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[bookmark: _heading=h.z8y17der4kq7]1. Introduction
[bookmark: _heading=h.30z76pbecwdu]1.1 Introduction 
Adidas is a top 10 global sportswear company active in the footwear, apparel as well as sporting goods business. This report specifically compares Adidas’ overall advanced international marketing strategies with the strategies in their home country Germany and the country where they operate, the United States (Adidas, 2025). The economies, cultures, and shopping habits of consumers in these countries vary a lot, which affects various marketing decisions accurately. So, this report highlights the different macro-environmental and cultural impacts on Adidas. It specifically evaluates their STP and marketing mix strategies. This report accurately discusses the ethical issues. Moreover, it also provides various suggestions on how Adidas can further improve its international marketing strategies in the future. In this report, comparative analysis of market situation in Germany and US is performed. Along with it Adidas’s STP and international marketing mix are compared with each other in the context of US and Germany. Moreover, examination on the Adidas's market entry strategy in the United States is also performed. Ethical Issues based on Adidas’s marketing mix is also performed. Then suggestions are given according also in this report.
[bookmark: _heading=h.pglplemxdnjk]1.2 Background of the study 
Adidas was established in the year 1949 by Adolf (Adi) Dassler in Herzogenaurach, Germany. Since then, it has opened a successful worldwide concept based on innovation, effective branding and an international market expansion (EBSCO Information Services, 2025). Adidas’s annual report 2024 highlighted that the company had net sales of around €23.68 billion as well as operating profit as well as the company also had 59,000 employees all over the world, a testament to its significant role in the worldwide apparel sector (Adidas AG, 2024 and Thomas, 2023). Adidas mission is ‘to be the best sports brand in the world" (Adidas, 2025). The vision of this organisation is to change lives using sports as a medium. 
[bookmark: _heading=h.x7cie7fj3u6n]
2. Section 1
[bookmark: _heading=h.aofusyyqumnf]2.1 Comparative Analysis of the Market Environment in Germany and the United States 
Accurately comparing the market situations in Germany and the United States is really important to understand Adidas’ various international marketing strategies. One of Adidas’ biggest markets worldwide is the United States, while Germany is the country where the company has its main operations or headquarters. It is necessary to properly analyse the different conditions of the macro and micro environments and identify the cultural differences that influence consumer behaviour and various marketing decisions. For this, frameworks like PESTEL and Hofstede's Cultural Dimensions are used in the right way.
PESTEL Analysis
PESTEL analysis is defined as strategic approach through which organisation’s potential and decision making is examined.
[image: PESTEL analysis is used to identify threats and weaknesses to examines ...]
Figure 1: PESTEL 
(Source: Vecteezy, 2024)
Political Factors
Both Germany and the United States provide a stable and favourable environment for various international businesses in the right way. The European Union (EU), Adidas gains different types of entry benefits into a single market consisting of more than 450 million people (Holtbrügge and Schuster, 2024). However, in this case, Adidas has to strictly comply with all EU rules concerning proper consumer protection, product safety, and fast-growing sustainable practices. 
[image: ]Figure 2: US GDP in Current Prices
(Source: Statista, 2026)
The business environment across the United States is also very reliable, and the country is known as the world’s largest consumer market. It is known that in 2024, around 29.2 trillion USD was spent in the United States and approximately 4.7 trillion USD in Germany for various purposes (World Bank, 2024). Moreover, due to the huge scale of the market, Adidas has ample opportunities for rapid growth from various angles. Moreover, significant issues such as various trade disputes and import tariffs could substantially increase the operating costs for foreign brands.
Economic Factors
Consumers’ purchasing power largely depends directly on the overall economic situation. Germany has a population of about 84 million, while the total population of the United States is around 341 million (Kozicki, 2024). Because of this huge population, there is quickly a greater opportunity to reach more buyers for Adidas in the U.S. market.  
[image: ]
Figure 3: Adidas Revenue
(Source: Statista, 2025)
