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ABSTRACT
 
The focus of the theoretic part of my master thesis lies on 
the development of three dimensional design elements for 
stores at adidas. The starting point was the recycling of 
hotspot shoe production waste. The goal and creative 
guideline of this work is to transform the existing. 
The radical design and the fact that it is made out of 
production waste must be visible. The original use of the 
adidas product should be apparent so that the customer 
recognizes adidas’ innovative sustainability effort at first 
sight. 
I will show with my designed prototypes how different forms of 
waste material can be put in a new context in 
interior design.
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  1. THE COMPANY ADIDAS
On August the 18th in 1949, 49 year-old Adi Dassler (1900-1978) founded the „Adi Dassler 
adidas sports shoe company“ and based his headquarter in the city of Herzogenaurach. On 
that day, Adi Dassler also patented the famous 3-stripes logo. He started out by employing 
49 people. 
Today, adidas is worth an estimated 5.26 billion US dollars. It is one of the top ten most 
sustainable companies in the German share index and ranks second in the global sports   
attire industry behind Nike. In 2007, adidas started a multi brand strategy by buying up 
Reebok. By doing so, adidas is able to offer a wider and more diverse number of products. 
The company aims to become the world‘s most successful sports attire company.

By following the guiding principle „We can change lives with sports“, adidas currently has 
reached its peak of success. The company produces annually 778,000,000 millions of 
products, such as textiles, shoes and sports accessories. Solely the shoe production 
has gone up to 360,000,000 millions pairs per year. The number of employees has risen to 
60,617 in 180 different countries. The company‘s revenue grew by 18% in 2016 (adjusted by 
currency effects). The EURO revenue reached a record high 19.291 billions, with an 
increase of 14% (2015: 16.915 billion Euros).

        1.1 MISSION : SUSTAINABILITY 

Sustainable business means to find a sound balance between shareholder expectations, 
welfare and a good working environment. The steady increase of the world’s population 
leads to more trash and will continue to impact our climate negatively. Thus, the living 
space of our world and it’s “sports’ space” decreases. Therefore, adidas wants to make the 
consumers aware of the importance of sustainability and tries to find new ways in order 
to give the people an understanding of its impact on the world. The power for change lies 
in the hands of the consumer – given she/he has a choice – and the power to shape this new 
consumer mindset lies in the hands of the creative industries.
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         1.1.1 ADIDAS SUSTAINABILITY STRATEGIC PRIORITIES 

Adidas took sustainable measures by cutting on water and energy costs. Additionally, the 
company uses innovative material solutions, such as sustainable cotton, sustainable 
leather, bio-based plastic, bamboo fiber and better rubber. The company also tries to fight 
the oceans’ pollution by taking part in the project „Parley for the ocean“ (I will go 
in-depth about this project later in this thesis). Adidas is driving towards closed-loop 
solutions. 
It tries to use less plastic and synthetic materials, yet more natural chemicals and 
compostable packaging in order to reach its goal: “Innovate, Survive”
  
The company has a long track record in sustainability and tries to constantly improve its 
sustainable performance while acting upon their leadership role and listening to the 
expectations of the customers and the stakeholders. One extended sustainability strategy is 
called: “Sport needs a space” With this strategy, adidas wants to translate its overall 
sustainable efforts into tangible goals, which have a direct impact on the world. Adidas 
has developed a holistic strategy, which tackles the challenges, that endanger the spaces 
of sport and simultaneously the planet and people. The sustainability strategy „Sport needs 
a space“ identifies six strategic priorities in order to address the issues and challenges 
of the spaces where the company’s products are made, sold and played: “we value water, we 
innovate materials and processes, we conserve energy, we empower people, we improve health, 
we inspire action“.
Following the entire lifecycle of sport, the holistic sustainable strategy supports the 
company in producing responsibly across the entire supply chain, with tangible and 
measurable goals.

Green Company targets by 2020:
- 20% water savings at the strategic suppliers
- 50% water savings at the apparel material suppliers
- 35 % water savings per employee at their own work
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Additionally, adidas will further expand the use of waterless technologies for its products 
and continue to develop programs focused on providing access to clean water in the 
communities the company operates in. 
- 20% energy savings at the strategic suppliers
- 3% absolute annual reduction at the company’s own sites.
- Further expansion of ISO 14001 
- Reduce the environmental footprint of its consumer events

        1.2. SUSTAINABILITY PROBLEMS

Adidas is a part of our society and, therefore, has the power to influence and change it in 
a positive way. The company is one of the most sustainable companies of the DAX, however, by 
being such a large company and selling around 360,000,000 pairs of shoes per year, adidas 
continually amasses a very large amount of trash. 

