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[bookmark: _Toc237391383]Introduction
[bookmark: _Toc237391384]International Marketing
It is the process of planning, promoting, pricing,  and distributing services or products across national borders while adapting marketing strategies to meet the economic, legal, political, cultural, and technological conditions of different countries (Kotler & Keller, 2022).
[bookmark: _Toc237391385]Company
Adidas AG is one of the world's leading sportwear manufacturers known for the design and production of sporting equipment, footwear, and clothing. The company was established in Germany and has built up a strong international footprint through innovation, sustainability, and a range of brand partnerships with athletes and sports organisations. Despite the economic challenges, Adidas managed to recover and continue to experience high demand in 2025, with its annual revenue to be around €24.81 billion (Adidas, 2025).
[image: Adidas | History, Products, & Facts | Britannica Money]
[bookmark: _Toc237391354]Figure 1: Adidas Logo (Adidas, 2025)
[bookmark: _Toc237391386]Countries
This report is a comparative analysis between Germany, the country where Adidas is based, and India, one of its fastest growing host countries. Germany is a highly developed market with a robust brand heritage, recurring demand in consumers, and developed retail network. In contrast, India is a great opportunity as there is a large population, a growing middle-class, growing disposable income, and growing participation in sports and fitness. Adidas first entered the Indian market in 1996, and has since grown to be served by a large network of stores, franchise locations, and online platforms (Haussmann & Holtbrugge, 2024).
[bookmark: _Toc237391387]Aim
The purpose of this report is to critically examine Adidas' international marketing strategy by discussing their operations and marketing strategies in Germany and India, and examining how Adidas adapts their strategy when moving to different market environments and consumer characteristics.
[bookmark: _Toc237391388]Scope
The report first includes the macro-environment of both countries in the form of PESTLE analysis, then the Hofstede's Cultural Dimensions as a way to understand cultural factors impacting consumer behaviour. It then discusses Adidas Segmentation, Targeting and Positioning (STP) strategy and 7Ps marketing mix, reviews the marketing strategy of Adidas in India, gives recommendations on entering the market in India, and finally reflects using Gibbs' Reflective Cycle.
[bookmark: _Toc237391389]Background of Adidas
Adidas AG was established in 1949 by Adolf ("Adi") Dassler in Herzogenaurach, Germany, which continues to be the company's headquarters. The company was founded with the goal of creating superior sports shoes that enhance athletic ability. Adidas is one of the world's top sporting goods manufacturers today, with products ranging from football shoes, running shoes, basketball shoes, training and lifestyle products to accessories. Its vision is on inspiring consumers through sport, innovation and sustainability, and its mission is to be the best sports brand in the world. The company's net sales in 2025 amounted to around €24.8 billion and boast a strong international presence, with operations in over 160 countries (Adidas, 2025).
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[bookmark: _Toc237391355]Figure 2: Adidas Revenue (Adidas, 2025)
[bookmark: _Toc237391390]International Expansion: Germany to India
The Adidas brand arrived in India in 1996 with a view to the long-term prospects of the Indian market, which are due to the economic liberalisation and increased demand for branded sportswear amongst the Indian population. It has grown by adding authorised distributors to its expanding base before building up a network of company-owned stores, franchise chains, and online retailers. Adidas has been investing in local marketing, athlete sponsorships, and digital selling and they are now able to compete Nike, Puma, and other global brands. The sports culture, high urbanisation and the growing middle class in India are driving the growth of the market, which is one of Adidas' fastest-growing in Asia today (Bhatnagar, 2026).