Adidas’ total global revenue from multiple products at approximately $23.68 billion (Adidas, 2024) (Adidas, 2024). North America remains one of Adidas’s one of the largest regional markets across many product categories. Due to extensive participation in sports and an active lifestyle, consumers across the United States spend significantly more on sportswear and various fitness products compared to those in other countries.
[image: ]Figure 4: Germany Per Capita GDP
(Source: Tradingeconomics, 2024)
Germany’s per capita GDP is around 55,000 US dollars, and it can be said that in the case of the US, this amount is about 85,000 US dollars (trading economics, 2024). In recent years, both countries have experienced the effects of various inflationary pressures, but thanks to a strong employment situation, the demand for different premium-quality sportswear products has remained steady among all consumers.
Social Factors
Adidas’ advanced marketing strategies are largely influenced by various social trends. German consumers are becoming increasingly conscious of sustainability, product quality, and various environmental issues. In particular, all customers tend to prefer brands that effectively highlight these aspects through their advanced business practices. Kapnia (2022) mentioned that American consumers are significantly influenced by various sports stars, new fashion trends, and social media marketing. So, with the rapid continuous growth in the number of fans and followers, the popularity of Adidas products has also already increased significantly. As per Ayub (2025), the size of the athletic footwear or various sports shoe market in the United States was well over 30 billion dollars. It can be said that it is considered one of the largest sportswear markets in the world in a very precise way. Health awareness is rapidly increasing in both countries, which is especially boosting the demand for sports and fitness-related products.
[image: United States Athletic Footwear Market Size, Forecasts To 2033]
Figure 5: United States footwear market
(Source: Spherical Insights, 2024)
Technological Factors
The use of advanced technology in various Adidas operations is extremely important. Adidas develops products using advanced strategies and specific objectives. Furthermore, the company has invested significant resources in implementing environmentally sustainable production processes.
[image: ]Figure 6: AI in Retail and E-Commerce Market
(Source: Mahajan, 2026)
The spread of e-commerce and digital marketing is at its highest across the US. It is known that more than 16% of total retail sales in the US are completed online in many ways (Jiang, 2023). Multiple mobile applications, AI, and personalised, advanced digital marketing are crucial for Adidas in its aim to enhance the overall experience for customers. 
Adidas has properly adapted an omnichannel approach or multiple integrated marketing strategies. It is also effectively taking advantage of the fact that internet usage exceeds 90% in both countries. 
Environmental Factors
The idea of various environmentally sustainable practices is gradually gaining importance in both markets. Among all the countries in the European Union, Germany is one of the leading countries with the strictest environmental standards (Tosun, 2023). Nowadays, all consumers expect companies to take various measures to reduce carbon emissions in a precise manner and to properly use eco-friendly or sustainable materials in product manufacturing.  
In this context, Adidas uses a higher amount of recycled polyester in the production of its various products. In addition, it has taken several initiatives to properly follow sustainable methods in its production process. Zhao, Hou and Li (2025) stated that in 2024, more than 99% of the polyester used across the company’s products was recycled or recyclable.
At the same time, the demand for various eco-friendly products is also increasing significantly in the United States, even though the laws and regulations related to these vary across different states. In its effort to build sustainable practices, Adidas’s initiatives are further strengthening its brand reputation in both markets.
Legal Factors
Germany is the main subject to EU legal enforcement rules. It is known to have strict requirements for labour law and proper consumer protection. This is as well as environmental parameters. Adidas is required to properly maintain that all conforms to these regulations. 
[image: How heavy is the EU’s regulatory burden? (Part 2) – Fabian Bohnenberger]
Figure 7: EU regulation impact
(Source: Fabian)
In this figure EU regulatory burden are described. The US has very well-developed IP protection laws. This can assist Adidas in the protection of its brand and various product innovations. But there are also many state-by-state rules for advertising, employment, and a right of all consumers that the entire company needs to appropriately maintain (Adidas, 2024). As such a legal requirement is a very impotent key in maintaining a huge positive brand image and rapidly preventing penalties. 
	PESTEL Factor
	Favourable
	Unfavourable

