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Section 1:  Report on the International Market Entry Strategy and Marketing Mix
[bookmark: _Toc236714566][bookmark: _Toc237312051]Introduction and Brand Overview
Adidas located in Herzogenaurach, Germany, sells high-quality footwear, clothes, and accessories through retail, wholesale, and e-commerce.  In 2025, the company reported net sales of €24.811 billion. Footwear had a 57% sales share, and direct-to-consumer had 40 per cent (Adidas AG, 2026). These amounts are on a global scale, and global scale does not necessarily ensure success in other countries. 
The report provides a comparison of Adidas in Germany and India. The home market of the company is Germany, whereas India is a big and rapidly developing host market. Such comparison is beneficial as the two countries vary in the level of market maturity, purchasing power, sport culture, digital behaviour, and regulation. This gives an excellent basis for critical comparison. As the theory of international marketing holds, the global brand must keep its main characteristics, although implementation should be revised to accommodate local institutions and the needs of customers (Hollensen, 2020). 
The report takes PESTEL and Hofstede into consideration to compare the two environments. It is then an evaluation of segmentation, targeting, positioning, and the 7Ps. It assesses how Adidas enters India, evaluates in India the problem of greenwashing, and offers specific suggestions. The final is a reflection cycle of Gibbs that evaluates the process of writing and research.
[bookmark: __RefHeading___Toc246_1816740048][bookmark: _Toc236714567][bookmark: _Toc237312052]Comparative Market Analysis: PESTEL
The comparative market analysis for Adidas in both counties is presented below as per PESTEL analysis 
[bookmark: __RefHeading___Toc248_1816740048][bookmark: _Toc236714568][bookmark: _Toc237312053]Political and Legal Factors
Germany is characterized by a stable federalism European Union. This minimises political risks to Adidas but may have stringent requirements on competition and product safety, data protection, labour standards, and environmental communication. German economy has undergone an energy crisis, low productivity, and uncertainty with trade, but economic institutions are strong and clear (IMF, 2026). 
Another prominent example of a politically stable country in Asia is India, although, because of the system of federalism, the country is even more diversified in the interstate aspects of taxation and retail operations, languages, and local customers. Typically, the policies are pro-foreign investment. India permits 100 per cent foreign direct investment in single-brand shop retail when sourcing locally above 51 per cent (DPIIT, 2020). This is in favour of the local subsidiary mode of Adidas, but it should be under active local management. 
[bookmark: __RefHeading___Toc250_1816740048][bookmark: _Toc236714569][bookmark: _Toc237312054]Economic Factors
Germany is a developed and quality market. The average purchasing power is greater amongst consumers, although the growth rate has been poor in the recent past. OECD projected only a slight recovery following a few years of turmoil, whereas the structural issues have also persisted to influence investment and productivity (OECD, 2025). It is friendly to quality footwear, technical and sustainable lines, but not volume growth. Adidas needs to secure and grab clients from well-established competitors and has to justify superior costs by quality and innovation.
India, according to the World Bank, was the fastest-growing major economy and achieved 7.6 per cent growth in financial year 2025/26 (World Bank, 2026). Increased consumption, urbanisation, and augmented consumerism among the middle classes expand the sportswear market. Nonetheless, the distribution of income is unbalanced, and consumers are more price-averse. adidas is not able to imitate German prices. It requires entry ranges, festival offers, constrained discounts, and fewer buying measures without compromising its high-end brand.
[bookmark: __RefHeading___Toc252_1816740048][bookmark: _Toc236714570][bookmark: _Toc237312055] Social Factors
Sport and lifestyle mean different things in both countries. Football has been established as a sport in Germany. The additional requirements of the customers are expertise more than products, durability, and plausible ecological behavior (Cho et al., 2013). The ageing population will moderate the volume of youth, but will lead to opportunities in walking and wellness and performance products being accessible. 