Adidas uses product life cycle assessment (LCA), in order to measure the environmental 
impact of a finished or intermediate product throughout its life cycle. The environmental 
impact analysis includes greenhouse gas (GHG) emissions, resource depletion, energy use, 
and water use. 
The purpose of the evaluation is to identify hotspots and create concepts in order to 
improve the environmental performance and find alternative design concepts. At each stage 
in the life cycle of a product, the chemicals, waste, energy, co2 and water is evaluated.

„Through LCA, we have learned that the largest environmental impacts for apparel come from 
the materials we use. For footwear, the main impacts come from the manufacturing stage 
(i.e., how we process the materials into footwear components).“ 
 (internal adidas Documents)  
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Generally, adidas tries to make eco-balances for different products with a life cycle 
assessment. That is how they try to find the pollution hotspots of their production centers. 
However, the problem in this case is that it leads to imprecise calculations. If one wants 
to make a calculation for a product, one has to add in the whole eco-balance of the 
situation of the production center. 
 (Internal adidas Documents) 

That is why the same products have different numbers of energy consumption depending on the 
location of the production center and its sources for energy (f.e. coal versus solar 
energy). 
In order to have successful and sustainable progress, the three-pillar-model of 
sustainability was created (the creator is unknown). It is based on the premise that 
sustainable progress only succeeds if it simultaneously combines an equal implementation of 
environmental, economical and social goals. Only in that way, ecological, economical and 
social productivity of a society can be saved and improved. The three aspects correlate and 
depend on one another. 
     
    1.2.1. ECONOMIC IMPACT

The shortage of resources is a real problem for the economy, thus making sustainability 
a more and more important topic for adidas. The company views its responsibility for its 
consumers and future consumers as a high priority. The consumers also identify with the 
importance of sustainability. 
„82% of consumers find global climate change extremely or very serious.“ 
„40% of consumers globally say sustainable products are of higher quality than conventional 
products.“  
 (Internal adidas Documents) 
Therefore, sustainable measures lead to a positive brand image of the company’s philosophy, 
which binds the consumer to the company for a long-ranging relationship. It also leads to 
a more economical dealing with resources, thus, minimizing the amount of trash produced and 
reducing the usage and costs of energy and water.    
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    1.2.2. ECOLOGICAL IMPACT

The positive effects of sustainability not only affect the consumer, it improves the 
worldwide ecological system and the population. The company’s goal is to secure the planet’s 
future and to indirectly lessen the losses of future generations.

“For sport to change lives, it needs space to exist, a field to play on, an ocean to surf or 
a mountain to climb - and these spaces are increasingly endangered due to man-made issues 
including human rights violations, pollution, growing energy consumption and waste.“  
“We are the guardians of the spaces of sport.“ 
(adidas commercials 2016/2017)

The company views itself responsible for the preservation of a healthy ecological system. 
Non-renewable resources, depletion of the nature, and climate change impact our world to 
an extend, that without measures against these problems, the athletes will not be able to 
pursue their sports. Thus, in order to be able to succeed in the future, adidas wants to 
protect the  environment for its athletes.

    1.2.3. IMPACT ON SOCIETY

Sport is the key component to one’s health and happiness. Adidas aims to enable people around 
the world to participate in sports, while educating them in physical and mental health, 
fitness and nutrition. This will ultimately allow them to lead a healthier and more 
fulfilled lifestyle. Thus, their overall confidence and well-being will be improved.
This is supported by research the company conducted: It shows that adidas consumers believe 
that sport makes them healthy and happy, that it creates value and empowers people. 
92% even say that sport has a positive impact on today’s society.  
(internal adidas Documents 2017)

adidas will continue to focus on: 
“Rewarding our employees’ commitment and contributions to our company’s purpose, strategy 
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and success. Encouraging and supporting employee volunteering – creating agents of change 
in the communities we work, live and operate in. 
Engaging with creators and influencers and driving innovative collaborations. 
Inspiring consumers, key partners, brand assets and others to join us on our journey. 
Teaming up with our athletes who will act as role models for young creators, 
sharing experiences and showing that sport is about passion, determination, teamwork, 
helping others and being active.“ 
By taking positive sustainable measures as a successful company, others will try to adapt 
adidas’ quest for sustainability for their own productions.  
(Internal Company Targets by 2020 from adidas) 