	Political
	Stable political environment 
	Tariffs and policy changes 

	Economic
	High purchasing power 
	Inflation and high labour costs 

	Social
	Growing health awareness 
	Different consumer preferences 

	Technological
	e-commerce improve customer 
	High investment and maintenance price 

	Environmental
	Sustainability trends ensures Adidas' growth
	Complex environmental regulations 

	Legal
	Intellectual property protection.
	US federal and state laws enhance complication 


Table 1: Favourable and Unfavourable impact
Hofstede Cultural Analysis
To accurately explain the differences between Germany and the United States from multiple cultural perspectives, Hofsted’s cultural dimensions theory can be properly used in this. All of these differences quickly influence different types of marketing decisions at Adidas. 
Individualism
Consumers in both countries place a high value on personal freedom and uniqueness. However, American consumers are much more interested in personal achievement and self-expression. In terms of individualism, there is a specific standard or ranking, which is around 91 for the US and about 67 for Germany.
In line with this, Adidas in the United States is running advanced marketing campaigns that particularly highlight personal quick wins, individuality, and athlete empowerment. On the other hand, in Germany, their marketing messages quickly and effectively combine various personal achievements with the quality and reliability of their products (Alghizzawi et al., 2025).
Power Distance
Germany’s power distance rating is around 35 and the United States’ rating is about 40. In both countries, power distance is very low. This mainly means that all consumers here expect proper egalitarian relationships and clear communication in various forms (Cho et al., 2024). The days of authority-dependent advanced marketing strategies are over. Quickly replacing that, Adidas should focus especially on honesty, transparency, and the core message.
Uncertainty Avoidance
The score of Uncertainty avoidance compared to about 46 in the United States, Germany’s score is 65. Adidas in Germany promptly highlights specific details regarding product features, quality assurance, durability, and environmental impact (Riquet and Lachenaud, 2024). American consumers, in general, are extremely keen on gathering accurate information about new products and innovations. This makes it easier for Adidas to introduce new, improved designs and innovations more quickly in the U.S.
Masculinity
The US has a score of 62 and Germany 66. These scores clearly indicate that quick achievement, competition, and success are very important values in both cultures. For Adidas, this represents a significant cultural similarity. The reason is that in sports, proper skills, competition, and high-level performance form the core of the brand's position in both markets (Guimaraes, 2026).
Long-Term Orientation
German consumers generally place much more importance on long-term outcomes, sustainability, and future benefits. That’s why it can be said that Adidas’ sustainability or rapid sustainable development projects have received a pretty good response in Germany (Guimaraes, 2026). On the other hand, American consumers tend to have a particularly positive attitude towards new innovations, trends, or short-lived fashions, and the different advantages of products.
Indulgence
Compared to Germany’s score of 40, the United States scores around 68. This means Americans tend to spend more money on leisure activities, fashion in different aspects, and products that improve their lifestyle. Bhatnagar (2026) mentioned that that is why Adidas often combines advanced fashion and lifestyle branding with their various sportswear or athletic clothing in the US market. Moreover, most German consumers tend to give special priority to various kinds of quality and functionality when shopping.
[bookmark: _heading=h.6qmzmzyedbgj]

2.2 Comparative Analysis of Adidas’s STP and International Marketing Mix (7Ps) Strategies in Germany and the United States 
Adidas follows a well-defined global approach for its brand. They specially tailor their branding strategies based on the cultural and economic characteristics of Germany and the US. The entire company has adopted the STP and 7Ps marketing mix strategies with the goal of creating a highly strong competitive position in both markets. The marketing mix is defined as promotional tool which a company utilises to deal with customer’s demands and align with its goals (Chakrabarty, 2023).
[image: ]
Figure 8: Marketing Mix
(Source: Chakrabarty, 2023)
STP Analysis
Segmentation
Adidas accurately identifies different target groups of customers based on many demographic, psychographic, and behavioural character tics. They are also used to making practical and realistic decisions. In Germany, their main target is the population aged around 18 to 45. The reason is that these people place high importance on stability, quality, and performance in a precise way. Across the United States, Adidas mainly focuses a lot more on the younger generation, like sports stars and fans of streetwear or casual fashion. The US sportswear market is one of the biggest developed markets for Adidas’ various activities (Pratama and Hisjam, 2022). By 2024, its size has surpassed around 120 billion US dollars. On the other hand, sports culture in Germany is very strong, and more than 27 million citizens are registered as members of different sports clubs.
Targeting
In Germany, Adidas specifically meets the needs of professional athletes, fitness-conscious people and many environmentally conscious customers. Since consumers in Germany place a high importance on sustainability and eco-friendly issues. The entire company puts a special focus on using recycled materials in their products. On the other hand, in the US, Adidas mainly targets sports enthusiasts, basketball players, runners, and all kinds of lifestyle conscious customers, and they carry out their activities quickly (Pratama and Hisjam, 2022). The company is largely succeeding in rapidly attracting young customers through strategic partnerships with various major sports leagues and stars.
Positioning
[image: ]
Figure 9: Brand positioning map
(Source: Self-created)
Adidas stands out as an advanced sportswear brand. It brings innovations, many proper fittings, and eco-friendly products to both communities. However, there is a very slight difference in their approach. In Germany, their main focus is on ensuring the right quality in all products, engineering excellence, and acting responsibly toward the environment in many ways (Alami, Krancher and Paasivaara, 2022). In the US, partnerships with athletes and influencers, Adidas creates performance-based apparel in ways that fit well with any fashion and lifestyle. 
	Segmentation
	Germany 
	United States 