India is a younger nation, having a stronger connection to sport and entertainment and more national identity. One of them is an important one: cricket. The BCCI deal gives Adidas the privilege of supplying match, training, and travel attire to the male, female, and under-age teams of India until March 2028 (Adidas News, 2023). This cooperation brings in the non-reachability, which is not easily attained via ordinary advertising. Nonetheless, India is a culturally and linguistically diverse country. German consumers tend to take the value of single products in a social context, and Indian advertising could be more successful in conveying the worth of a group, ideals, and desire to belong.
[bookmark: __RefHeading___Toc254_1816740048][bookmark: _Toc236714571][bookmark: _Toc237312056]Technological Factors
Both markets are digitally important, but their digital systems are at different stages. Germany enjoys good logistics, internet penetration, and well-developed omnichannel retail. In 2025, digital access is almost universal, with an approximate of three per cent of the population aged 16 and 74 years unconnected (Destatis, 2026). This promotes sophisticated product pages, in-store inventory view, customised club facilities and easy returns. German customers also, however, are in need of a strong guarantee of their privacy and adequate information.
India is nomadic and expanding at a high rate outside the urban centres. Its utilization and market demand in digital payments, its application and demand in tier-two and tier-three cities contribute to its e-commerce growth. The industry houses more than 270 million online shoppers in 2024, which is predicted to go up further (IBEF, 2025). Adidas should therefore strategize on how to ensure that it is made mobile-first, offers local payment, low-data browsing, and local fulfilment. Digital growth lessens geographical barriers, but poor service experiences can negatively affect trust. In Germany, technology provides Adidas with efficiency, and in India, it gives Adidas reach.
[bookmark: __RefHeading___Toc256_1816740048][bookmark: _Toc236714572][bookmark: _Toc237312057]Environmental Factors
Environmental pressure is high in Germany because consumers, regulators, and courts examine climate claims closely. Adidas must provide real-life evidence of recycled materials, carbon, and redesign. One can observe that in 2025, 60 per cent of the contents of the products and packaging consisted of renewable materials that were recycled or had been made or sourced sustainably (Adidas AG, 2026). 
[bookmark: __RefHeading___Toc258_1816740048]Another threat that India is struggling with is the heat, stress on water, pollution, and waste. Materials, product comfort, and supply chains are impacted by these conditions (Cho et al., 2013). Lightweight, breathable, and durable products are compliant with climate, and repair, take-back, and recycled-material programmes can form trust. Nonetheless, sustainability cannot be promoted as a premium option, as affordability is at the heart. Adidas should associate the value of the environment with the life of the product, comfort, and fewer replacements.
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Figure 1 PESTEL Analysis: Adidas in Germany vs India
Source: Author

[bookmark: _Toc237312058]Similarities and Differences between the Two Countries
Overall, the two markets share political stability, strong digitalisation and growing expectations for responsible business, so Adidas can retain consistent global standards for quality, compliance and digital service. Nonetheless, the variations are more critical to implementation. Germany has increased purchasing power, a more mature retail environment and enhanced doubt of environmental assertions, but India presents quicker development, a younger demographic, enhanced price awareness, a culture led by cricket and increased regional differences (Meyer et al., 2023). Adidas should therefore integrate its core brand to be the same, but prices, communications, product, and distribution should be determined by the individual market.
[bookmark: __RefHeading___Toc260_1816740048][bookmark: _Toc236714573][bookmark: _Toc237312059]Hofstede Cultural Comparison
The model, developed by Hofstede, assists in understanding why a single message can have various effects (Hofstede, 2011). The model could be used to direct questions on communication, trust, and buying behaviour when used judiciously. The Hofstede model is beneficial as it offers a compact and comparable format by which can be used to estimate national cultural tendencies that might affect authority, personal choice, risk, and communication. Its greatest strength lies in the fact that it enables international marketers to determine in which areas the standardised campaign might need some adapting. However, national averages may simplify consumers and consider it to hide age, regional, and consumer-based disparity in income and lifestyle. Therefore, the Hofstede scores should aid in posing marketing questions but cannot be predicted using them regarding every single customer (Pratesi et al., 2021). For this assignment the Hofstede scores for both Germany and India are presented as in Fig 3.


