarket 

idominance iof ithe ibrand, iclearly iNike iexerts ia isignificant isocial iand ipsychological 

iforce ion ithe iAmerican iconsumer. iIt iis imy iassertion ithat iNike iappeals ito ia ibuying 

ipublic ithat itreats ifitness ias ia iworthy iindividual ifoal iwhich isimultaneously iimparts 

isocial iidentification. iThe iquestion iremains ihow? iNike iads, iwhen ifirst ireleased 

iwere i“treated ilike inew iplays ior ibooks”. iConcerning isemiotic ianalysis iinforms ithis 

idiscussion iand istands ias ia igreat istudy iaid iinteresting iread). i i 
 

 

SWOT iANAYSIS iADIDAS i 
 i 

Strengths: i 
The imain istrength iof iAdidas iis ihis iProduct iQuality. iThe iquality iand ithe imaterial 

iuses iin iAdidas iare ivery igood. iThe icompany ihas ia igood ibrand iimage iin ithe 

imarket, ithe ipublicity iand ithe iadvertisement iis ialso ivery igood iand ilastly icompany 

iholds ia ihealthy imarket ishare iin ithe imarket. i 
 i 

Adidas iShoes iis ia ivery icompetitive iorganization. iPhil iKnight i(Founder iand iCEO) 

iis ioften iquoted ias isaying ithat i'Business iis iwar iwithout ibullets.' iAdidas iShoes ihas ia 

ihealthy idislike iof iits icompetitors. iAt ithe iAtlanta iOlympics, iReebok iwent ito ithe 

iexpense iof isponsoring ithe igames. iAdidas iShoes idid inot. iHowever, iAdidas iShoes 

isponsored ithe itop iathletes iand igained ivaluable icoverage. i i 
 
 iAdidas iShoes ihas ino ifactories. iIt idoes inot itie iup icash iin ibuildings iand 

imanufacturing iworkers. iThis imakes ia ivery ilean iorganization. iAdidas iShoes iis 

istrong iat iresearch iand idevelopment, ias iis ievidenced iby iits ievolving iand iinnovative 

iproduct irange. iThey ithen imanufacture iwherever ithey ican iproduce ihigh iquality 

iproduct iat ithe ilowest ipossible iprice. iIf iprices irise, iand iproducts ican ibe imade imore 

icheaply ielsewhere i(to ithe isame ior ibetter ispecification), iAdidas iShoes iwill imove 

iproduction. 
 
Adidas iShoes iis ia iglobal ibrand. iIt iis ithe inumber ione isports ibrand iin ithe iWorld. iIts 

ifamous i'Swoosh' iis iinstantly irecognizable, iand iPhil iKnight ieven ihas iit itattooed ion 

ihis iankle. i 
 i 

Weakness: i 
The imajor iweakness iin ithe iAdidas iis ithat ithe imanufacturing iof ithe iproducts iof 

iAdidas iis inot idone iin iIndia iitself iit iis ibeing iimport ihence ithe icost ibecome ihigh 

iand ithe imargin iof iprofit ibecomes ilow ithat’s iwhy icompany imust igive ia ideep 

ithought ion imanufacturing itheir iproducts iin iIndia. i 
 i 

Another imajor iweakness iin ithe icompany iis ithat iit iis inot icatering ito iall ithe 

isegments iwhich iI ihave ialready idiscuss iabove, iif ithese itwo iweaknesses iin ithe 

icompany ican ibe ieradicated ithen ithe icompany imay iearn ihigh iprofit iand ibetter 

imarket istatus. i 
 i 

The iorganization idoes ihave ia idiversified irange iof isports iproducts. iHowever, ithe 
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iincome iof ithe ibusiness iis istill iheavily idependent iupon iits ishare iof ithe ifootwear 

imarket. iThis imay ileave iit ivulnerable iif ifor iany ireason iits imarket ishare ierodes. i i 
 i 
 i 

Opportunities: i i 
Adidas idoes ihave imany iproducts ifor ithe iurban isegment ior ipoor ipeople, ibut ithere 

iis ihardly iany iproduct ior iwe ican isay ithat ithere iare ino iproducts ifor ithis isegment. 
iIndia iis imore ia irural icountry, iin ithe itotal ipopulation iof iIndia imajor ipart iof 

ipopulation ilives iin irural iarea iand ithese ipeople icannot iafford ithe icostly iproducts iof 

ithe icompany ilike iAdidas ihence icompany imust itarget ithis iparticular isegment ithey 

imust iintroduce ithe ishoes iand iother iproduct iaccording ito itheir idemands. iAnd ialso 

iprice iis ione iof ithe imajor ifactor iwhich imay iinfluence ithis itype iof isegment ihence 

icompany ishould imake itheir ipolicy iaccordingly. i 
Company imust ialso iconsider ithe irage iof iproducts ias icompare ito iNike iand iReebok. 
iIn imy iopinion ithe icompany imust iintroduce imore irage ior imore ivariety iin ithe 

imarket ito icompete iwith itheir icompetitors iand ialso ithe icustomers ihave imore 