	Geographic
	Germany has a strong demand for luxury sportswear.
	The US is diversified market.

	Psychographic
	German customers prioritise sustainability
	US consumers are more affected by innovation


Table 2: Geographic and Psychographic differences
International Marketing Mix (7Ps)
Product
Adidas supplies multiple sports equipment, shoes, and clothing in both countries. In Germany, great emphasis is placed on high-quality, sustainable products. It can be said that they even make shoes there using materials that are specifically recycled. Moreover, in the United States, Adidas mainly focuses on producing different high-performance shoes and trendy products suitable for modern lifestyles. The Superstar and Ultra boost product series are very popular and perform well in both markets.
Price
All around the world, Adidas follows a high-margin strategy for their product pricing in a precise way. In Germany, all customers are willing to pay more because they consider the brand to be especially high-quality and durable. According to Pratama and Hisjam (2022), due to the intense competition with all the high-quality brands like Nike and Under Armour in the U.S., Adidas often has to adopt advanced strategies correctly for seasonal discounts and special promotional pricing from various angles. In 2024, this advanced pricing strategy helped Adidas quickly earn around 23.7 billion euros worldwide from different sources.  
Place
Adidas has a very strong advanced network of outlets and online sales channels in Germany. Adidas is performing exceptionally well there, thanks to direct, precise communication with all customers and a very strong position in the local market. In the United States, Adidas sells its products in various ways through its own boutiques, online platforms, and large retail chains like Foot Locker (Holtbrügge and Schuster, 2024). Because of the huge geographical market, partnering with all the retailers across the U.S. becomes extremely important.
Promotion
There are quite a few differences in the advanced marketing strategies between the two countries. In Germany, the main focus of Adidas’ promotional activities is on advanced sustainability campaigns, sports sponsorships, and high-end digital marketing. In the United States, promotional efforts mainly revolve around celebrity endorsements, influencer marketing, and big sporting events done in a targeted way (Holtbrügge and Schuster, 2024). Additionally, by partnering with various athletes and collaborating with fashion brands, Adidas builds brand awareness among all US consumers.
People
All employees are the key to providing customer service. In Germany, advanced training mainly focuses precisely on product information and sustainability awareness. In the United States, employees are taught to correctly create personalised experiences for all customers. Additionally, they learn to establish proper communication with different types of consumer groups.
Process
In both countries, Adidas has largely gained special capabilities in effectively using various advanced digital technologies through improved digitization and omnichannel retail systems. As a result, all customers can easily shop online in many different ways. They can find all their favorite stores and make special use of the mobile app (Pratama and Hisjam, 2022). In the United States, high-quality fast delivery and efficient logistics are especially important because consumers there have high expectations for various benefits.
Physical Evidence
The physical elements specifically include store design, product packaging, and the overall brand image. German stores place special emphasis on an advanced sustainable approach through the use of various eco-friendly displays and materials. In fact, one of the main goals of Adidas stores across the United States is to offer advanced innovation, technology, and quickly attract all customers (Alami, Krancher and Paasivaara, 2022). Additionally, different types of interactive experiences are also delivered quickly in a specific way.
[image: Adidas Handball Spezial *Made in Germany* Sneaker » Buy online now!]
Figure 10: Adidas product made in Germany
(Source: Asphaltgold, 2026)
Adidas has been able to quickly determine its STP and 7Ps strategies accurately by aligning them precisely with the overall culture and economic situation of Germany and the United States. In Germany, stability and various qualities are given more importance. On the other hand, in the United States, the influence of different fashions and the importance of customer experience are highly significant. 
[bookmark: _heading=h.dgvlm4v9pnga]2.3 Analysis of Adidas's Market Entry Strategy in the United States 
Adidas’s entry into the entire US market through direct investment, advanced strategic partnerships, and expansion of its distribution network aligns closely with the country’s FDI-based market entry theory. In this case, instead of going the licensing or franchising route, Adidas particularly chooses to establish various company-owned stores. In the US, the sportswear or athletic apparel sector is especially the largest, making it a key target for Adidas (Bhatnagar, 2026). 