         1.3. SUSTAINABLE MEASURES FOR THE PUBLIC

          1.3.1. PARLEY FOR THE OCEAN 

“Parley for the Oceans addresses major threats towards our oceans, the most important 
ecosystem of our planet. 
Artists, musicians, actors, filmmakers, fashion designers, journalists, architects, product 
inventors, and scientists have the tools to mold the reality we live in and to develop 
alternative business models and ecologically sensible products to give us earthlings an 
alternative choice, an everyday option to change something.

Parley has been created to accelerate a process of change that is already in progress. 
“No other big movement in the history of humankind has developed faster than the 
environmental cause. We want to make sure we are fast enough to meet the ultimate deadline 
and turn the ship around before we lose a treasure we have only just started to explore and 
still don’t fully understand: the fantastic blue universe beneath us — The Oceans .” Parley.
The Adidas X Parley was the first shoe made out of Parley ocean plastic.
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Adidas used fisher nets, which were used for illegal fishing in the atlantic ocean before. 
The organization Sea Shepherd helped adidas in doing so. Also, FC Bayern Munich tried to 
send a statement by becoming the first soccer team to use jerseys made out of Parley ocean 
plastic.   

         1.3.2. Take Back Programme: -From threat into thread-

The intention of this programme is to help in minimizing the overall waste of fashion 
textiles and bring awareness to the consumer. The “Take Back Programme“ aims to turn old 
clothes and sneakers into future sportswear. By donating old clothes and shoes, the customer 
makes an instant contribution to the environment and the sports industry. 

“Our take-back programme is getting adidas a big step closer in becoming a closed-loop 
business,  whereby we create more with less. It enables our consumers to bring back their 
unwanted footwear and apparel from any brand and in any condition and we will ensure that 
the products will have a second life either through reuse or being recycled.

Adidas first launched the programme at the London 2012 Olympics as an event activation. 
“So far, we have given a total of 8 shipping containers worth of supposedly old footwear and 
apparel a second life through this programme. The take-back programme does not stand alone. 
The materials, which are recycled will eventually make their way back into our new products 
through Sport Infinity. This will reduce our dependency on virgin materials and allow us to 
create innovative products for the consumer out of material which would of otherwise ended 
in landfill.“ 
 (Internal adidas Documents 2017)  
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2. ADIDAS – DEPARTMENT CONCEPT TO COMSUMER-   
CtC

The Concept to Consumer department has more then 200 employees. Its aim is to 
create globally consistent premium consumer experiences at retail by working 
on a wide variety of topics, such as merchandising, consumer activation, store  
creations, data and analytics. CtC’s goals are: leveraging creativity, 
increasing profitability and driving towards operational excellence. 
CtC: “We guard the places where sport is sold.” 

        2.1 adidas – Retail Concept Creation Team 

The Retail Concept Creation team is another subgrouping of the CtC department. 
Currently, the team has 11 workers who focus on topics, such as range 
architecture, retail concepts, concept innovation, flagship project management, 
concept development, concept look and feel, store layouts, consumer journey and 
in-store experience. 
The retail designers work on refining the areas of competence of the design and 
construction of the 2,722 stores worldwide. Retail design can be described as a 
combination of specialized practice of architecture and interior architecture. 
By combining different demands, sale elements, advertisements, graphic designs, 
functional designs, safety regulations, guidelines of the different landlords 
and many other different areas, retail design aims to provide the consumer a
holistic shopping experience. The retail concept creation team wants to 
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showcase the company’s products in a qualitative, high standard staging of the 
brand image. Several departments, such as Brand Design, Visual Merchandising 
(VM), In Store Communication (ISC) and Retail Concept Creation, work together 
with the different business areas in order to create a common concept design. 

For example, in 2016, adidas opened a new flagship store on New York City’s 5th 
avenue. With a total of 4,234 square meters on four floors, Adidas tried to 
build a one of a kind brand experience. In order to create a sports stadium 
feeling, the store design is based upon a typical U.S. high school sports 
stadium. 