ichoices ito ichoice ithe iproduct ifrom. i 
 i 

Product idevelopment ioffers iAdidas iShoes imany iopportunities. iThe ibrand iis 

ifiercely idefended iby iits iowners iwhom itruly ibelieve ithat iAdidas iShoes iis inot ia 

ifashion ibrand. iHowever, ilike iit ior inot, iconsumers ithat iwear iAdidas iShoes iproduct 

ido inot ialways ibuy iit ito iparticipate iin isport. iSome iwould iargue ithat iin iyouth 

iculture iespecially, iAdidas iShoes iis ia ifashion ibrand. iThis icreates iits iown 

iopportunities, isince iproduct icould ibecome iunfashionable ibefore iit iwears iout ii.e. 
iconsumers ineed ito ireplace ishoes. i i 
 
There iis ialso ithe iopportunity ito idevelop iproducts isuch ias isport iwear, isunglasses 

iand ijewelry. iSuch ihigh ivalue iitems ido itend ito ihave iassociated iwith ithem, ihigh 

iprofits. 
The ibusiness icould ialso ibe ideveloped iinternationally, ibuilding iupon iits istrong 

iglobal ibrand irecognition. iThere iare imany imarkets ithat ihave ithe idisposable iincome 

ito ispend ion ihigh ivalue isports igoods. iFor iexample, iemerging imarkets isuch ias 

iChina iand iIndia ihave ia inew iricher igeneration iof iconsumers. iThere iare ialso iglobal 

imarketing ievents ithat ican ibe iutilized ito isupport ithe ibrand isuch ias ithe iWorld iCup 

i(soccer) iand iThe iOlympics. i 
 
Threats: i i 
Adidas idoes inot ihave istrong idistribution inetwork ias icompare ito iNike iand iReebok 

iin iIndia. iNike ihas imore inumber iof iretail ioutlet ithen iAdidas iand iReebok ihas ia 

iunique idistribution inetwork, ithe icompany iReebok inot ionly iuse iits ioutlet ifor ithe 

isale iof itheir iproduct ibut ialso iuse isome iother ishoes icompany ioutlet ilike i“Bata”. iIn 

ia iBata ishowroom iu ican ifind iReebok ishoes iand iother iproducts. iBut ithis iis inot ia 

icase iwith iAdidas ihence iReebok ihas ian iextra iadvantage iover iAdidas. i 

Adidas iShoes iis iexposed ito ithe iinternational inature iof itrade. iIt ibuys iand isells iin 

idifferent icurrencies iand iso icosts iand imargins iare inot istable iover ilong iperiods iof 

itime. iSuch ian iexposure icould imean ithat iAdidas iShoes imay ibe imanufacturing 

iand/or iselling iat ia iloss. iThis iis ian iissue ithat ifaces iall iglobal ibrands. i i 
The imarket ifor isports ishoes iand igarments iis ivery icompetitive. iThe imodel 

ideveloped iby iPhil iKnight iin ihis iStamford iBusiness iSchool idays i(high ivalue 

ibranded iproduct imanufactured iat ia ilow icost) iis inow icommonly iused iand ito ian 
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iextent iis ino ilonger ia ibasis ifor isustainable icompetitive iadvantage. iCompetitors iare 

ideveloping ialternative ibrands ito itake iaway iAdidas iShoes‟ imarket ishare. i i 

As idiscussed iabove iin iweaknesses, ithe iretail isector iis ibecoming iprice icompetitive. 
iThis iultimately imeans ithat iconsumers iare ishopping iaround ifor ia ibetter ideal. iSo iif 

ione istore icharges ia iprice ifor ia ipair iof isports ishoes, ithe iconsumer icould igo ito ithe 

istore ialong ithe istreet ito icompare iprices ifor ithe iexactly ithe isame iitem, iand ibuy ithe 

icheaper iof ithe itwo. iSuch iconsumer iprice isensitivity iis ia ipotential iexternal ithreat ito 

iAdidas iShoes. i i 

'If iyou ihave ia ibody, iyou iare ian iathlete' i- iBill iBowerman isaid ithis icouple iof 

idecades iago. iThe iguy iwas iright. iIt idefines ihow ihe iviewed ithe iworld, iand iit 

idefines ihow iAdidas iShoes ipursues iits idestiny. iOurs iis ia ilanguage iof isports, ia 

iuniversally iunderstood ilexicon iof ipassion iand icompetition. iA ilot ihas ihappened iat 

iAdidas iShoes iin ithe i30 iyears. i 

 i 

SWOT iANALYSIS: iNIKE 
 
Strengths: i 
 
Nike iis ithe iworld’s ino. i1 ishoemaker. iIt idesigns iand isells ishoes ifor ia ivariety iof 

isports iincluding ibaseball, igolf, icheerleading, ivolleyball, itennis iand ifootball. i 