Advantages of FDI is-
· More Control
· Higher profit
· Stronger brand reputation 
· Better supply chain integration
Disadvantages of FDI
· High initial investment
· Greater financial risk
· Regulatory challenges
· High operating costs
· Intense competition
Moreover, one of the main areas of Adidas's rapid growth was the precise acquisition of Reebok in 2006 for about 3.8 billion USD and the special development of their new jersey system (Adidas-group, 2023). This whole deal significantly strengthened Adidas’s position in the U.S. market.  They precisely came on par in competition with the American giant Nike, which held all the strong positions in that area. Adidas took this specific step with the aim of leveraging Reebok’s customer base, diverse advanced distribution systems, and overall market knowledge in a targeted manner.
Through a huge, advanced network of stores and online platforms, Adidas has rapidly expanded its entire business. The company operates its own flagship stores in key markets across the United States in a precise way. They also supply products selectively through outlets like Dick’s Sporting Goods and Foot Locker. As per Adidas (2025) in 2024, Adidas’ total global sales amounted to around 23.68 billion euros, with a significant contribution from the developed North American market. At the same time, the entire company is making substantial investments in advanced digital platforms. This is because most consumers today rely heavily on online shopping from various sources.
The main goal behind Adidas entering the market directly is to gain more control over better marketing operations in various ways. It starts with brand positioning, or correctly determining the brand’s place in the market, and then moves in different directions to ensure more control over marketing and product pricing in the right way (Adidas, 2025). Besides, this approach also makes it largely possible to quickly respond to all customer demands or preferences. However, just as this process requires significant investment, it also means facing intense competition from other sportswear brands like Nike in a very precise way. Even so, through consistent innovation, the right partnerships with pop culture or various types of popular culture, and strong OMM campaigns, Adidas has been especially successful in establishing itself as one of the top sportswear brands in the United States.  
In the end, it can be said that Adidas’ advanced strategy across the US market has quickly achieved long-term growth on an international level. It accurately highlights the importance of direct investment in rapidly securing key various competitive advantages.
[bookmark: _heading=h.kswkc4f5el1q]2.4 Evaluation of Ethical Issues Related to Adidas’s Marketing Mix in the United States s
Adidas is popular and has a strong position in the US sports sector. Because of its innovation in products, high marketing activities this organisation is able to maintain its reputation also. Though multiple ethical challenges have been raised from costing activities, sourcing of products as well as marketing practices.  
Product 
Ethical issues in global supply chain: Though Adidas supports green practices as well as consistent production, still the organisation has to deal with criticism related to worker situations as most of the factories noticed in developing nations (Zunocarbon.com, 2025). Moreover, stakeholders like customers and advocacy organisations question if employees included in manufacturing activities get fair pay along with position working conditions or not. Adidas has included sustainability in their production through Stan Smith and Ultraboost which is ethical (Adidas, 2023). Though Adidas need o ensure transparency in their activity or might be known as unethical behaviour or greenwashing.
 Pricing
 Adidas uses popular figures to show its premium position by partnering with celebrities. Moreover, such types of sportswear most of the time have a high cost that makes them rare for mass consumers (Pereira, 2024). Another example of their unethical activity is criticised for their collaboration Yeezy.
Promotion: Adidas depends highly on celebrity promotion, various influencers and players who can motivate customers buying intention. In the US, using people most of the time depends on influencer promotion. However, this type of promotion might cause ethical issues because of their high consumption with irrelevant presentation of lifestyle. Adidas and Parley shoes are produced from ocean plastic which can be included in ethical promotional practices.
	Marketing Mix Element
	Ethical Issue
	Evaluation

	Product
	Workers conditions in supplier factories.
	Safe workplaces, 
supply chain transparency.