[image: ]
Figure 2 Comparison of Hofstede’s Cultural Dimension Scores for Germany and India.
Source: The Culture Factor Group (2026)
The chart depicts that India and Germany possess unique cultural differences. India rates higher on Power Distance (77) compared to Germany (35). This mean sthat Indian consumers could give more importance to the authorities, status, star athletes, and renowned members of the community. Germany has a score of 79 in Individualism as opposed to India (24). Therefore, German consumers could be oriented towards individual choice, quality of the products, and individual success. Family, community, and team messages would work well with the Indian customers. 
Germany also scores more on Uncertainty Avoidance (65 against 40). The customers of Germany may be in need of explicit product details, assurances, testimonies, and reliable service. There is a close similarity between the scores on Long-Term Orientation in both countries, with Germany having a 57 and India a 51. Therefore, long duration and long-term value can be used in both markets. Germany has a higher score in Indulgence motivation and achievement motivation. In general, in Germany, Adidas ought to employ factual and product-oriented marketing. 
India has ultra-high power distance and collectivism relative to Germany. Germany is an individualistic nation with less power distance (The Culture Factor Group, 2026). Both authority and status, and well-known people, can render a brand more legitimate in India. The purchase decisions can thus be influenced by cricket players, teams, and family approval. Adidas ought to include reputed athletes and local narratives, yet the campaigns ought not to have an implication that social status is based on costly products. Messages in Germany need to be more straightforward. The fact about the product itself, independent choice, and fair comparison will be more persuasive than the exceedingly dramatic calls of celebrities.
Germany is more uncertainty-avoiding. The customers may desire definite specifications, may be an unambiguous guarantee, and executable and maintainable testimony. Trust is also important to India; this might be achieved through recognised partners, reviews, availability of service, and social proof. According to cross-cultural studies, culture influences perceived risk, usability, and trust of using websites during online purchasing, and therefore the design of e-commerce cannot be the same in all regions (Pratesi et al., 2021).
Both countries have rather decent long-term orientation scores, which nevertheless are expressed in different ways. German advertising can be punctuated by lasting features, engineering, mend, and quantifiable enhancements on the environment. Indian marketing can correlate with long-term value and education, health and fitness of the population, and family health and sports rivalry on a national level. The great implication is adaptation and lack of stereotyping. Trends provided by Hofstede are general only, and Adidas should consider testing local campaigns on the basis of local data before making it national. 
For Adidas, the findings are both favourable and unfavourable. Higher power distance and collectivist cultures in India improve the success of campaigns with respected athletes, cricket teams, and community-based messages, but pose a challenge to highly individualistic messages. Higher individualism and a lack of uncertainty avoidance in Germany do not conform to product-based messages, specifications, guarantees, and evidence-based sustainability messages, and less concrete emotional or environmental communication can be less convincing. The fact that both markets have similar long-term orientation is favourable, as durability and long-term value can be conveyed in both. These findings are directional, and therefore Adidas is recommended to trial the campaigns by conducting local consumer research and applying it to the countrywide campaigns.
[image: ]
Figure 3 Hofstede Cultural Comparison for India and Adidas
Source: Author
[bookmark: __RefHeading___Toc262_1816740048][bookmark: _Toc236714574][bookmark: _Toc237312060]Comparative Analysis of Customer Segments for Adidas in Germany and India
In order to categorize the customer segments for Adidas STP model and VALS model has been used.
[bookmark: __RefHeading___Toc264_1816740048][bookmark: _Toc237312061]STP Analysis
Segmentation, Targeting, and Positioning make up STP Analysis, one of the foundations of marketing. It starts with breaking down a large market segment into smaller groups of consumers with similar wants or traits (DeSarbo et al., 2009). It then evaluates each group to see which ones are worth focusing on, and it then directs the brand's perspective toward these groups in contrast to its rivals. 