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[bookmark: _Toc237391356]Figure 3: Adidas Timeline (Bhatnagar, 2026)
[bookmark: _Toc237391391]PESTLE Analysis: Macro Environmental Analysis
[image: How to conduct an effective PESTEL Analysis? - SpringWorks]
[bookmark: _Toc237391357]Figure 4: PESTLE Framework (Morozov et al., 2024)
[bookmark: _Toc237391392]Political Factors
Germany's political stability and strong IP enforcement reduce regulatory uncertainty for Adidas, supporting its innovation-led and premium positioning; however, tighter labour and sustainability requirements increase compliance costs (Morozov et al., 2024). India provides relatively robust policy measures for foreign investment, which can pose opportunities for expansion, but state-level regulation, shoes import taxes, and tax adjustments can raise distribution costs, and limit pricing flexibility (Shankar et al., 2025). . Hence, Germany is a saver option for Adidas to operate, while India has more growth potential and needs tighter regulation. It's a strategic compromise, expanding the market with the added complexity of regulation might be necessary for India, but Adidas needs to be able to handle compliance and cost in a manageable way.
[bookmark: _Toc237391393]Economic Factors
The high purchasing power in Germany is a key strength for Adidas' premium pricing, while GDP growth is weak and consumer spending is restricted, which restricts further market expansion. India's forecasted GDP growth of 6.5% and rising middle class offer greater sales potential, but the decline in the purchasing power may limit Adidas' premium market access (World Bank, 2026a).
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[bookmark: _Toc237391358]Figure 5: GDP Growth Rate of India and Germany (World Bank, 2026a)
While India's declining inflation increase demand, its pricing uncertainty due to higher volatility than in Germany and rupee fluctuations increase the cost and margin exposure of Adidas. Therefore, Germany has more price and revenue stability, while India has more growth potential, but more price and currency risk management need.
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[bookmark: _Toc237391369]Table 1: Comparison of Economic Factors (Author)
[bookmark: _Toc237391394]Social Factor
Adidas has to deal with different social situations in Germany and India. Germany has a well-developed sportswear market and fitness culture, which underpins the market's stability, but its growth will be restricted by demographic ageing in the long term. India’s population exceeds 1.4 billion and its younger, urbanising population is increasing demand for sportswear through fitness, running and athleisure (Kreitz, 2025). This is a benefit for growth, but may limit people's buying power for higher-priced items from Adidas. Thus, India has higher expansion potential and Germany has more predictable demand.
[bookmark: _Toc237391395]Cultural Analysis using Hofstede's Cultural Dimensions
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[bookmark: _Toc237391359]Figure 6: Hofstede Dimensions for India and Germany (Hofstede Dimension, 2025)
Based on Hofstede's six dimensions, it is recommended that Adidas adjust its marketing strategy and not completely standardize it in Germany and India. Germany’s Power Distance score of 35 favours authenticity and performance-led communication, while India’s score of 77 makes aspirational endorsements more effective (Hofstede Dimension, 2025). However, excessive celebrity dependence may weaken authenticity; Adidas should choose celebrities that have a high sporting credibility.
Germany (79) is most individualistic, while India (24) is least. In Germany, achievement and self-expression are better suited to campaigns than in India where team, community, and collective achievement is more suitable. Relevant campaigns can then be harder to achieve using the same campaigns.
Achievement and sporting performance are good positioning themes for both markets as they both have relatively high Masculinity scores (Germany 66; India 56). Germany's higher scores support their competitive narrative, whereas India enables Adidas to balance achievement with a social aspiration.
Technical quality, reliability, and credible sustainability data is a strategic priority in Germany due to the high Uncertainty Avoidance (65). India's lower score (40) means there's scope for more experimentation, but Adidas still needs to do something about the cost issue and the perceived value.
Long-Term Orientation is parallel with this (Germany 57; India 51), meaning long-term investment in loyalty, innovation, and sustainability. However, it is important that execution continues to be adapted locally. Lastly, there are lower scores for Indulgence in Germany (40) and India (26), which indicate that they prefer to communicate about health, discipline and active lifestyles over just pleasure (Sengupta, 2022).
