Analytics Case Study

Sports Retailer adidas Teams With Nonprofit Parley for

-_— the Oceans to Upcycle Plastic into Production:

Methodology for Measuring the Collaboration to
Personalize the adidas Experience and Globalize
Sustainable Living.
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Executive Summary

Premium, connected, and personalized - adidas strives to be the best sports company in the world, and we believe that this
can be achieved only through delivering content unique to the individual and driving retail toward sustainable practices.
Brand desirability requires a consumer-centric data methodology to understand and predict consumers. Approaching the
final year of our 2015-2020 brand strategy Creating the New, we follow shoppers across each touchpoint to measure
responses to our collaboration with Parley for the Oceans. The environmental nonprofit selects partners who steer its
mission to fight pollution; at adidas, we methodically deliver Parley’s AIR pledge to avoid, intercept, and redesign plastic
pollution by optimizing data in Creating the New for maximized personalization. In return, adidas and Parley can tailor
content for each person based on our 360 view of customer sentiment and demand. Measuring our performance quantifies
responses to the upcycled sporting goods and indicates how we can further streamline the adidas experience and Parley
mission. Merging sustainability with style, the retailer and environmental nonprofit will surpass competitors with speed and

precision in the race to globalize athleisure and sustainable living.
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1. Figure 1. Model of adidas Business Activity Monitoring. (2018, June 19). Retrieved from https://medium.com/@i.alzorriz/data-
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1. Figure 1. Model of adidas Creating the New business plan (2019, March 1). Retrieved from https://report.adidas-
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1. Figure 1. Photograph of adidas app. (2018, March 8). Retrieved from https://www.leanplum.com/blog/adidas-mobile-venture-

summit/
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