Nike iuses ia i“Make ito iStock” icustomer iorder iwhich iprovides ia ifast iservice ito 

icustomers ifrom iavailable istock. i 

Nike ioperates iNike iTown ishoe iand isportswear istores, iNike ifactory ioutlets iand 

iNike iWomen ishops. iNike isells iits iproducts ithroughout iUS iand iin imore ithan i180 

icountries. i 

Nike iis istrong iat iresearch iand idevelopment, ias iis ievidenced iby iits ievolving iand 

iinnovative iproduct irange. iThey ithen imanufacture iwherever ithey ican iproduce ihigh 

iquality iproduct iat ithe ilowest ipossible iprice. i 

Nike iis ia iglobal ibrand. iIt iis ithe inumber ione isports ibrand iin ithe iWorld. iIts ifamous i 
“Swoosh” iis iinstantly irecognizable, iand iPhil iKnight i(Founder iand iCEO) ieven ihas 

iit itattooed ion ihis iankle. i 

Weaknesses: i 

The iincome iof ithe ibusiness iis istill iheavily idependent iupon iits ishare iof ithe 

ifootwear imarket. iThis imay ileave iit ivulnerable iif ifor iany ireason iits imarket ishare 

ierodes. i 

The iretail isector iis ivery iprice isensitive. iHowever, imost iof iits iincome iis iderived 

ifrom iselling iinto iretailers. iRetailers itend ito ioffer ia ivery isimilar iexperience ito ithe 

iconsumer. iSo imargins itend ito iget isqueezed ias iretailers itry ito ipass isome iof ithe ilow 

iprice icompetition ipressure ionto iNike. i 

 i 
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Opportunities: i 

Product idevelopment ioffers iNike imany iopportunities. iThe ibrand iis ifiercely 

idefended iby iits iowners iwhom itruly ibelieve ithat iNike iis inot ia ifashion ibrand 

ihowever iconsumers ithat iwear iNike iproduct ido inot ialways ibuy iit ito iparticipate iin 

isport. iIn iyouth iculture iespecially, iNike iis ia ifashion ibrand. iThis icreates iits iown 

iopportunities. 

There iis ialso ithe iopportunity ito idevelop iproducts isuch ias isport iwear, isunglasses 

iand ijewelry. iSuch ihigh ivalue iitems ido itend ito ihave iassociated iwith ithem, ihigh 

iprofit 

The ibusiness icould ialso ibe ideveloped iinternationally, ibuilding iupon iits istrong 

iglobal ibrand irecognition. iThere iare ialso iglobal imarketing ievents ithat ican ibe 

iutilized ito isupport ithe ibrand isuch ias ithe iWorld iCup i(soccer) iand iThe iOlympics. i 

Threats: i 

Nike iis iexposed ito ithe iinternational inature iof itrade. iIt ibuys iand isells iin idifferent 

icurrencies iand iso icosts iand imargins iare inot istable iover ilong iperiods iof itime. iSuch 

ian iexposure icould imean ithat iNike imay ibe imanufacturing iand/or iselling iat ia iloss. 
iThis iis ian iissue ithat ifaces iall iglobal ibrands. i 

The imarket ifor isports ishoes iand igarments iis ivery icompetitive. iCompetitors iare 

ideveloping ialternative ibrands ito itake iaway iNike’s imarket ishare. i 

 

DATA iINTERPRETATION i& iANALYSIS i 

The ifollowing iis ithe ianalysis ithat iis ibased ion ithe iresponses ifilled iin iby ithe 

iconsumers iin ithe iquestionnaire. iIt iis icalculated iwith ithe ihelp iof ifrequency itables, 
ibar igraph, ipi-charts, ietc. iall iclose-ended iquestions ihave ibeen iincluded ias ia ipart iof 

ithe ianalysis iand ithe ianalysis iof ithe iface ito iface iinteraction iand ithe ianalysis iof ithe 

iclose-ended iquestions ifrom ithe ibase ifor irecommendations. i 

 

1. Income iLevel i(Per iMonth) iof iRespondents: i 

 

2. Brand ipreference 

0 %  i 4 %  i 

21 %  i 

75 %  i 
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• 43.5% iprefer iNike i 

• 12.5% iprefer iLevi’s i i 

• 16% iprefer iSarita iKnitting i 

• 14% iprefer iRed iTape i 

• 14.5% iprefer iAdidas i 

3. Parameter ifor ichoosing ithe ibrand i 
 i 

 

 
i 
 
i 

Adidas  
i 14 %  

i 

Red iTape  
i 14 %  

i 
Sarita i 

Knitting i  
i 16 %  

i Levis  
i 12 %  

i 

Nike  
i % 44  
i 

Preference  i 

 
i 

Quality  
i 26 %  

i 

Style  
i 32 %  
i 

Comfort  
i 27 %  

i 

Price  
i 15 %  
i 
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• 32% ichoose ion istyle ibasis i i 

• 27% ichoose ion icomfort ibasis i i 

• 15% ichoose ion iPrice ibasis i i 

• 26% ichoose ion iquality ibasis i i 

3. Buying iPlace i i 

 