The consumer immediately is launched into the design by stepping through the 
store’s doors. After walking through a stadium tunnel, the customer is 
surrounded by stadium bleachers with large screens, inviting the consumer to 
stay for a public screening of a sports game. The dressing rooms look like 
locker rooms of international top teams and the consumer can also try out her/
his new equipment on the store’s very own running track. 

         2.2 Sustainability at Retail Concept Creation Team

Sustainability is an integral part of the store designs. Adidas also tries to 
only add pollution free products, uses non toxic wall paint, tries to preserve 
the stores’ buildings in order to reduce the demands of new resources and 
prioritizes on saving water and finding innovative materials. The building of 
adidas NYC combines all of these traits. The store has been preserved 
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completely, it uses more natural lighting and in addition to that, clothes hangers and 
mannequins have been made out of recycled plastic of the ocean. Adidas achieved that by 
cooperating with its strategic partner „Parley for the Oceans“. 
Every building project is regimented with the help of the „Leed“ (Leadership in energy and 
environmental design) certification, the largest and worldwide most renown classification 
system for energy- and environmental-friendly planning of buildings. By trying to change the 
existing building as little as possible while still creating the wanted design and concept, 
adidas wants to be as environmentally friendly as possible.  

FIVE FUNDAMENTALS :

1. LED LIGHTING

2. BASIC BUILDING AUTOMATION & LIGHTING CONTROL

3. HVAC ENERGY EFFICENCY

4. NO TOXIC IN FINISHES OR FURNITURE

5. WATER EFFICENT FIXTURES

 (Internal adidas Document) 



13

  3. INTENTION OF MY WORK
The intention of the thesis is to create a BY-product of the product you can BUY.  

This master thesis is an innovative interface of sustainable design, society (consumers) and 
the company adidas (industry).
I tried to develop a new approach by using materials in an unusual context within the the 
adidas philosophy: the transformation of existing waste materials.

At the beginning stage of my work, I tried to rethink what material really is and played 
around with these thoughts. I more and more focussed on the different materials of waste 
and the possibilities of upcycling it into something new. It has resulted in a variety of 
designed application examples of waste for the retail department of adidas. 
The shoe production waste and it’s negative impact on our environment is the basis of this 
work.
A regular life cycle of a product goes through several stages. It begins with the raw 
material production, then over to the manufacturing, then the transport, followed by 
retail, usage and, finally, the end of life.

The manufacturing process of a pair of shoes is 70% of the total environmental pollution a 
pair of shoes create (100% equal the complete life cycle of the shoes). Therefore, I wanted 
to create something which is within the up-cycling circuitry of production waste. I want to 
use materials, which originally were at the life cycle’s end and put it into a novel 
context for retail creation. I tried to find a way in closing the loop of adidas’ 
manufacturing waste and up-cycle it for interior design.

The goal and creative guideline of this work is to transform the existing. The radical 
design and the fact that is made out of production waste must be visible so that the 
customer recognizes Adidas’ innovative sustainability effort at first sight. 
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My basic design rules are: simplifying, using contrasting combinations, creating different 
surfaces and “FFF“. “FFF“ means Form Follows Function. 

In this case it means, that the recycled materials are used as design elements in stores, 
in a way that the material characteristics add another advantage to the final product. 
With buyable by-products, the customer will get more insight to the adidas production and, 
thus, a stronger connection to the Adidas experience.

Further than that, the design elements have to fit to the complete store environment and to 
the varying design leads, by being raw, authentic and real: “Born from Culture, built for 
purpose, daringly simple.“(adidas Creative Direction)

My design elements should be seen as installed highlighters of the store. They are 
personalized by company branding, storytelling of the company’s past and the obvious use 
of by-products of the original products in order to improve the environmental footprint of 
adidas. 
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  4. adidas  RUBBER WASTE
         4.1 Concept/research  