[bookmark: _Toc237312062]Segmentation
Adidas segments people in Germany and in India through demographic, psychographic, behavioural, and geographical data. In Germany, Adidas aims at consumers who appreciate high-quality products, sustainability, and high-value sportswear. The market includes professional athletes, sports lovers, people who care about the environment, and fashion-conscious customers who are ready to pay more for new products. As Germany is Adidas; home market, customers are already familiar with the brand and hold high expectations about its performance and ethical business operations (Fu, 2022).
In contrast, the Indian market is more youthful and more price-sensitive. Adidas divides its customers into groups according to age, income, urban lifestyle, and sports interests, especially cricket and fitness. There has been an abundance of opportunity for young professionals, students, and first-time sportswear purchasers thanks to the rapidly expanding middle class and heightened awareness of health.

[bookmark: __RefHeading___Toc266_1816740048][bookmark: _Toc236714576][bookmark: _Toc237312063]Targeting
Adidas adopts differentiated targeting in both countries. In Germany, the company caters to high-end shoppers who want technologically advanced shoes, sports gear, and eco-friendly goods. Adidas also caters to serious sportsmen and devoted fans who value product innovation.
[bookmark: __RefHeading___Toc268_1816740048][bookmark: _Toc236714577]Adidas appeals to urban millennials, Generation Z consumers, cricket enthusiasts, and middle-class households in India. Adidas does not just concentrate on the high-end market and offers low-cost product lines to penetrate the market. Adidas' connection with the Board of Control for Cricket in India (BCCI) also adds to its popularity among fans (Qin et al, 2021).
[bookmark: _Toc237312064]Positioning
Adidas markets itself differently depending on the consumer's expectations. Adidas is regarded as a premium, innovative, and sustainable sports brand with a good German engineering heritage in Germany. Consumers identify the brand with quality products, cutting-edge technology, and sustainability.
In India, Adidas is seen as a brand of aspiration in the international sports and lifestyle category, where fashion meets sport. The brand is fueled by celebrity endorsements, cricket sponsorships, and digital influencers, further reinforcing its image among younger consumers.
[image: A diagram of a market
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Figure 4 Perceptual Mapping of Adidas in India
Source: Author

[image: ]
Figure 5 Adidas STP comparison between Germany and India.
Source: Author

[bookmark: _Toc237312065]VALS Analysis
Values, Attitudes, and Lifestyles are abbreviated as VALS. It is a psychographic segmentation strategy in marketing that can be used to learn more about consumers' motives, values, attitudes, and lifestyle traits than just their demographic information, like age or income (Töpfer and Bug, 2015).
[bookmark: _Toc237312066]Values
In Germany Adidas focuses on high-principle customers who value quality, innovation, sustainability, durability, and high-quality performance. These values are suitable for the German market of mature sportswear, where consumers might seek to find excellent product performance, technical reliability, and a responsible attitude towards the environment.
 In India, Adidas focuses on individuals who are aware of the attraction of aspiration, sport, social identification, low prices, and global brand image. Among the younger customers, these values are upheld with the help of cricket, fitness, and youth culture.
[bookmark: _Toc237312067]Attitudes
In Germany Consumers have positive attitudes towards using the most developed sport technology, eco-friendly products, trusted service, and factual marketing. They are able to be more judgmental of vague claims about the environment and demand open-minded information prior to buying (Fu, 2022).
In India customers can develop positive resources towards the influence of celebrities, cricket sponsorships, online interactions, trendy sportswear, and available high-quality products, particularly in the case of young people in urban settings.
[bookmark: _Toc237312068]Lifestyles
 In Germany Adidas targets quality-conscious consumers and active lifestyle consumers related to football, running, fitness, high-quality fashion, and sustainable consumption.
For India Adidas is targeting young urban consumers influenced by cricket, fitness, athleisure, mobile shopping, and digital services, fashion, and rising middle-income consumption in big cities.