• 18% ifrom icompany ioutlets i i 

• 46% ifrom imultiple ibrand ioutlets i i 

• 36% ifrom iexclusive ibrand ioutlets i i 

3. Visits ito ithe ioutlets i i 

 
i 

Company i 
Outlets  

i 18 %  
i 

Execlusive i 
Brand i 

Outlets  
i 36 %  

i 

Multiple i 
Brand i 

Outlets  
i 46 %  

i 

Buying iPlace  i 
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• 82% ivisits ionce iin ia imonth i i 

• 12% ivisits itwice iin imonth i i 

•  i6% ivisits ievery iweek i i 
 i 

3. Response itime itaken iby icompany iin icase iof idefective iproducts? i i 

 

 
i 

Every iWeek  
i 6 %  

i 
Twice iin ia i 

Month  
i 12 %  

i 

Once iin ia i 
Months  

i 82 %  
i 

 
i 

More ithan i1 i 
Week  

i 40 %  
i Less ithan i1 i 

Week  
i 33 %  

i 

1  iWeek i27%  
i 27 %  

i 

Response iTime  i 
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• 33% icustomer ithinks icompany itakes iless ithan i1 iweek itime iin icase iof iany 

idefective iproduct i 

• 27% ithinks icompany itakes i1 iweek. i i 

• 40% ithinks icompany itakes imore ithan i1 iweek. i i 

3. Customer iSatisfaction iwith iservices iprovided iby ithe icompany? i 

 

• 98% icustomers iare isatisfied iwith ithe iservices iprovided iby ithe icompany i i 

•  i2% iare inot isatisfied i i 

3. Customer iSatisfaction iwith ithe isales ipersonnel iof ithe ioutlets? i i 

 
i 

NO  
i 2 %  
i 

YES  
i 98 %  
i 

Service iSatisfaction  
i 
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• 93% iare isatisfied i i 
• 7% iare inot isatisfied i i 

 i 
1. Ranking iof ibrands 
Adidas i i 

Levis i i 

Sarita iKnitting i i i 

Red iTape i i 

Nike i i 

2. By i50 icustomers ion ithe iparameters: i i 

Quality i i 

Style i i 

Comfort i i 

Price i i 

Service i i 

 i i i i i i i iAdvertisement 

 
i 

NO  
i 7 %  
i 

YES  
i 93 %  
i 

Satisfaction iwith iSales iPersonnel  
i 
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Quality

 

• 42% icustomers iare isatisfied iwith ithe iservices iprovided iby ithe icompany i i 

• 48% iare inot isatisfied i i 

• 6% iservices iprovided iby ithe icompany i i 

 

 

 

 
i 

Excellent i(A)  
i % 48  

i Very iGood i 
B ( )  

i 42 %  
i 

Good i©  
i % 6  

i 

Satisfactory i 
D ) (  

i 4 %  
i 

Poor i(E)  
i % 0  

i 

Very i 
Poor i 
( ) F  

i % 0  
i 
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Price i i 

 

• 60% icustomers iare isatisfied iwith ithe iservices iprovided iby ithe icompany i i 

• 20% iare inot isatisfied i i 

• 20% iservices iprovided iby ithe icompany i i 

 

 
i 

Excellent i(A)  
i % 14  

i 

Very i 
Good i 

) ( B  
i 24 %  
i 

Good i©  
i 56 %  

i 

Satisfactory i 
( D )  

i 6 %  
i 

Poor i(E)  
i % 0  

i 

Very iPoor i(F)  
i % 0  

i 
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Service i

 

• 50% icustomers iare isatisfied iwith ithe iservices iprovided iby ithe icompany i i 

• 30% iare inot isatisfied i i 

• 20% iservices iprovided iby ithe icompany i i 

 

Comfort i

 

 
i 

Excellent i 
( ) A  

i % 40  
i Very iGood i 

( ) B  
i % 48  
i 

Good i©  
i 8 %  

i 

Satisfactory i 
( D )  

i % 4  
i 

Poor i(E)  
i % 0  

i 

Very i 
Poor i 

) F (  
i % 0  
i 

 
i 

Excellent i 
( ) A  

i 48 %  
i 

Very iGood i 
( ) B  

i 46 %  
i 

Good i©  
i 6 %  

i 

Satisfactory i(D)  
i 0 %  

i 
Poor i(E)  

i 0 %  
i 

Very iPoor i(F)  
i % 0  

i 
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• 40% icustomers iare isatisfied iwith ithe iservices iprovided iby ithe icompany i i 

• 30% iare inot isatisfied i i 

• 30% iservices iprovided iby ithe icompany i i 
 i 

ADVERTISEMENT i

 

Excellent i(A) i i i 32% i 

Very iGood i(B) i 44% i 

Good i(C) i  i 6% i 

Satisfactory i(D) i 10% i 

Poor i(E) i  i 4% i 

Very iPoor i(F) i i 0% i 
 i 

 i i 

RED iTAPE 
Quality 

 

 
i 

Excellent i(A)  
i % 33  

i 

Very iGood i 
( ) B  

i 46 %  
i 

Good i©  
i 6 %  

i 

Satisfactory i(D)  
i 11 %  

i 

Poor i(E)  
i 4 %  

i Very iPoor i(F)  
i % 0  

i 

 
i 

Excellent i 
( A )  

i 48 %  
i 

Very iGood i(B)  
i 36 %  

i 

Good i©  
i 12 %  

i 

Satisfactory i(D)  
i 4 %  

i 

Poor i(E)  
i % 0  

i 

Very i 
Poor i(F)  

i 0 %  
i 
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EXCELLENT i(A) i i 