Overall, Hofstede is useful as a framework for determining when there's a cultural mismatch when standardising, and where (Van & Bao, 2026). Adidas should stay true to its global character and adjust communication, endorsements, and consumer interaction to every market.
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[bookmark: _Toc237391370]Table 2: Hofstede Comparison between Germany and India (Hofstede Dimension, 2025)
[bookmark: _Toc237391396]Advantages of Hofstede's Model
Hofstede provides Adidas with a systematic basis for identifying cultural differences that may affect marketing effectiveness. It assists in predicting potential cultural mismatches in transfer of campaigns from Germany to India.
[bookmark: _Toc237391397]Limitations of Hofstede's Model
National scores, however, can oversimplify consumers by assuming that culture is fairly constant and homogeneous. The value of predicting it is diminished by regional diversity, globalisation, and changing identities (Vonk & Silva, 2025). Thus, Adidas would need to take Hofstede as a baseline guide and not as an accurate indicator of individual consumer actions.
[bookmark: _Toc237391398]Technological Factors
Adidas' AI-powered demand forecasting and automated logistics capabilities enable efficient and effective omnichannel retailing and online sales via its website and mobile apps, which are supported by Germany's highly developed digital infrastructure. With the rise of smartphone usage and digital payment methods, India has seen a surge in e-commerce, enabling Adidas to leverage these channels for growth and introduce online platforms and its app (Rana, 2026).
[bookmark: _Toc237391399]Legal Factors
Germany offers good trademark protection, a comprehensive set of consumer protection laws, and extensive employment laws protecting Adidas' brand and raising compliance costs. India has strengthened intellectual property protection and liberalised foreign direct investment in single-brand retail, supporting Adidas' expansion (Vijayagopal et al., 2024).
[bookmark: _Toc237391400]Environmental Factors
Environmental sustainability is strategically important in both countries. Adidas has to follow strict environmental laws and carbon reduction policies in Germany, which all promote more recycled material, circular production, and emission reductions. There are more policies and measures being introduced in India to support sustainability, but enforcement has been less effective, with an example being Extended Producer Responsibility (EPR) (Wulbers & Zimpelmann, 2024).
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[bookmark: _Toc237391371]Table 3: Similarities and Differences between Germany and India (PESTLE Comparison) (Author)
[bookmark: _Toc237391401]STP Strategy
[bookmark: _Toc237391402]Segmentation of Adidas in Germany and India
Market segmentation allows Adidas to break down the market into segments and cater to the needs of these segments with a marketing strategy. Adidas is not following a standardised global approach but different segmentation strategies in different ways in Germany and India to address the differences in consumer preferences, purchasing power and lifestyle (Kasem et al., 2024).
[bookmark: _Toc237391403]Demographic Segmentation
While the age range of target groups is similar in Germany (16-45) and India (16-45), although their purchasing behaviour differs. The brand's target groups in Germany are middle- and high-income professionals, university students, and fitness enthusiasts who are willing to pay higher price tags for technologically advanced and sustainable sportswear. Germany GDP per capita is higher than US$60,496, which is the demand for premium athletic products (World Bank, 2026b). Gender Marketing is relatively balanced with separate collections for men, women and children.
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[bookmark: _Toc237391360]Figure 7: GDP Per Capita of India and Germany (World Bank, 2026b)
Adidas is geared towards the growing middle class in India, especially urban youth aged between 18-35 years. India has a population of nearly 1.4 billion with nearly 65% of the population being under 35 years of age, which means there is a huge demand for sportswear in the long-run. Despite lower purchasing power compared to Germany, disposable income and higher education has led to an increase in spending on international brands (Indrasari & Perkasa, 2026).
