tyr the Srgt fime, Nike, whish is astuslly isading the charge, has © leok bask overther shouiter
+ saraeone wno is nipping 21 thelr neels " said Marshal Ceohen, ohigl industry anaiyvs: a1 researsher
IFD Group, '

e Adidee-Reebok combination wouid have Duiket-up clowt witn subpliers, in securing shet
smaee o¢retal outiets, in bigding for sponsarshins and encarsements, and in gemanding discounts
In s mess-ediz adverdising buys. v

~ne gest also would fil holes in eEch company's shoe porifolic, said Nalt Sterr, & seniornamer 2t
MoiilianTioolittie Retall Consutiant. Reebok is strong in 180N, fimess ano basketball. he saig
while Adides nas & grip on-sosoer and teaMm SpOTE. The company is expasiad o continue fis !
separaie Drand names. .

Nike: Just do i
£ Nike spokesman, howevel, snrugged off the prospect 07 & competnor closer to Its own size.

eCyur fosus 15 0N Qrowing DUT own business,” &aid Alan Marks. "Of course we're in & compstitive

nusiness, but we win by staving focused on our sTaiegies and Qur consumars, And from that
perspeciive noining nas changed.”

Nike, which nas 33.2% of the piobal gihiafic shoe share, 1 known o7 2 vast aray of
nigh-parformance spors shoes, apnarsl and eguipmant offarngs; & nuge smbie of effte athiats
endprsers, from LaBron James tm Tiger Woods o Michae! dordan; and s "Just do I ad theme

 Adigas, which has 15.4% of the piabal market, has carved ot & stgnifican: segment in iigh-tesh
sports shoes,  &iso dominstes sooesr, having endorsernent deals with supersters sush as Davig
Besknam and spansorship of op events including he FIEA World Sup.

i &n industry known for motivational adverising, Adicas’ current tneme is "impossibie is nothing "

Reabok which will pat more access i woridwide distribution, nes 2 8.8% share of the globza! shoe
market, The company has made a iarger marketing spiash m the miemational arena of imte with
giobal basketoall star Yao Ming. Reeboicmay be abie o tse Shing's Ming 1o aid Adidas in Asian

. markets, : '

man is with Resbok at the moment, but there may ‘e 2 fime when he will be heipiul for botn
brengs,” Hainer said,

esbok has sise ermoraced the melding of sports and entariainment suliures, with engorsement
deats and produsts by Nelly, day-Z and 50 Cent s ag themes, "l amwhat i am"

inguatry experts say hat using prhandocused marksting, such as Reebol's hip-hop spokespeople
ant Nike's prass-roots effarts io bulld buzz i cities, 1s essential for U.8, saies success in sparfing
poods. -

#4, significant rend s the: impact of uban sporis fane,” sailg Dean Bonharm of spors and
enterainment consuitants The Bonham Group, "Finding that magical cormbination of sports and
uman fzshion has really been a significant shange in ine industy, and both Nike and Reebok have
responded to it reatly wall" .

Some industry observers, Nowever, wam fat, whits Reehok and Adidas strengths ars
sempiemaniary, there ts.product overian, It will fake careful marketing, they sahy‘ towalk the iing
betwesn svoiding sannibaizafion of sach pthers. sales and NUMNE sutcessiul products by
pverrsacing o ihat danpet. : ‘ ’

"Tne tsai chalienge may be in marketing prands ... which are mtead competiors” said John
Barker, president of BZP Markaiing Communications.

mie said that often whan former rivals join forces tnere is & tendansy 1 Iy Io chanpe produst iines
g0 they gon't go head-to-head. "The real danger may be in frying 0 reposiion one brand or
anotherto not compete. ... Both brands could be ditured in{he orocese”

The deal is the prionity now

Though chalienges may lie ahead, Hamer said in & conference sal that the first hurdie iz o oet the
Geal oone. T

"It ts imporant © know ihat our frst and foremest goal ie 1 do s it 2 very professional way and