VERY iGOOD i(B) i i i 

i i i i36% 

48% 

i 

GOOD i(C) i  i 12% 

i 
SATISFACTORY 

i(D) i 
4% i 

POOR i(E) i  i 0% i 
 

Comfort i

 

Excellent i(A) i i 24% i 

Very iGood i(B) i 44% i 

Good i(C) i  i 28% i 

Satisfactory i(D) i 4% i 

Poor i(E) i  i 0% i 

Very iPoor i(F) i i 0% i 

 
i 

Excellent i(A)  
i % 24  

i 

Very iGood i 
( ) B  

i 44 %  
i 

Good i©  
i 28 %  

i 

Satisfactory i 
( D )  

i 4 %  
i 

Poor i(E)  
i % 0  

i 
Very iPoor i(F)  

i % 0  
i 



28 
 

Services i

 

Excellent i(A) i i 32% 

i 
Very iGood i(B) i 28% 

i 
Good i(C) i  i 24% 

i 
Satisfactory i(D) i 16% 

i 
Poor i(E) i  i 0% i 

Very iPoor i(F) i i 0% i 

 
Advertisement 

 

 
i 
 
i 

Excellent i(A)  
i % 28  

i 

Very iGood i(B)  
i 32 %  

i 

Good i©  
i 24 %  

i 

Satisfactory i(D)  
i 16 %  

i 

Poor i(E)  
i 0 %  

i Very iPoor i(F)  
i % 0  

i 

 
i 

Excellent i(A)  
i % 12  

i 

Very iGood i(B)  
i % 20  

i 

Good i©  
i 16 %  

i 

Satisfactory i 
( ) D  

i 40 %  
i 

Poor i(E)  
i 10 %  

i 

Very iPoor i(F)  
i % 2  

i 
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Excellent i(A) i i 40% 

i 
Very iGood i(B) i 20% 

i 
Good i(C) i  i 16% 

i 
Satisfactory i(D) i 10% 

i 
Poor i(E) i  i 0% i 

Very iPoor i(F) i i 0% i 

 

SARITA iKNITTING i i 

 i i i i i i iQuality i i 

 

Excellent i(A) i i 56% 

i 
Very iGood i(B) i 32% 

i 
Good i(C) i  i 12% 

i 
Satisfactory i(D) i 0% i 

Poor i(E) i  i 0% i 

Very iPoor i(F) i  

i 0% i 
 i i i i i i i 

 
i 

Excellent i(A)  
i % 56  

i 

Very i 
Good i 

( B )  
i 32 %  
i 

Good i©  
i 12 %  

i 

Satisfactory i(D)  
i % 0  

i 

Poor i(E)  
i 0 %  

i 

Very iPoor i(F)  
i % 0  

i 
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COMFORT

 

Excellent i(A) i i 48% 

i 
Very iGood i(B) i 32% 

i 
Good i(C) i  i 16% 

i 
Satisfactory i(D) i 10% 

i 
Poor i(E) i  i 0% i 

Very iPoor i(F) i

  i 0% i 
 

Price 

Excellent i 
A ( )  

i % 48  
i 

Very iGood i(B)  
i 32 %  

i 

Good i( iC)  
i 16 %  

i 

Satisfactory i(D)  
i % 4  

i 

Poor i(E)  
i % 0  

i Very iPoor i(F)  
i 0 %  

i 
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Excellent i(A) i i 36% 

i 
Very iGood i(B) i 28% 

i 
Good i(C) i  i 24% 

i 
Satisfactory i(D) i 10% 

i 
Poor i(E) i  i 12% 

i 
Very iPoor i(F) i i 0% i 

Service i

 

Excellent i(A) i i 36% 

i 
  

 
i 

Excellent i(A)  
i % 36  

i 

Very iGood i(B)  
i 28 %  

i 

Good i( iC)  
i 24 %  

i 

Satisfactory i(D)  
i % 12  

i 

Poor i(E)  
i % 0  

i 
Very iPoor i(F)  

i % 0  
i 

 
i 

Excellent i(A)  
i % 36  

i 

Very iGood i(B)  
i 44 %  

i 

Good i( iC)  
i 14 %  

i 

Satisfactory i(D)  
i 4 %  

i 

Poor i(E)  
i % 2  

i 
Very iPoor i(F)  

i 0 %  
i 
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Very iGood i(B) i 44% 

i 
Good i(C) i  i 14% 

i 
Satisfactory i(D) i 4% i 

Poor i(E) i  i 0% i 

Very iPoor i(F) i  i 0% i 
 
Advertisement 
  

 