Ever since adidas created its first shoe, soles were designed as well. The soles of shoes 
leave foot prints in sand, snow or mud. With different designs and textures, soles 
stabilize the consumer and give her/him grip. The value of a shoe sole has shrunken in 
comparison to the holistic shoe design. However, a shoe sole can be seen as much more than 
just its original function. 
From soul to sole
In buddhism, Buddha’s footprint is viewed as a symbolic copy of Buddha. The believers are 
supposed to be shown the way to the spiritual path. It is also used as a reminder of him 
as a role model. Looking at the importance of a shoe sole from this perspective, I thought 
of combining the metaphor of a shoe sole with, for example, the life of Adi Dassler and, 
ultimately, forming it to a tribute of his life’s work. One could also combine it with 
other athletes and their accomplishments with their shoes/soles. This idea can be used in 
a variety of ways and is very flexible. It highlights not only the athlete but also the 
shoe and its brand.The use of shoe soles in interior design would put the consumer on a 
spiritual path in a metaphorical sense. For Adidas, this spiritual path should be put into 
a sport context. To sum it all up, it comes down to this: from Buddha’s soul to adidas’ 
sole.
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In 2016, Adidas produced around 300,000,000 pairs of shoes. Waste, especially rubber waste, 
automatically accumulates during that kind of  production. Generally, Adidas recognized this 
problem and took measures against it in order to produce more sustainably. It uses recycled 
rubber or better rubber, it lowered the overall weight of the product and it is designed 
to produce as little waste as possible. Adidas improved the pattern efficiency and reduced 
the material waste, which ultimately lead to saved energy, water, resources and costs for 
upstream material development. Adidas did that by, for example, using designs with single 
color outsoles. Single color outsoles reduce material defect, waste, material use, costs and 
cycle time. The shoes are designed with consolidate parts and materials whenever possible. 
Also, the sock-liners and the outsoles should be removable if possible. Thus, the shoe can 
be recycled more efficiently. 
Most shoe soles in the past were made out of synthetic rubber. However, synthetic rubber is 
made out of 43% fossil fuels based butadiene, meaning no renewable resources. That is why 
Adidas came up with “Better Rubber“ in order to improve the company`s environmental 
footprint. Better Rubber is an innovative, sustainable compound made from natural rubber and 
recycled conventional rubber. 

Better Rubber content: 70% Natural Rubber+ 10% Recycled Content+ 20% Fillers 
(silical) Natural * elastic* waterproof 
Synthetic Rubber content: 43% fossil fuel based butadiene+ 14% fossil fuel based 
styrene+ 28% fillers. 

Sustainability Benefits

Natural rubber is sourced from the latex, which is tapped from rubber trees (a renewable re-
source). Recycled content rubber avoids the production of virgin synthetic rubber, thereby, 
saving resources and energy. Life cycle assessments (LCA) show that Better Rubber has less 
of an environmental impact as compared to traditional synthetic rubber.
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Better Rubber vs. Synthetic Rubber 
                            Greenhouse Gas Emissions(kg CO2eg)         Energy (MJ)            Water input (liters)    

                  
Better Rubber :                -0,10                       13                  1203              

Synthetic Rubber :               3,31                       95                  1245                                                  
 

Better Rubber vs. Synthetic Rubber :  103% less               84% less             3% less
 
What does it mean?  Saving almost 1,5 liters of petrol   Turning off 15 lightbilbs (60W) for 24 hours  Saving 42 liter bottles 
of water 

Natural rubber production is a long- established commercial industry. However, its 
production is fragmented with many small suppliers producing the crop. As demand for natural 
rubber grows, one issue is to ensure that new plantations are being developed on 
non-tropical forested lands in order to avoid habitat loss and ecological disruption. 
The International Rubber Study Group is developing voluntary certification standards for 
sustainable natural rubber. 
The traceability program (similar to Organic Cotton’s) would allow brands to source natural 
rubber from plantations, which exhibit sustainable management standards and have not been 
cultivated on natural forest land. 
Recycled rubber is another sustainable alternative to synthetic or better rubber. Recycled 
rubber refers to a combination of virgin rubber mixed with a certain amount of finely ground 
rubber from the factory’s own defect/scrap. The ground rubber cannot be properly 
co-vulcanized with the matrix of virgin rubber, resulting in poor bonding between the two 
interfaces. 
The result of using recycled rubber is lower physical properties, especially tensile strength 
and tear strength. In order to consistently meet the adidas requirements for physical 
properties of rubber outsoles, the usage amount of ground rubber with proper particle size 
should be no more than 10% by weight.
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Adidas targets by 2020:
• 100% rubber scrap recycled in-house
• Build up supply chain for Parley  ocean plastic
(Internal adidas documents)

          4.2 Acquisition/ original use at adidas

Originally, Adidas mainly uses rubber for its shoe production. Thus, the company uses the 
hotspot of the manufacturing process of the shoe industry . 
The attributes of this rubber are: compound 60A 80 GUM NM, hardness 60A SHORE, 80 DIN 
abrasion. The rubber is classified as defective once it is contaminated, too thick on the 
spew or contains air bubbles. 