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Figure 6VALS Segmentation of Adidas in India and Germany
Source: Author

[bookmark: _Toc237312069]Similarities and Differences in Segmentation
Adidas follows the same overall segmentation logic in Germany and India by segmenting consumers, selecting attractive groups and positioning the brand around sport, performance and lifestyle, but its execution differs. German market is mature and high-income, with increased targeting cues being premium performance, sustainability, and technical credibility. Youth, cricket, aspiration, mobile engagement, as well as accessible price points, are more significant in India, as it has a younger, price-sensitive, and culturally diversified audience. The global brand promise of Adidas, in turn, is the first similarity, and the choice and seduction of consumers in terms of each local market is the biggest difference.
[bookmark: __RefHeading___Toc270_1816740048][bookmark: _Toc236714578][bookmark: _Toc237312070]Comparative Analysis of the International Marketing Mix (7Ps) for Both Countries
The international marketing mix combines controllable decisions used to create customer value. The 7Ps in international retail demonstrate how Adidas can standardise its global brand and customise execution. Both, Germany and India have different cultures, purchasing power, consumer behaviour, and market maturity that demand market-driven decisions (Akroush, 2011; MEHRIN, 2023). This standardisation/adaptation balance is the key to keeping relevant and preserving the global brand name of Adidas.

[image: ]
Figure 7. Adidas 7Ps comparison between Germany and India.
Source: Author
[bookmark: __RefHeading___Toc272_1816740048]Product
 In Germany Adidas guarantees performance and quality, and design on a global scale, yet also emphasizes technical footwear, football products, durable materials, and high-end lifestyle collections. This product line corresponds to a sports-lifestyle segment of the market at the stage of mature consumption when the customers value engineering and durability of the product, as well as innovative and sustainable production (Vrontis et al., 2009).
In India Adidas retains its global brand image but tailors its product mix to indoor and outdoor cricket gear, athletic wear, weather-aware offerings, and affordable, entry-level offerings. This follows the locally popular sporting aesthetics; the weather is warmer and more cost-conscious without watering down the global Adidas brand (Kadam et al., 2023).
Price
In Germany premium and value-based pricing is less difficult to maintain due to a higher purchasing power, and due to being accustomed to premium sportswear. Technology, quality, durability, and sustainability assist Adidas in establishing higher prices, but without centralization and the reduction of preferred seasonal offers can be provided without the necessity to centralize the discounts (Chaudhary and Thiebaut, 2025).
For Indian context Higher price sensitivity demands more elastic pricing. In order to attract middle-income and first-time high-end sportswear consumers, there needs to be competitive entry prices at Adidas, limited discounts and promotions, as identified in the festivals. This results in a higher price elasticity than in Germany whilst safeguarding the aspirational positioning of the brand (Akroush, 2011).
Place
 In Germany Adidas gets benefits from advanced logistics and a mature omnichannel environment connecting flagship stores, outlets, wholesale partners and e-commerce. Reliable infrastructure assists in guaranteeing stock provision, delivery, and returns, providing customers with the liberty to move freely across offline and online platforms and obtain the identical service (Chaudhary and Thiebaut,2025).
In India authorised partners and e-commerce are also mixed with Distribution Stores, but more attention should be given to malls, multi-brand stores, mobile commerce, and extended geographical spaces. The logistics also need to go beyond the key metropolitan centres, in a way that enables them to cater to market growth in the tier-two and tier-three markets (Alnaser et al., 2017).
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Figure 8: Adidas Flagship Store, Berlin, Germany
Source: (Checkland Kindleysides, 2026)
[image: Adidas launches its first flagship store in India - FashionNetwork India]
Figure 9: Adidas Store, India
Source: (FashionNetwork.com, 2021)
Promotion
 In Germany promotion should emphasise innovation, football, performance, sustainability, and evidence-based claims. IMC can organize advertising, sponsorship, PR, digital content and sales promotion, factual can clarify features of product, and environmental statements backed by credible information supported by factual communication (Chaudhary and Thiebaut,2025).
For India the global message remains consistent, but promotional execution is more locally expressive. The use of cricket, popular athletes, influencers, and campaigns can be used to reinforce engagement, which can be followed by young people. The digital interaction and sponsorship connect the global sporting image of Adidas to the local aspiration and engagement (Alnaser et al., 2017).