Excellent i(A) i i 8% i 

Very iGood i(B) i 12% i 

Good i(C) i  i 16% i 

Satisfactory i(D) i 10% i 

Poor i(E) i  i 20% i 

Very iPoor i(F) i i 10% i 

 

LEVI’S i 

 
i 

Excellent i(A)  
i % 8  

i Very iGood i(B)  
i 12 %  

i 

Good i( iC)  
i 14 %  

i 

Satisfactory i(D)  
i 36 %  

i 

Poor i(E)  
i 20 %  

i 

Very iPoor i(F)  
i 10 %  

i 
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Quality i

 

Excellent i(A) i i 22% i 

Very iGood i(B) i 31% i 

Good i(C) i  i 41% i 

Satisfactory i(D) i 6% i 

Poor i(E) i  i 0% i 

Very iPoor i(F) i

  i 0% i 
 
Comfort i 
  

 

 
i 

Excellent i(A)  
i % 22  

i 

Very iGood i(B)  
i % 31  

i 

Good i( iC)  
i 41 %  

i 

Satisfactory i(D)  
i 6 %  

i 

Poor i(E)  
i % 0  

i 
Very iPoor i(F)  

i % 0  
i 

 
i 

Excellent i(A)  
i % 34  

i 

Very iGood i(B)  
i 24 %  

i 

Good i( iC)  
i 22 %  

i 

Satisfactory i(D)  
i 10 %  

i 

Poor i(E)  
i % 7  

i 

Very iPoor i(F)  
i % 3  

i 



34 
 

Excellent i(A) i i 34% i 

Very iGood i(B) i 24% i 

Good i(C) i  i 22% i 

Satisfactory i(D) i 10% i 

Poor i(E) i  i 7% i 

Very iPoor i(F) i i 3% i 

 

NIKE i 

 i i i i i i iQuality i i 

 

Excellent i(A) i i 48% 

i 
Very iGood i(B) i 36% 

i 
Good i(C) i  i 12% 

i 
Satisfactory i(D) i 4% i 

Poor i(E) i  i 0% i 

Very iPoor i(F) i  

i 0% i 
 
 i i i i i i i iComfort i i

 
i 

Excellent i 
A ) (  

i 48 %  
i 

Very iGood i(B)  
i 36 %  

i 

Good i( iC)  
i 12 %  

i 

Satisfactory i(D)  
i 4 %  

i 

Poor i(E)  
i 0 %  

i 
Very iPoor i(F)  

i 0 %  
i 
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Excellent i(A) i i 60% i 

Very iGood i(B) i 12% i 

Good i(C) i  i 24% i 

Satisfactory i(D) i 4% i 

Poor i(E) i  i 0% i 

Very iPoor i(F) i

  i 0% i 
 
Price i 
 

 

Excellent i(A) i i 60% i 

Very iGood i(B) i 30% i 

Good i(C) i  i 10% i 

Satisfactory i(D) i 0% i 

Poor i(E) i  i 0% i 

Very iPoor i(F) i

  i 0% i 
 i 

 
i 

Excellent i(A)  
i 60 %  

i Very iGood i(B)  
i 12 %  

i 

Good i( iC)  
i 24 %  

i 

Satisfactory i(D)  
i 4 %  

i 

Poor i(E)  
i 0 %  

i 
Very iPoor i(F)  

i 0 %  
i 

 
i 

Excellent i 
( ) A  

i % 60  
i 

Very i 
Good i 

) B (  
i 30 %  
i 

Good i( iC)  
i % 10  

i 

Satisfactory i(D)  
i % 0  

i 

Poor i(E)  
i 0 %  

i 
Very iPoor i(F)  

i % 0  
i 
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 i 
Advertisement i i 

 

Excellent i(A) i i 60% i 

Very iGood i(B) i 30% i 

Good i(C) i  i 10% i 

Satisfactory i(D) i 0% i 

Poor i(E) i  i 0% i 

Very iPoor i(F) i i 0% i 

 

RECOMMENDATIONS i 
 i 

• Both iCompany ishould istrengthen iits idistribution inetwork i 

• Opening iof icompany iowned ishowrooms iis irecommended ias iit ishould ibe ia 

iplace ito ishowcase ithe ilatest iproducts i 

• I irecommend ithe iboth icompanies ishould iconcentrate iin irural iareas iwhich iit ihas 

ineglected ia ilot. iI imean ismaller icities ias ithe igrowth ipotential ilies ithere. i 

LIMITATIONS 

 
i 

Excellent i 
( ) A  

i % 60  
i 

Very i 
Good i 

) B (  
i 30 %  
i 

Good i( iC)  
i % 10  

i 

Satisfactory i(D)  
i % 0  

i 

Poor i(E)  
i 0 %  

i 
Very iPoor i(F)  

i % 0  
i 



37 
 

1) It’s itough ito ifind idata ion icompany iwas inot iready ito ishare idata iwith ime. i 