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[bookmark: _Toc237391372]Table 4: Demographic Segmentation (Author)
[bookmark: _Toc237391404]Geographic Segmentation
Adidas focuses on premium retail and marketing in key urban markets, where higher purchasing power, more sport involvement, and higher fashion sportswear usage align. Germany is already a mature market with established demand in cities like Berlin, Munich, Hamburg and Frankfurt, but with geographic expansion limited there. The expansion of premium products is more favourable in Delhi, Mumbai, Bengaluru, Hyderabad, and Chennai in India as the growing income and organized retail complements Adidas' positioning. But it is important that India's geographic strategy does not remain "metro-centric". E-commerce makes it easier for Adidas to target Tier-2 and Tier-3 consumers without spending money on opening physical outlets to sell their products and test the demand in areas outside the major cities (Singhvi & Srivastava, 2021).
[bookmark: _Toc237391405]Psychographic Segmentation
Psychographic segmentation is significant in the positioning of adidas because its target consumers' lifestyle involves health, performance, and fashion. In Germany, performance-oriented and environmentally conscious consumers fit Adidas' technical and sustainable product positioning, strengthening premium value. In India, the connection between sportswear, modernity, and social identity gives rise to better possibilities amongst the aspirational consumers of the urban audience. But, if it is only about sports, it can be limited; therefore, Adidas offers performance with fashionable designs to attract consumers who want to find both functionality and international lifestyle (Riquet & Lachenaud, 2024).
[bookmark: _Toc237391406]VALS Segmentation Model
[image: Values and Lifestyles Summary and Forum - 12manage]
[bookmark: _Toc237391361]Figure 8: VALS Model (Tang, 2026)
Achievers are a valuable target audience, as they are achievement-oriented, which matches the premium, performance-oriented range of Adidas products and their willingness to pay for quality and innovation in Germany. Experiencers additionally support demand for limited editions and collaborations, strengthening Adidas’ lifestyle appeal. In India, any successful performance (Achievers) and professional success are associated with Achievers, while at the same time, any possibility of performance that might attract celebrities and influencers (Strivers) is associated with them for aspirational branding. Strivers, however, have lower purchasing power, which means that they need to be marketed in a way that is more accessible rather than positioning themselves as being a premium product (Tang, 2026).
[image: ]
[bookmark: _Toc237391373]Table 5: Application of VALS Model (Author)
[bookmark: _Toc237391407]Behavioural Segmentation
Adidas' strategy also segments behaviors in both countries. German consumers tend to have a high degree of brand loyalty and often buy quality, durable, and technologically innovative products. Indian consumers are becoming loyal to brands, but are also relatively price sensitive. Purchasing decisions are influenced by promotional campaigns, celebrity endorsements, and seasonal discounts. Benefits sought include fashionable designs, international brand reputation and value for money. As the club's sport, cricket, football, gym training, and recreational fitness activities have increased the club's customer base, with the number of purchases among younger shoppers increased by the rise in online shopping (Heo et al., 2026).
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[bookmark: _Toc237391374]Table 6: Overall Segmentation Comparison between Germany and India (Author)
[bookmark: _Toc237391408]Targeting Strategy of Adidas in Germany and India
Adidas targets both markets differently, as both have different performance, fitness, and lifestyle segments where the product is targeted. This is more appropriate than concentrated targeting because no single segment represents Adidas’ full market opportunity. Targeting athletes, fitness consumers, and premium lifestyle users helps with its technical and premium positioning in Germany, especially in products like Adizero and Predator. Targeting a young professional, students, and sport enthusiasts is a better opportunity to access a larger growth market in India, whereas, the different price points will mitigate the issue of premium pricing preventing demand. But the more differentiated, the more complex and expensive the marketing. Therefore, Adidas should maintain a consistent global brand identity while adapting products and communication to each market’s purchasing power and consumer priorities (Hafez, 2024; Bhatnagar, 2026).