People
 In Germany employees influence service quality through product advice, customer support, and after-sales assistance. According to the source, Adidas employs 8,364 in Germany in 2025. Employees need to have outstanding technical performance, sustainability information, and high-quality expectations of premium service to support expertise and credibility (Kadam et al., 2023).
 In India EMIS reports the 2,399 employees of Adidas India Marketing Private Limited in 2025 mentioned concerning for that organisation alone, not all Adidas-affiliated. It is also the responsibility of employees to be aware of the regional and language diversity and the first-time premium sportswear purchasers (Cho et al., 2013).
Process
In Germany digital and logistics infrastructure has been developed to support inventory management, ordering, delivery, and returns. This enables pervasive omnichannel fulfilment and a hassle-free flow through stores and online. The process advantage is infrastructure that perpetually perpetuates convenience and reliability.
 In India processes need stronger mobile-first ordering, locally suitable payment options, regional warehousing, and dependable last-mile delivery. Digitalisation opens opportunities for accessing more customers, but the customer experience is facilitated by providing the infrastructure. Adidas should leverage fulfilment and returns with consideration of online demand (Jain et al., 2022).
Physical Evidence
In Germany physical evidence communicates the global Adidas identity through branded stores, websites, product presentation and labelling. German execution can be minimalistic in designing the retail, the technology of the products, sustainability information, and high-end ambience to support impressions of quality, technical credibility, and performing responsibly (Kadam et al., 2023).
In India the international identity is evident in shops, websites, labels and merchandising, but local information may include the focus on cricket, local offers and exhibits that demonstrate what is local to the market. Local resonance strengthens the familiarity with the international brand without interfering with the recognisability of Adidas as an international brand, and its international standards.
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Figure 10: Adidas website of Germany
Source: (Adidas Germany, 2026)
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Figure 11: Adidas website of India
Source: (Adidas India, 2026)



[bookmark: __RefHeading___Toc286_1816740048].
Table 1 Cultural and economic comparison for Adidas in Germany and India
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[bookmark: __RefHeading___Toc288_1816740048][bookmark: _Toc236714579][bookmark: _Toc237312071]Market Entry Strategy in India
Adidas's principal market-entry mode in India is foreign direct investment (FDI) through a locally incorporated, group-controlled subsidiary, rather than simple exporting or franchising. Adidas India Marketing Private Limited is situated at Gurugram. The adidas AG 2025 shareholding disclosure shows that 89 percent of the entity is owned by adidas International B. V. and 11 percent is owned directly as a part of the adidas group, which translates to the group having complete ownership and strategic control of adidas AG (Adidas AG, 2026).
This entry mode is appropriate because it would allow Adidas to retain the brand standards, prices, compliance, retail strategy, and local market learning without being too distant from Indian consumers. A controlled subsidiary offers a better level of protection of a high-quality global brand as compared to licensing or franchising, but with higher investment, regulatory liability, and operational risk (Adidas News, 2023). The foreign-investment climate in India does allow foreign investors to engage in single-brand retail, under specific conditions (DPIIT, 2020). Therefore, it can be concluded that the subsidiary model is better in the eyes of Adidas, and events such as BCCI sponsorship are rather more of a promotion than the main market-entry mode to Adidas products. 
[bookmark: __RefHeading___Toc290_1816740048][bookmark: _Toc237312072]Ethical and Unethical Practices in India
Firstly, as a good ethical practice, Adidas has implemented the Fair Labour Association Harvesting the Future program after the labour risks in the upstepped cotton supply chain in Madhya Pradesh. Activities include mapping of supply chains, monitoring of child labor, training, responsible recruitment, and wages, as well as health-and-safety activities. Second, with the assistance of the more comprehensive human-rights due-diligence approach, Adidas can identify and address the problems in the value chain with the help of worker feedback and grievance mechanisms (Adidas AG, 2026).
