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INTRODUCTION

Scope
Executive summary

STATE OF PLAY

adidas Group’s global footprint: Balancing on three pillars
Company overview
Growth decomposition
Stagnating unit prices and production issues a problem for all producers, not just adidas

EXPOSURE TO FUTURE GROWTH

China: Balancing a fine line in an increasingly difficult market
China: The glitter fades somewhat for international brands
China: A focus on localisation, tying up with sports events
China: Second/third-tier cities emerging as key battleground areas
Direct-to-consumer: (No longer) the way forward
A pivot towards wholesalers appears to be imminent
AdiClub
Market share battle looms with flat growth for apparel and footwear projected
Ramping up activities in the MEA region, adidas seeks untapped potential
Outdoor sportswear: The next frontier of growth

COMPETITIVE POSITIONING

Top companies at a glance: adidas Group expected to grow faster than its peers till 2025
Sportswear companies keep the throne, for now
adidas competes with high-end and high-street brands as all claim a share of sportswear
Nike remains the most direct competitor for adidas Group
More focused, affordable offerings emerge as challengers for adidas
Key categories and markets
All sales remain generated under one core brand, for now
A new label is launched in 2023 to embrace Gen Z’s sports-inspired aspirations
Will the vacuum left by Yeezy make way for virtual influencers?
Collaborations with luxury fashion houses pique fan interest, lift bottom line
Environmental concerns being addressed with ambitious goals
Serious innovation in the works as regulator scrutiny grows

SPORTSWEAR

North America remains the key market despite the failed Reebok experiment
Unfavourable comparison to competitors in sportswear gives a sense of urgency
adidas to bet on niche sports in the future

WOMENSWEAR

Womenswear seen as strategic segment for adidas
Womenswear: Advancing social causes and tapping into growth opportunities

KEY FINDINGS

Executive summary

APPENDIX

Projected company sales: FAQs (1)
Projected company sales: FAQs (2)
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About Euromonitor International

Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research
spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover
a comprehensive range of insights and market data, but can be broadly categorised as:

Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
key markets, competitive environment and future outlook across a range of industries.
Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
of operations, their competitors, their geographic presence and performance.
Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with
country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/adidas-group-in-apparel-and-footwear/report.