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[bookmark: _Toc237391375]Table 7: Comparison of Adidas' Targeting Strategy (Author)
[bookmark: _Toc237391409]Positioning Strategy of Adidas in Germany and India
Adidas emphasizes two important points: premium positioning and lifestyle positioning, and differentiates itself through the four qualities of performance, quality, fashion relevance, and lifestyle relevance. This is better than a performance-based approach as it appeals to both athletes and lifestyle consumers. But, Nike's focus on performance and Puma's focus on lifestyle and value is a competitive threat. Adidas' legacy, technical trustworthiness, and sustainability resonate in Germany, while its lifestyle appeal is more prominent in India via celebrity affiliation and fashion communication (Duarte et al., 2024; Zhu, 2021).
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[bookmark: _Toc237391362]Figure 9: Perceptual Map of Addidas (Duarte et al., 2024)
Thus, the positioning is more or less sustainable provided that Adidas persist with product innovation and localises communication instead of just relying on the strength of the global brand.
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[bookmark: _Toc237391376]Table 8: Comparison of Adidas' Positioning Strategy (Author)
[bookmark: _Toc237391410]Marketing Mix (7Ps)
The 7Ps Marketing Mix is an extension of the traditional marketing mix that includes the 3P's: People, Process, and Physical Evidence, in addition to the four other elements: Product, Price, Place and Promotion (Danton, 2020).
[image: what are the 7ps of marketing mix and how should it be used??]
[bookmark: _Toc237391363]Figure 10: Marketing Mix (7Ps) (Danton, 2020)
[bookmark: _Toc237391411]Product
Product adaptation allows Adidas to ensure that its products are known and accepted in many different regions globally, whilst also catering to the needs of consumers in each one. The technical performance, sustainability, and sport-specific innovation are the key focus areas of products in Germany, including Adizero, Ultraboost, Terrex, and adidas Originals, reflecting consumers' higher purchasing power and performance expectations. Adidas offers a global range of products, which is complemented by more affordable products and athleisure fashion pieces to cater to the growing middle-class market in India (Shoffian et al., 2021). The higher the level of localisation, the more relevant the product will be to local audiences, but too much localisation might make it more complex and less consistent with a global brand. Therefore, Adidas should adapt product ranges selectively rather than substantially changing its core brand proposition.
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[bookmark: _Toc237391377]Table 9: Product Comparison between Germany and India (Author)
[bookmark: _Toc237391412]Price
The pricing policy in both markets is a premium pricing and it is implemented differently in each market to protect the adidas's brand equity. Germany's higher purchasing power allows Adidas to sustain premium prices with less reliance on discounts. In India, While competing with Nike, Puma, and local brands, lower average purchasing power makes the customers more price-sensitive, thereby allowing Adidas to also offer various prices, seasonal discounts and online promotions (Lim, 2022). This creates a strategic tension: while lowering prices should make Adidas products more accessible and available in larger quantities, too much discounting could compromise Adidas' premium brand. Hence, there is a need for regulated price flexibility instead of shifting away from premium positioning in India.
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[bookmark: _Toc237391378]Table 10: Price Comparison between Germany and India (Author)
[bookmark: _Toc237391413]Place
Adidas has an Omni Channel Distribution Strategy with both direct and indirect channels. Company-owned stores, the official site, and app give companies more control over customer experiences and brand presentation in Germany. Adidas also operates exclusive and franchise stores, multi-brand retailers, and e-commerce channels like Amazon and Flipkart to penetrate the metropolitan and emerging markets in India (Li, 2022). Third party retailers, however, provide a greater reach but less control over product presentation, pricing and customer experience. Adidas thus enjoys the advantage of having strong direct digital and retail channels, as well as selected partners.
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[bookmark: _Toc237391364]Figure 11: Adidas Distribution Channels (Li, 2022)
[bookmark: _Toc237391414]Promotion
Promotion
The Integrated Marketing Communication (IMC) strategy used by Adidas includes an integrated strategy of advertising, sports sponsorships, digital marketing, and influencers. In Germany, communication emphasises sporting performance, innovation, sustainability and authenticity through football and elite-sport associations. Adidas in India has a stronger inclination towards digital influencers, celebrities, and message of inspirable lifestyle, linking sportswear with fashion and social identity (Mohammadi et al., 2025). Localisation will enhance the cultural relevance, but over-embracing celebrity marketing means that there is the potential of reputational risk if the image of the celebrity endorser comes in conflict with the values that Adidas brand image. Therefore, Adidas ought to merge the local influence along with its existing sporting identity.