2) Time iwas ia iconstraint. i i 

3) Adidas iwere iapprehensive iin idivulging ithe idetails iabout icompany iand iits 

imarketing istrategies ithus iwe itried ito iget ithe idata ifrom iadvertisement iagency 

iarticles iand inet. i i i 

4) With ithe ienvironment ibeing iprone ito ihigh ivitality ithus irelevance iof ithis 

iproject iafter isix imonths iis ia iquestionable ithing. i 

5) The ifocus iof istudy iis ilocal iin inature ias imobility iwas ia iproblem. i 
 i  i 

 

CONCLUSIONS i& iIMPLICATIONS i 

Both icompanies iAdidas iand iNike ihave ialways ibeen idriven iby iits iValue-for-
money istrategy. iThe icorporate imust i iidentify icritical isuccess ifactory iand iwork 

iassiduously itowards iachieving iit. i 

As ithe iworld igrows ito ibecome ione, imany iproblems iwill iarise ithat icannot ibe 

isolved. i iOne iin ievery iof ithe iprimary ichallenges irelated ito iglobalization iis 

ibalancing iconflicting iand icompeting iobjectives. iWithin ithe icase iof iAdidas, iit 

ihas ifaced isuch iproblems ialready iand ithe iway iproscribed ithem iis iwith 

iflexibility iand icalmness. i iDespite iwhat imay ibe ihigher icosts, iAdidas ihas 

ichosen ito istay iwith itheir iright icodes iand iStandards iof iEngagement iinstead iof 

istill ibe iassociated iwith isubcontractors iwho itreat iworks iin iinhumane iways. i 
iAs iAdidas ihas igrown iworldwide, iit’s ihad ito icater ito iproblems iof 

iheterogeneity ivs. ihomogeneity. i iIn iother iwords, iin ian iincreasingly 

iheterogeneous iand iglobal iworld, idiversity iwithin i i ithe iworkplace ihas ilooked 

ias iif iit iwould iemerge ias ian icontroversy. i iCompanies, iincluding iAdidas iaren’t 

iany ilonger ihomogenous iwithin ithe isense ithat itheir icompanies ihave igrown 

iworldwide. i iAnd ias ia iresult, iAdidas ihas ihad ito iform iworldwide iheadquarters 

iand iproduce iinformation iand iproducts iin iseveral idifferent ilanguages. i iHaving 

ito ispread iits iworkforce, iAdidas ihas icome ito idepend ion iintangibles. iThe 

iknowledge, iworldwide iexperience iand ivariety ithat ian iAdidas iemployee ican 

ibring ito ithe itable iare ivaluable. i iRecently, ihow isuccessful icompanies iare iin 

ithe iglobal iworld iis iincreasingly iderived ifrom iintangibles, isuch ias ithese, ithat 

iorganizations icannot iown. i iAdidas iis igreatly itormented iby ithese iexternal 

iinfluences isince iindeed iit iis ia iworldwide icompany. i iFor ia ifew iit’s inot 

icommon iknowledge ithat iAdidas imay ibe ia iGerman icompany. i iThis ican ibe ia i 

iresult iof igood iglobal ibusiness. i iAdidas ihas icreated ia iproduct ithat iis iglobal 

iand ithereupon idiversity iand iknowledge igreatly iaffect ithe icorporate. i iAdidas 

imust ibe iable ito ieasily iadapt ito idifferent icultures iand imust ibe iculturally iaware 

iwhen iconducting ibusiness. i iThe ilong ilist iof iAdidas isubsidiaries iwhere iit 
iconducts ibusiness iproves ithat iAdidas iis iconstantly iadapting ito icultural 

ichanges iand imust ibe iextremely idiverse. i iBecause iof ithis inecessity, 
iknowledge iis igreatly ivalued. i iGreat ichanges ioccur iin ithis iindustry iand ias ia 
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iresult, inew iideas, iintuition iand iinspiration iare ian iasset ithat iis ia inecessity iin 

ithis iindustry iand ito iremain ia iglobal icompany. i iWho ileads ithis iknowledge 

iand imaintains idiversity iare ithe imanagers, iyet ithey itoo iare ifacing inew 

ichanges. i 

The iworld-economy iis inow ipassing ithrough ithe irecession iperiod. iSo iit iis ivery 

idifficult ieither ito ipredict ifuture itrend ior ito idecide istrategy ito iboost iup iexport 

isales. iThis iglobal irecession ihas ialso iaffected ithe ileather ifootwear iindustry. 
iBut iconsidering iit ias ia itemporary iphase iwe ican iderive isome iimportant 

iconclusions ilike ibelow: i 

India ihas ia ibooming igarment iand ishoe imarket. iIn ivarious icities ithere, inew 

ishopping imalls ihave isprung iup ione iafter ianother iand isellers icompete ito 

iexhibit ilatest iproducts iwhile iconsumers iexhibit ieager idemand ifor ibrand 

iproducts. iMany ibrands iexpand itheir ibusinesses ithrough ifranchised ioperation, 
iparticularly igarment iand ishoe ibrands. iBy i2012, ifranchised ioperation iis 