The received rubber from Vietnam is die cutted shoe soles with different patterns,
textures and three-dimensional Adidas logos. The logo is always placed in the middle of the 
sole because it abrades less than at any other spot of the sole. Thus, the logo will stay 
in tact as long as possible.  One must know, that when designing a shoe, the texture of the 
sole changes the grip of the shoe. 

Therefore, the outdoor shoe’s profile is very different in comparison to an indoor sports 
shoe. The profile’s thickness of the received shoes from the factories resemble sneakers 
(streetwear) and indoor sports shoes. 

          4.3 Processing methods

The processing method depends on the characteristics of the rubber and its original use. The 
technical requirements for soling materials are: it must be compliant resistant to fracture, 
tear, abrasion and capable of large-strain elasticity. It must have low density or weight 
and cut growth dimension stability. It cannot distort, shrink or spread during processing. 
At first, I had to figure out how the rubber changes by combining it with different 
materials and by working on it with different techniques. The functional stress resistance 
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was very interesting and could be useful for partial floor elements. I also tried to work 
on the rubber mechanically by cutting and glueing it. I also tried to form it with the use 
of heat. However, by using heat, the rubber created such large amounts of toxic smoke that 
I had to quit the experiment. For the end result, I focussed on cutting.
 
         4.4 Design

The design and materialization depends on the original material and, therefore, is limited 
to the single element’s size. In this case, the rubber waste was cut into shoe sole forms 
and, thus, fitted into its original use.
        
         4.5 Function and use in stores

Because of its abrasion-resistance, rubber automatically fits perfectly for a variety of 
designs in stores. For example, stores need slip-proof, abrasion-resistant, 
perforation-resistant, and water-proof floors. The material therefore fits well as a floor 
element, f.e. in the fitting rooms or in the create zones at stores. It could also be used 
as a designed rubber surface, which could be displayed next to the related shoe.  
The customer would automatically notice the link from the designed rubber to the displayed 
shoe and its sole.  
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  5.0 adidas TRIMMED LEATHER WASTE
          5.1 Concept/research  

Actually, leather parts with holes, different forms or tears in the surface are useless for 
the shoe production. They are sorted out by quality standards of the company and are “at 
the end of life“. However, these exact errors of the leather can be used as design elements. 
The imperfection of the leather makes it one of a kind and is perfect for surface designs 
of seating furniture, in my case a bench, which could be used in adidas stores. By turning 
trimmed leather waste from the factories into a designed surface for a bench, I want to 
celebrate the diversity of the different leather waste pieces. I aim to give the consumer at 
the store an insight to the manufacturing process of shoes just by experiencing the surface 
design. This will create a strong sustainable connection from the consumer to the company 
adidas.
By nature, one cannot influence the size and form of an animal’s leather. Therefore, 
leather is always limited in its form and size and cannot be bought as one wishes. It is a 
natural product, prone to flaws and also does not have uniform properties. Therefore,
 problems for the industry arise when it comes to the use of leather. It is to be expected 
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that the level of waste for leather would be higher than for synthetic materials. Often, 
adidas tries to use recycled or synthetic leather. The surface of leather is very sensitive 
and can be damaged very easily. Thus, adidas tries to minimize the leather waste by having 
very high standards of quality for the leather. A species-appropriate animal farming leads 
to less insect infestation and less impurity of the product surface. Adidas is part of the 
BLC (Leather Technology Centre) Leather Working Group, which has developed strict standards 
and audit protocols. They check compliance through independent monitoring of tannery sites. 
The group does not source or process raw materials from any endangered or threatened 
species. BLC seeks to improve the leather manufacturing industry by creating alignment on 
environmental priorities, bringing visibility to best practices and providing suggested 
guidelines for continual improvement.
Additionally, Adidas is a member of the animal welfare subgroup.
adidas’ targets:
• 99% leather from Medal-rated tanneries
• 90% Gold Rated tanneries
• Traceability Rating 90%,  “ B “ or above.” 
Also, adidas tries to use recycled or synthetic leather as much as possible. The recycled 
leather is made out of leather fibers or cuts from different stages of the leather process. 
A complete switch to only using synthetic leather is impossible at this point. This is why 
I created an applicable design possibility for trimmed leather waste.
(Internal Adidas Documents 2017) 