However, two negative examples demonstrate continuing ethical risks. A third-party investigation that was mentioned in its self-referencing reporting revealed that evidence of child labour and forced labour was apparent on cotton farms connected to its upstream supply chain in Madhya Pradesh, such as debt bondage and abuse of working conditions. Although these employees did not consider themselves as the direct employees of Adidas, the findings instigate an ethical responsibility for tighter supply-chain due diligence and restoration (Ethical Consumer, 2025). 
In another Indian consumer case in 2024 of Adidas India and a retailer, a district consumer commission declared it was a deficient service and unfair trade practice to fail to properly hear and inspect a customer's complaint of defective shoes (European Parliament and Council, 2024). In this regard, marketing ethics of Adidas in India should seek to not only treat the supply channel ethically, but also fairly treat individuals.
[bookmark: __RefHeading___Toc292_1816740048][bookmark: _Toc236714581][bookmark: _Toc237312073]Strategic Recommendations
Germany
Adidas should protect its premium positioning in Germany through technical product innovation, football and running ranges, dependable omnichannel service and product-level sustainability evidence. The arguments produced concerning the environment should be precise, measurable, and verifiable in comparison to general claims. The location and the German stores ought to ensure that they are easy to access product specifications, care or repair instructions, inventory, and return process (Katsikeas et al., 2020). Performance indicators that need to be used can be wholesale price sales, returning business, rates of returns, satisfaction of services, and consumer confidence in return efforts to maintain sustainability.
India
Adidas should expand in India through a controlled combination of premium and accessible entry products, particularly cricket, athleisure and breathable climate-appropriate ranges. It must expand in a mobile-first way, with local payments, in the region, and certified retail coverage in tier two and three cities. The concept of athlete partnerships and BCCI must be carried over into the sport of the community, women's participation and youth involvement, and not on the visibility of the celebrities as such. It must also boost supply-chain due diligence, employee grievance processes and after-sales complaint resolution by Adidas (ASCI, 2021). The performance monitoring should be in terms of the number of customers retrieved, the number of frequent customers and the time of delivery, domestically sourced issues resolved, and sales in non-major metropolitan regions.
[bookmark: __RefHeading___Toc294_1816740048][bookmark: _Toc236714582][bookmark: _Toc237312074]Conclusion
Adidas faces two attractive but very different markets. Germany offers purchasing power, a good infrastructure, and good brand awareness. It is also not fast-growing: it is very competitive with extreme evidence requirements. India presents faster development, the young generation, and the close ties between cricket, fashion, and the national identity.  The discussion demonstrates that Adidas does not have to decide between complete standardisation and complete adaptation. It must be worldwide regarding its performance guarantee, appearance, quality of its commodities, and its code of conduct. The product lines, prices, sporting relationships, languages, digital experiences, and retailing access have to change. The most appropriate structure would be the Indian subsidiary because it offers control and local learning. The German greenwashing case shows that intentions are not able to tolerate ambiguity in marketing. Sustainability statements are to be specific, measurable, and verifiable. International expansion in the future should thus be based on evidence with greater cultural relevance.  


[bookmark: __RefHeading___Toc296_1816740048][bookmark: _Toc236714583][bookmark: _Toc237312075]SECTION 2: REFLECTIVE ACCOUNT
[bookmark: __RefHeading___Toc298_1816740048][bookmark: _Toc236714584][bookmark: _Toc237312076]Gibbs’ Reflective Cycle
[bookmark: __RefHeading___Toc300_1816740048][image: A diagram of a reflective cycle

AI-generated content may be incorrect.]
Figure 12: Gibb’s Reflective Cycle

Description
I began by reading the assessment brief and separating the task into six requirements: country comparison, PESTEL, Hofstede, STP and 7Ps, VALS, market entry, ethics and recommendations. I chose Adidas due to the fact that Germany is its home market and India a host market with contrasting host markets. The research type that I utilized was company reports, government information, international economic reports, legal material, textbooks, and journal articles. I tabulated the sources, where I put down the names of the authors, year of publication, assertion, countries of use, and the part where the piece of evidence would be applied. I also filtered using publication dates; hence, the majority of the sources were published in 2019-2026. My final mistake was that I formulated a checklist with each heading and the brief written, checked citations, formed the reference list, and laid out the report in Word.