	Price
	Premium pricing may decrease accessibility.
	Prices should reflect genuine value 
remain fair to consumers.

	Promotion
	Influencer and celebrity promotion could impact young consumers.
	Advertising should be transparent 
socially responsible.

	Place
	Global distribution increases carbon emissions.
	Continuous investment in sustainable logistics.

	People
	Fair treatment of workers 
	Ethical HR activities in strengthening stakeholder confidence.

	Process
	Transparency in sustainability reporting.
	Company disclosure helps avoid misleading claims.

	Physical Evidence
	Risk of greenwashing.
	Environmental claims should be supported through authentic proof


Table 3: Evaluation of Ethical Issues Related to Adidas’s Marketing Mix in the US
[bookmark: _heading=h.yz1g8vj85lyw]2.5 Recommendations for Adidas's Future International Marketing Strategies 
Adidas needs to take certain steps which can deal with transitions in customer’s choices, technological growth as well as sustainability demands. From the analysis certain Recommendations are given.
Sustainability-based marketing strategy 
First Adidas needs to increase its green promotional activities. Moreover, this organisation in the US as well as in Germany needs to deal with customers' growing concern related to sustainability issues and ethical activities. So, Adidas needs to maintain their investment in green products like carbon less materials along with product recycling. This can also align with the circular economy principle as well. The organisation needs to maintain fair environmental practices that can align with customer’s confidence and decrease worry related to greenwashing. 
Data analytics and artificial intelligence
The second suggestion is to ensure customer collaboration and customisation through using updated technology like AI and data analytics. Adidas advanced database promotion could align with customer’s demands in various nations and create customised marketing strategies (Sheridan, 2025). Moreover, customised suggestions, targeted online promotion as well as AI-based customer support have the ability to enhance customers' experience which could also enhance sale growth in global market. 
 Stronger localisation strategy
Adidas need to use strong regional principle that can ensure their international brand reputation. Additionally, customers choices might differ highly among the different nations because of their social, financial as well as cultural. In the context of Germany, promotional activities need to highlight sustainability, quality of products as well as innovation (Mintel, 2022). Comparatively in US it is necessary to concentrate on celebrity promotions, sports activities as well as lifestyle during promotions. 
Digital and e-commerce activities
Online shopping is developing in different countries especially among the various customers. So, Adidas also need to invest more into their websites, mobile app, as well as on virtual activities. 
Strategic partnerships with stakeholders
Adidas need to collaborate with both of their external and internal stakeholders which includes multiple players or athletes, sports companies as well as social media figures who have similarity with this organisation's goals. So, Adidas needs to maintain fair practices during promotions and identify partners that are aligned with inclusive and green practices. this will be crucial in improving credibility of Adidas and enhance conscious customer group.
	Recommendation Area
	Strategy
	Expected Benefit

	Sustainability
	High use of recycled materials 
	· Increased brand reputation 
· Attracts sustainability conscious consumers.

	Digital Marketing
	Increased AI-driven personalization, 
social media engagement, 
data analytics ability.
	· Increased customer experience, engagement, 
· sales performance.

	Market Localization
	Align marketing campaigns, products, 
promotional messages 
Regional cultural preferences 
	· Improves customer loyalty 
· Market relevance.

	E-commerce Expansion
	Invest in mobile commerce, 
direct-to-consumer platforms, 
omnichannel retail experiences.
	· Increases market reach 
· Profitability

	Emerging Market Growth
	high-growth markets in Asia, Africa, 
local partnerships.
	· Supports long-term global growth 
· Revenue diversification.

	Ethical Marketing
	Strengthen supply chain transparency 
celebrity partnerships.
	· Creates consumer trust 
· Decreases reputational risks.