[image: ]
[bookmark: _Toc237391379]Table 11: Comparison of Place and Promotion (Author)
[bookmark: _Toc237391415]People
Adidas' staff members are directly involved in providing a great customer experience. German staff require strong product and sustainability knowledge, while Indian employees require effective customer engagement across exclusive and franchise stores and digital channels (Fakhri & Moqadam, 2023). But inconsistencies between service levels of franchise units could reduce consistency.
[bookmark: _Toc237391416]Process
Adidas has adopted a standardized procurement system in India and Germany by creating its official website and mobile app, where customers can access the products, make safe online payments, and get real-time updates on their purchases. Germany's advanced logistics systems ensure quicker delivery times and easier returns processes, enhancing the efficiency of logistics operations. To meet the growing demand for e-commerce in India, Adidas has now extended its delivery network and expanded return options to make the shopping experience more convenient for customers and boost their confidence in online shopping (Salhab et al., 2026).
[bookmark: _Toc237391417]Physical Evidence
The physical proof of the Adidas' premium positioning in both countries is offered by the modern flagship stores and the uniformity of visual merchandising and the quality of product packaging. Incorporating digital displays and sustainable materials, German retailers highlight innovation and sustainability. Stores in India are designed in the same way as all over the world, but adapted to local shopping environments. The Adidas website and app also deliver a seamless brand experience, with the same product information, safe transactions, and customer engagement on both channels (Kusumayani et al., 2025).
[bookmark: _Toc237391418]Similarities and Differences of the Marketing Mix
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[bookmark: _Toc237391380]Table 12: Comparison of Adidas' Marketing Mix in Germany and India (Author)
[bookmark: _Toc237391419]Market Entry Strategy into India
Adidas reached India in 1996 with a wholly-owned subsidiary which enabled Adidas to have a significant say in its operations, standards of the brand, and long-term strategy. Consistency of product quality, price, presentation, and customer experience is crucial to maintain global brand equity and this is the reason why this structure is relevant to the premium positioning of Adidas. It also shows that it has since been leveraging company owned stores, franchises, authorised retailers, and digital channels: an attempt to balance control with market reach (Kreitz, 2025)..
The main advantage is strategic control. Adidas has the power to impact the brand, product choices, digital retailing, and customer experience and can protect its intellectual property and keep profits from its operation in India (Li, 2022). This is especially useful in large cities like Delhi, Mumbai, Bengaluru, and Hyderabad. This control, however, is at the expense of increased capital commitment and exposure to the regulatory, operational and competitive risks in India.
Some of these disadvantages could be mitigated by a joint venture arrangement, which would bring local expertise, existing relations, and investment. But shared ownership may lead to pricing, branding and strategic issues, which may undermine Adidas' brand stewardship and control of its high-end customer experience from a price perspective. For Adidas, therefore, a wholly owned structure seems to be more appropriate than a joint venture, as the control of the brand is more important than the risk reduction of the investment. But it can only work if Adidas is able to balance ownership control with local partnerships and local market knowledge. Thus, the entry strategy is appropriate, but should not be viewed as risk-free..
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[bookmark: _Toc237391381]Table 13: Evaluation of Adidas' Wholly Owned Subsidiary Strategy in India (Author)
[bookmark: _Toc237391420]Ethical Marketing Evaluation
Adidas demonstrates ethical marketing through sustainable products and women’s sport, but these practices also create expectations that the company must consistently meet. Its use of recycled polyester and circular product initiatives strengthens the Product and Promotion elements by supporting its sustainability positioning (Lim, 2022). But any environmental claim can become a reputational risk if it's overstated or un-supported. Hence, sustainability efforts can only enhance brand credibility when backed by clear evidence.