Feelings
My initial impression was that I was sure of the brand I was choosing, but with regard to scope control, I was not sure. Adidas has a plethora of information, and it does not require a lot of effort to find out facts that are interesting, but not directly related. I also took care of the fact that the report could prove to be descriptive. The PESTEL section began by presenting country facts without any direction as to the impact on marketing. Another issue was found in the ethical section, as sustainability reports of the company have the natural view of Adidas in a positive light, whereas the court case had a somewhat critical look. I felt confident having used the assessment criteria as a checklist. This assisted me in concentrating on comparison, judgement and evidence instead of description. It also made me homelier when directly contrasting Germany and India could be a concrete point.
Evaluation
The use of various sources was the most appropriate part of the process. Official Adidas content provided up-to-date data concerning sales, channels, sustainability and the BCCI partnership. World Bank, IMF, OECD, government and legal sources were independent sources of evidence. The literature in the field contributed to establishing the relation of facts with the international marketing theory. This combination increased a sense of reality. The systematized source table also decreased the chances of inaccurate assertions and omission of sources.
Such constraints included the fact that the webpages of the industries could provide some useful market data and not peer-reviewed research. The current information on sportswear markets is believed to be incomplete and limited in information about the market. I reacted to this by means of being able to use this evidence exclusively as a limited market indicator, by substantiating large conclusions using official or scholarly sources. 
Analysis
The main lesson was that evidence and judgement interact and define the quality of research. A multitude of facts does not generate critical analysis. The facts need to respond to a marketing question. To illustrate: The poor performance of Germany in terms of growth is important as it constrains the growth of volumes and enhances the pressure to protect premium value. The rapid growth rate in India is significant as it has the capability of developing scale, but because of the price sensitivity, the growth will not be maintained by merely utilizing premium products. Hofstede also proved more useful when it is used as a framework instead of an explanation (Pratesi et al., 2021).
I also came to know that company evidence must be interpreted carefully. Adidas issues measurable sustainability benefits, but a blanket climate statement was condemned by the German court. The two sources are not only opposing. This two-combined situation proves that there are varying levels of operational activity and the level of marketing communication. Triangulation is thus necessary in critical analysis. Reflective practice facilitates this process by signifying the writer to investigate assumptions, proof, and forthcoming action, as opposed to solely describing effective work (Bassot, 2023).
Conclusion
It was successful insofar as the final report comparing the two countries and providing justified recommendations was the main task. I enhanced the skills of planning a complex report, applying recent evidence, and linking structures to real-life choices. Three limits I found, as well. First, regional and consumer differences could be obscured by national-level data. Secondly, reports on the company may be specialized in positive evidence. Third, there are word limits and issues cannot be covered in detail. The crucial enhancement should be made in the earlier critical comparison. Germany and India were separated by my first notes. It would have been more effective to display an empty evidence matrix next to the start in order to bring these contrasts out.
Action Plan
In the case of an international marketing report in the future, I will follow five steps. To start with, I will put all the instructions on tasks into a heading prior to research. Second, I will create a comparison table in which every one of the named countries possesses equal evidences as the categories. Third, I will introduce a hierarchy of the sources: peer-reviewed research will be the first, followed by official reports, and in situations when there is no data on the market, I will use credible evidence in the industry. Fourth, I will write one analysis sentence after each major fact to support the effects that it has on marketing choices. Fifth, I will perform three checks of requirement coverage, citation-reference matching, and word count.
I will also improve productivity. When I first open up a source, I will catalogue the entire Harvard reference information, rather than re-create this in the future. I will indicate such things as evidence being global, German, or Indian. Another hypothesis that I will be testing is that all recommendations are based on a described problem. Finally, I will cogitate during the work and not only at the end. Rediscovering weak assumptions will be necessary in the review of the research, planning, and drafting process with the help of brief reviews, after which a more solid final report will be built. 
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