          5.2 Acquisition/ original use at adidas

The leather for this master thesis comes from shoe factories in Vietnam and the leather 
samples waste comes from Herzogenaurach. It is colored, not coated nor processed. Therefore, 
it has been sorted out in a very early point of the production process and faced the „end 
of life“. The sorted out leather waste of the factories and the leather samples waste has a 
wide variety of thicknesses and sizes. Obviously, the different colors of the shoes lead to 
different looking trimmed leather waste. The following pictures are examples of a variety 
of colored leather waste combinations.
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          5.3 Processing methods

I have tried several ideas, such as leather cutouts or spraying the leather. Ultimately, I 
found the best results by die-cutting, embossing and sewing. 

          5.4 Design

Originally, the trimmed leather waste’s disadvantage is its diversity and different flaws. 
However, I am using this to my advantage, as I look at it as raw and authentic. 
The individuality of each piece creates an authentic and real appearance. I want to create 
a change of perspective from the original waste to a new product in a store and, thus, make 
it as worthy as the leather of a final shoe. 
First, the leather waste is die-cutted by different machines and tools into the original, 
conventional forms of the qualitative, flawless leather of the shoe production. In order to 
make the original use of the leather more obvious to the customer, the die-cutted 
elements are also embedded with the adidas logo and other company branding elements. Then, 
the die-cutted elements are sewn together with original leather waste parts and leftover 
leather parts from the die-cutting process. 

          5.5 Function and use in stores

The sewn together leather parts are designed for seating furniture surfaces. By presenting 
the seating furniture next to the correlating shoes, the customer will notice the 
sustainable design. Also, the shoes are highlighted even more. By using such furniture, 
adidas could for example do a tribute to the Stan Smith shoe. The customer can sit on the 
furniture, feel the different forms and textures and, ultimately, get a feeling for the many 
different parts a shoe is made of. The consumer is presented the insights of the 
manufacturing process of adidas shoes while shopping at the store. 
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  6.0 adidas PRIMEKNIT WASTE
        6.1 Concept/research  

Adidas Primeknit shoes are made by using a flat knitting technique. The top part of the 
shoe is made out of one piece, thus, it produces less waste,  lower weight and is therefore 
environmentally friendly. The shoe knitting technology and the Primeknit-concept are being 
expanded by “Sports Performance“, “Originals“ and “Style“. Primeknit is supposed to be 
comfortable as a sock and strong like a shoe. The upper of the shoe is knitted in one piece 
from the heel. Primeknit’s yarns offer stability and strength like regular boots. Each yarn 
has a precise coating in order to provide a full resistance of water. By using progressive 
manufacturing techniques, the one-layered outer material is designed with zones in order to 
be specialized in all aspects of the game. The one-layered outer material is designed with 
no material waste and therefore makes the Primeknit adidas the most sustainable football 
boot to date. 

The numbers of the adidas Primeknit shoe production increased from 8000 to 16,000,000 pairs 
of shoes and the number of knitting machines increased from 120 to 2700. The Primeknit 
fabric is made out of polyester (PES), however, it will be made more and more out of Parley 
yarn (recycled polyester) in the future. 
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Not only adidas is using a version of this technique. Nike also has a line of knitted shoes, 
called the Flyknit. It is a lightweight sneaker which is supposed to reduce the typical 
waste of shoe production by 80%. Both companies have been competing in who would release a 
new version of the knitted shoe first.  

Nike’s hybrid sock and cleat was announced right after the release of adidas’ Primeknit. 
Parker (Nike,2014)): “Because of the fact that the upper is made in one piece, production 
is quicker, has less labor and larger profit margins.“ The company will not give precise 
numbers, though. 

In comparison to the knitted shoes, the manufacturing of conventional shoes involves a great 
deal of time and effort. It also produces a high amount of cutting waste. In the year 2012, 
over 21 billion pairs of shoes were manufactured. If just one gram of waste had been saved 
on each of those pairs, the piles of garbage would have been 21,000 tons smaller. 
Nike claims that the Flyknit produces 66% less waste than the Air Pegasus+ 28.

In estimation, 20 billion pairs of shoes are produced annually, with roughly 300 million 
pairs ending up in landfills after they have been worn. The ethylene vinyl acetate, which 
usually is used for the midsole of most running shoes, can last for as long as 1,000 years 
in a landfill. 