iexpected ito ihit i6% iin igrowth irate, iamounting ito iUSD i17 ibillion iin itotal 
ivalue. iThis imeans ithat ithis imarket iwill icreate isubstantial iopportunities irelated 

ito ifranchised ioperation. i i 

According ito iinsiders, ialmost iall iinternational igarment iand ishoe ibrands iare 

igloating iover ithe iIndian imarket ior inegotiating iwith ilarge itextile iand igarment 

icompanies ithere iconcerning ifranchising iagreement. iWith ithe ientry iof imany 

ilarge iinternational ibrands iinto iIndian imarket, iIndia iis ibeginning ito iformulate 

ispecific ilaws iand iregulations iconcerning ifranchised ioperation. i i 

Organized iretail iscale iin iIndia ionly ioccurs irecently. iAdidas iis ione iof ithe ifirst 

ibrands ito iimplement ifranchised ioperation iand icurrently, ialmost iall isports 

ishoe ibrands, iincluding iReebok, iAdidas iand iNike, iare ioperated iin ithis imode. 
iIndian ihigh-end isports ishoe iand igarment imarket iis iexpected ito iachieve i20% 

igrowth irate ithis iyear. i i 

The icurrent imarket iis ishifting ifrom ilow-price ishoes ito imedium iand ihigh-end 

iproducts, ithus iattracting ia ilot iof iforeign ishoe ibrands ito iopen istores iin iIndia. 
iRecently, iClarks iopened iits iexclusive ishoe istore iin iIndia iand iother ibrands 

isuch ias iLotto, iMarco iRicci, iValis iand iTommy iHilfiger ihave iachieved 

ioutstanding iperformance. iMost iinternational ishoe ibrands ienter iIndian imarket 
ithrough idifferent iretail ichannels, iincluding iexclusive istores iand istores idealing 

iin imultiple ibrands. iIndian ihigh iquality ishoe imarket ipromises igreat ipotential. 
iIndia ihas ia ipopulation iof ione ibillion. iIf ievery iIndian ibuys ia ipair iof iRs. i1000 

ishoes, ithis imakes ia ihuge imarket. i i 

Sports ishoe imarket iis ialso iexperiencing ia ibooming igrowth. iMany 

iinternational ibrands isuch ias iAction, iAdidas iand iNike iare iplanning ito iexpand 

imarket iin iIndia. iHolding i47% imarket ishare iin iIndian ihigh-end isports ishoe 
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imarket, iAdidas ialready ihas iabout i30 istores ithere iand iis iplanning ito iopen ia 

inew istore ievery iweek ito ifully icover ilarge iand ismall icities iin iIndia. iThese 

inew istores iare imostly ifranchised istores. iIndia iis ione iof itheir ilargest iand 

ifastest-growing imarkets, iand iit iis ino iproblem isoliciting ifranchised ioperators 

ithere. iThe ionly iproblem iis ithat ithere iare itoo imany icandidates ifor ithem ito 

iselect. i 

 

 

 

 

 

 

 



40 
 

BIBLIOGRAPHY i 

Book/Magazines iReferred: i 

Berry iL.L i(1995), i“Relationship iMarketing iof iServices-Growing iInterest, iEmerging 

i 

Perspectives”, iJournal iof ithe iAcademy iof iMarketing iScience. i 

Homer, iP., iKahle, iL.R., i(1988), i“A istructural iequation itest iof ithe ivalue-

attitude ibehavior ihierarchy”, iJournal iof iPersonality iand iSocial 

iPsychology, i54, i638-46. iHoward iJ. i(1989), iConsumer iBehaviour iin 

iMarketing iStrategy, iEnglewood iCliffs, iNJ, iPrentice iHall. i 

Kotler, iP. i(1997), iMarketing iManagement: iAnalysis, iPlanning, 
iImplementation iand iControl, iPrentice-Hall, iEnglewood iCliffs, iNJ. i 

Kotler, iP. i(2000), iMarketing iManagement, iMillennium iEdition, iPrentice 

iHall iof iIndia iPvt. iLtd., iNew iDelhi. i 

Berry iL.L i(1995), i“Relationship iMarketing iof iServices-Growing iInterest, iEmerging 

iPerspectives”, iJournal iof ithe iAcademy iof iMarketing iScience. i 

Homer, iP., iKahle, iL.R., i(1988), i“A istructural iequation itest iof ithe ivalue-
attitude ibehavior ihierarchy”, iJournal iof iPersonality iand iSocial iPsychology, 
i54, i638-46. iHoward iJ. i(1989), iConsumer iBehaviour iin iMarketing 

iStrategy, iEnglewood iCliffs, iNJ, iPrentice iHall. i 

Kotler, iP. i(1997), iMarketing iManagement: iAnalysis, iPlanning, iImplementation iand 

iControl, iPrentice-Hall, iEnglewood iCliffs, iNJ. i 

Websites ireferred: 

iwww.researchandm

arkets.com 

iwww.google.com 

iwww.adidas.com 

iwww.nike.com i 

 

 



41 
 

 

 

 

 

 

 

 
 
 
 
 

 

 