Sponsorships of women's football and female athletes also contribute to the promotion and people aspect, as it encourages more involvement and gender inclusion in sport (Lim, 2022). This can not only improve Adidas' social legitimacy in Germany but also in India. But, if marketing promises are not followed up with substance, they have a questionable moral worth.
Adidas has also faced criticism concerning supplier wages and working conditions, creating a direct ethical challenge to the People element of the marketing mix. While there are positive signs of better monitoring and transparency within the supplier chain, ongoing issues can erode stakeholder confidence and tarnish Adidas' brand value in regard to its premium positioning (Lim, 2022). This is especially significant because consumers can determine the brand by the brand's approach to being a good corporate citizen.
Overall, Adidas' approach to marketing is ethical and generates competitive value, however, any claims about sustainability and social responsibility should be backed by actions and transparency to maintain brand trust.
[bookmark: _Toc237391421]Recommendations
[bookmark: _Toc237391422]Recommendations for Germany
[bookmark: _Toc237391423]STP Strategy
Adidas should introduce behavioural segmentation targeting consumers who repeatedly purchase sustainable sportswear and consumers aged 45+ who are increasingly active in fitness and outdoor activities. This aligns with the report's discovery that Germany has high sustainability expectations and a quality-conscious and mature market. The benefit is stronger customer retention and access to an underdeveloped segment; however, excessive segmentation could increase marketing costs and reduce efficiency (Bhatnagar, 2026).
[bookmark: _Toc237391424]Marketing Mix Improvements
Adidas could be offering repair, recycling, and trade-in at certain Adidas stores in Germany. This directly matches up with Germany's sustainability expectations and improve the other components of the 7Ps, which are Product and Process. It could help to differentiate Adidas from competitors, and strengthen its premium positioning. But there are costs to implement and complexity to the operations that may lower short-term profits.
[bookmark: _Toc237391425]Ethical Improvements
More detailed supplier performance and independently verified environmental information should be published by Adidas. This will help tackle the ethical issues mentioned above, in relation to labour practices and greenwashing. However, while greater transparency might strengthen consumers' confidence, especially in Germany, where uncertainty avoidance is high (Hafez, 2024), more of these audits and reports would raise the compliance costs.
[bookmark: _Toc237391426]Recommendations for India
[bookmark: _Toc237391427]STP Strategy
Adidas should aim for the price sensitive consumers in Tier-2 and Tier-3 cities with affordable product lines while maintaining its premium position. This is due to the younger population and less purchasing power in India. This is a chance to expand the market, but over-promoting Adidas' brand name may lead to affecting its high-end image.
[bookmark: _Toc237391428]Marketing Mix Improvements
Adidas need to reinforce their omnichannel retailing strategy with localized digital content, mobile retail, and selective retail in emerging cities. This will make the product more accessible without needing to expand as much physically.
[bookmark: _Toc237391429]Ethical Improvements
Adidas needs to reinforce supplier monitoring, increase community sports, and recycling programs. This would tackle moral concerns, and create a level of local acceptability, even if there are identifiable outcomes that must be measured to ensure no views that responsibility was being taken in a promotional rather than substantive manner.



[bookmark: _Toc237391430]Reflective Essay (Gibbs' Reflective Cycle)
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[bookmark: _Toc237391365]Figure 12: Gibbs Reflective Cycle (Hafez, 2024)
[bookmark: _Toc237391431]Description
This report was an opportunity to critically analyze the international marketing strategy of Adidas and analyse its operations in two countries: Germany and India. In order to analyse the situation, multiple marketing frameworks were applied such as PESTLE analysis, Hofstede's Cultural Dimensions, Segmentation, Targeting and Positioning (STP), 7Ps Marketing Mix, market entry strategy, and ethical marketing. Rather than describing Adidas' global operations, the report concentrated on the adaptation of Adidas marketing strategy in two countries that have different political, economic, and cultural environments. The report also involved critical evaluation and not just description as each of the marketing models had to be used in the context of Adidas not as a standalone model.