Table 4: Recommendations for Adidas's Future International Marketing Strategies
[bookmark: _heading=h.j2vnenm4wsus]3. Section 2 
Description
In this study, I had to perform a detailed analysis on Adidas’s global promotional activities that can maintain its activity on both Germany and the United States. In this research analysis on different macro factors has been done through various model and framework that can examine cultural variation as well. For that usage of PESTEL, as well as Hofstede's Cultural Dimensions framework have been performed. Moreover, Adidas's STP model, examination on its market entry activities as well as marketing mix have been performed. in these reports ethical concern related to adidas’s promotional activities are also discussed. Significantly, multiple recommendations are given that can describe Adidas’s global promotional activities. Therefore, while performing this activity I was required to intense analysis on secondary data such as academic research papers, company data, industry reports as well as authentic dataset. In this study, secondary data was collected and analysed in the context of Adidas's global marketing practices. 
[image: Gibbs Reflective Cycle]
Figure 11: Gibbs model
(Source: McLeod, 2025)
Feelings
During the starting of this task, I was anxious and confident both to conducted detailed analysis on globally recognised like Adidas due to relatability with this organisation. Though I was also worried related to collecting enough proof or data about two different nations. Primarily I was unable to understand the complexity of the study. However, while performing, I had to deal with certain difficulties while performing in the context of two different countries. But as I was continuing to perform this study, I got more engaged in aspects like cultural differences, financial performance as well as politics that could impact promotional activities. Significantly, it was interesting for me to understand adidas’s ability to use promotional strategies that can align with various customer’s demands in both Germany and the United States. Moreover, after completion of this report I was able to enhance trust in performing global marketing examinations through various models and frameworks. 
Evaluation
Multiple areas of this study were completed successfully and also without much difficulties. Firsts is application of marketing models like PESTEL, STP, Hofstede's cultural framework as well as marketing mix that gave a structural understanding which supported me in managing data with theories and models consistently. Second is the usage of various academic data sources that helped in managing the quality and reliability of this work. Moreover, Adidas's data reflected the organisation's financial position along with other aspects like sustainability, strategy, as well as promotional practices. Moreover, along with this data academic papers are supported in understanding theoretical aspects of global promotional context. Though certain issues were identified while performing the report. The main issue is identifying regional and credible data usage in the context of Adidas's activities in two different countries. In most of the incident data was distributed within various sources which needed proper comparison and analysis. Another issue was to maintain analysis instead of writing a descriptive piece. I should work more than detailing and focus on more explanation though I tried to maintain that in the whole research. 
Analysis
This study presented the relevance of environmental analysis in the context of international marketing. From the application of the PESTEL model, I have noticed that multiple areas like political complexity, financial position, technological growth as well as social implication which could impact business activities within various markets. However, both Germany and the US are known as developed nations in which customer satisfaction and market varied significantly (Hult et al., 2022). From the Hofstede model it is identified how cultural aspects motivated customers demands. Moreover, ethical challenges are able to enhance my knowledge because of the high significance of CSR. Young customers want business organisations to maintain green practices, and consistent engagement. This report also improved my researching ability and from that different data my critical thinking also improved. 
Conclusion
From the analysis it is clear that this study improved my knowledge in international marketing. I was able to improve my real-life experience using various theoretical models. Moreover, from analysing a real multinational firm I was able to improve my understanding in cultural as well as ethical aspects also. From this assessment I was able to perform data-based analysis and decision–making that could maintain strategic alignment in international business situations. I have noticed better analytical ability and secondary data collection from authentic sources after this academic work. This will support career growth as well in future time.
Action Plan
In my further academic work and professional activities, I have decided to work more on my research ability from data collection that can include different types of academic sources. This can help me improve my understanding in analysis and collection of high-quality data sources. I tried to improve critical thinking which highlighted the analysis of data. Moreover, I will continue to improve my understanding about ethical and green practices in business activities because such aspects are getting more relevant in the global marketing aspect. The usage of this lesson can support me in creating better knowledge for both academic and career activities.
[bookmark: _heading=h.ey0trzxu3hoq]

4. Conclusion 
In this report analysis on Adidas's marketing practices has been conducted using two different nations such as Germany and US. The outcome has shown that Adidas needs to manage consistent brand reputation and its promotional activities are mainly motivated by various political, financial, environmental technological as well as cultural aspects. Both PESTEL and Hofstede indicated that it is relevant to align with global marketing activities that can align with regional market situations. Significantly, in this study Adidas's STP, marketing mix have also presented Adidas’s strategy to align with the demands of different customer groups. The examination on Adidas's market entry indicates its strategic collaboration, maintaining the reputation of the brand as well as continuous innovation to maintain growth in one of the highly competitive countries. Moreover, certain issues related ethical practices were also identified then suggestions were given from whole analysis. The study summarised that Adidas's growth in the global market is motivated by its ability to align with regional market and international brand reputation. 
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