Aside from producing great shoes, knit technology has done big things for the footwear 
industry. Compared to cut and sew footwear, Flyknit production is said to reduce the waste 
left over from each shoe by about 60%, due to the fact that there are no offcuts. 
Between 2012 and 2016, Nike has reduced waste by over 1,500,000 kilograms. 

Four years after the introduction of the manufacturing, Nike completed their transition in 
production from all core yarns to recycled polyester. At the time, this accounted for 182 
million plastic bottles being diverted from landfill. 
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          6.2 Acquisition/ original use at adidas

While the simplicity of the knitting shoes is streamlining the industry, sustainability is 
not the only threaded benefit of this project. Knitted shoes mean a reduction in 
materials, labor, shipping and time. The shoes can now be produced all in one place, making 
it a self-contained process, that can be used by small companies. This means that more 
production can be done locally — benefiting both the business and consumers.

The advantage of the knitting shoes is that any sort of functional specialty can be added to 
the one knitting piece by individually adaptable knitting machines. By using elastane, the 
shoe adapts to each individual foot like a sock. During the production of knitting shoes, 
adidas uses polyester yarn (PES). In the future, this is supposed to be made out of Parley 
yarn. The Primeknit embroidery is tear-proof and scrub resistant. The Primeknit knitted 
fabric is crease-resistant. These characteristics are perfectly made for seating surfaces 
and seat cushions.

          6.3 Processing methods

The received materials from Vietnam’s factories are in a variety of forms, such as different 
knittings, sizes, forms of shoes and colors. The knitting parts have sometimes production 
flaws in the knitted fabric. However, they are so small that only someone with experience 
notices it. Others have tears on the side, probably accidentally made by the machines. Also, 
the embroidery sometimes has holes and is therefore rejected.

First of all, with the right processing method, one must look at the waste’s characteristics 
holistically. Most knittings have different colors on the under- and upside. The intended 
holes for the shoe laces are also integrated in the knitting. 
Also, with a high amount of elastane, one can stretch the material very easily. 
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        6.4. Design

At first, I separated several knittings in order to distance myself from the shoe design. 
This is how I came up with the idea of using the polyester yarn as a filling material for 
seating cushions. After that, I tried to partially separate the materials. 

Lastly, with this material I focussed on a classic pattern making, an repeated offset pattern 
with different color combinations,creating a rhythm of contrasting colors. These different 
fragments are then put together by sewing. The resulting pattern is depended on the shoe 
sizes and their knitting design. The bigger the shoe, the easier it is to create a pattern. 

        6.5. Function and use in stores

In stores, this modern patchwork textile could be used as a cover for seating cushions, 
benches or pillows in lounges. For the interior design, these seating cushions or benches 

could then be put next to the correlating shoes.
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  7.0 Conclusion
Generally, it is not yet profitable to ship waste (in my case, to Herzogenaurach) and process 
it. However, this aspect is compensated by the fact that adidas has already paid for these 
materials and invested in  them in order to produce high quality products out of a variety 
of resources. Thus, adidas gets free waste and can afford to recycle it. 

The essence of this work is to find new ways and possibilities for the industry and give it 
thought-provoking impulses. 

So many by-products end up as waste and so many resources unknowingly end up on the 
landfields just because they are looked at one-sidedly. 
By looking at it with diverse perspectives, I succeeded in creating new contexts, without 
any chemical changes or other complicated expensive processing techniques; just by thinking 
outside the box. 
I have talked to many interesting and motivated inter-divisional colleagues who have given 
me a lot of insight. I found out, that sustainability is more and more becoming an 
important matter for adidas. Every department has its own hotspot and goal in order to work 
more sustainably. During my conversations, I found out that many departments are searching 
for solutions for their hotspots, however, none has ever really thought about Retail 
Creations. Obviously, adidas is a sporting good manufacturer and its main focus lies on 
sporting goods. 
However, having the opportunity to become the world-wide leader in the industry, as a 
front-runner, adidas needs to set new standards. With the possibilities of individual 
interior design elements, adidas can enhance its own products, do storytelling for its brand 
image and make the world more alert to sustainability. Basically, my work is a highlighting 
medium, which gives the customer a shopping experience in stores. The industry should give 
more attention to by-products as a form of resource. 

Ultimately, it could be the beginning of a movement and the creation of a sustainable cycle. 
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