[bookmark: _Toc237391432]Feelings
I thought that studying and analyzing an international company would mostly be describing the products and marketing activities of the company at the beginning of this report. As I developed my report, however, I knew that to be a successful international marketer, I need to consider the external environmental factors, consumer behaviour, and national culture on my decisions for the business. At first, I found it difficult to make comparisons between Germany and India since there is a huge difference in terms of economic development, purchasing power of consumers, and their cultural values. I was also worried about obtaining information that is reliable and current from company report and academic sources. While working on each section, especially the marketing mix and the STP strategy, I felt more at ease using the marketing theories in the real business context as opposed to the theoretical context.
[bookmark: _Toc237391433]Evaluation
The best part of this report was the use of marketing theories in Adidas' operation instead of just giving definition in general. The PESTLE analysis revealed the different impacts of political stability, economic factors, and technological advances on Adidas in Germany and India. Similarly, Hofstede's Cultural Dimensions offered insights into how Adidas promote the two different products in the two different markets, by using celebrities, and by positioning the products differently in the two markets. Another benefit of the STP analysis was that it helped to enhance the quality of the report by focusing on specific consumer groups rather than broad ones, as it is based on demographic, psychographic, behavioural, and VALS segmentation.
There were also some limitations in the research process. Information about markets was generally reliable for Germany, whereas for India information was less often detailed or comprehensive across multiple sources. In addition, some of the company's data was global data and not country specific data, so it must be interpreted carefully before using it for the countries selected.
[bookmark: _Toc237391434]Analysis
The process of completing this report proved that the use of a standardised global marketing strategy for international marketing decisions is not possible. Adidas' main marketing thrust is to sell its products with consistent global brand identity, but its marketing strategies vary based on market conditions. For instance, the report indicated that the individualistic nature of the German culture gives marketing a greater freedom to innovate, sustain, and focus on product performance; whereas the collectivist nature of Indian culture gives marketing more room to adopt celebrity endorsements, community values and aspirational marketing.
The report also reinforced my knowledge of theory to practice. Marketing models like PESTLE, Hofstede and 7Ps were separate academic models, which I used to consider. In this assignment, I realized that these models could be used in conjunction with one another in analyzing international business strategy. The combination of these models provided a more comprehensive evaluation than any one of the models would have alone.
Moreover, a study on ethical marketing revealed that reputation management isn’t just a financial matter when it comes to a good global brand. Investment in sustainability and women's sports campaigns reinforced Adidas' corporate image, and the criticism for its lack of efforts on the labour front showed that ethical problems could not only impact a business' success but also consumer trust.
[bookmark: _Toc237391435]Conclusion
In retrospect, I feel that I have greatly advanced my knowledge of international marketing strategy and strategic analysis with this assignment. I gained improved research capabilities, gathering information from academic journals, industry reports and company publications, and have learnt to critically compare the evidence rather than describe it in discussion. Most importantly, I now know that having a global brand and adapting to local markets is a delicate balance and for companies operating in culturally diverse countries like Germany and India, it is essential to maintain this balance.
[bookmark: _Toc237391436]Action Plan
For future academic studies, I would like to develop the critical analysis skills by using a broader variety of literature, including journal articles, and company reports, to further support my arguments with evidence. Additionally, I want to develop my data interpretation abilities and employ a greater range of statistical indicators and market reports to substantiate business recommendations. To gain further knowledge in the field of international marketing, I will keep learning about consumers' behaviour in different cultures and be more confident in using several marketing frameworks in one analysis.
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