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Executive Summary
This report evaluates adidas AG's potential entry into the Sri Lankan retail market using international marketing theory. It compares Sri Lanka with adidas's home market, Germany, to assess how differences in political, economic, legal, and socio-cultural environments influence international marketing strategy. Although adidas has an established manufacturing relationship with Sri Lanka through suppliers such as MAS Holdings and Brandix, it currently has no official retail presence in the country.
The report critically applies international marketing frameworks, including the Bartlett and Ghoshal Integration–Responsiveness Matrix, Segmentation, Targeting and Positioning (STP), the International Marketing Mix (7Ps), Hofstede's cultural dimensions, PESTLE analysis, and Dunning's Eclectic (OLI) Paradigm. These frameworks are used to evaluate both opportunities and risks while comparing Germany's mature retail environment with Sri Lanka's emerging market conditions.
The analysis finds that Sri Lanka offers attractive long-term growth potential because of rising consumer spending, increasing digital adoption, and a strengthening sports culture. However, challenges remain, including price sensitivity, economic volatility, regulatory uncertainty, and ethical concerns surrounding labour practices in global supply chains. Comparisons with Germany demonstrate that cultural differences, purchasing power, legal frameworks, and consumer expectations require adidas to adapt selected marketing activities while maintaining its global premium brand identity.
The report concludes that franchising, supported by carefully selected local retail partners and an omnichannel strategy, represents the most appropriate entry mode under current market conditions. Although alternative entry modes such as licensing, exporting, and wholly owned subsidiaries were considered, franchising provides the most effective balance between investment risk, local market knowledge, operational control, and future scalability. The report also recommends responsible sourcing, ethical supplier governance, digital marketing, gradual localisation, and continuous monitoring of Sri Lanka's economic recovery to support sustainable long-term market success.


Table of Contents 
Executive Summary........................................................................................................2
1.Introduction..................................................................................................................4
2. Section 1
Organisational Classification and Global Strategy..........................................................5
3. Segmentation, Targeting, and positioning………………………………………………………………………………..…….6
4. International Marketing Mix (7ps)……………………………………………………………………………….…………....8

5. Bartlett and Ghoshal Integration–Responsiveness Matrix and Hofstede's Cultural Dimensions: Implications for adidas's Entry into Sri Lanka
......................................................................................................................................14
6. Macro-Environmental Appraisal and Market Attractiveness.....................................16
7. MAS Holdings Case Study: Strategic Realignment and Implications for adidas’s Supply Chain................……………………………………………………………………...17
8. Table PESTLE Analysis: Germany Vs Sri Lanka…………………………………………………………………………………………..18
9. Synthesising the OLI (Electric paradigm) Framework………………………………………………………………………………….…19
10. Entry Mode Strategy………………………………………………………………………………………..21
11. Recommendations..................................................................................................22
12. Conclusion..............................................................................................................24
13. Section 2 Reflection................................................................................................24
13. References.............................................................................................................27
 
 










1. Introduction
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Figure 1: adidas brand logo
Source: adidas AG (2026)
International marketing enables multinational enterprises (MNEs) to expand beyond domestic markets by adapting products, communications, and operations to diverse economic, political, and cultural environments (Cateora, Gilly, and Graham, 2024). Rising global competition requires firms to balance worldwide brand consistency with local responsiveness, and this balance can only be judged meaningfully against a comparator: an MNE's strategy in an emerging host market makes sense only in relation to how it operates at home. This report, therefore, treats Germany, adidas's home market, as the explicit benchmark against which Sri Lanka, the prospective host market, is evaluated throughout.
Adidas AG is an appropriate case because it is one of the world's largest sportswear manufacturers, present in over 160 countries with a globally recognised brand identity (Adidas, 2025a), and competes against Nike and Puma through innovation, sustainability, and digital transformation. Although adidas sources apparel from Sri Lankan manufacturers, including MAS Holdings and Brandix, it has no retail presence there, creating an ambiguous relationship — a production node but no consumer market — that this report uses to test whether Sri Lanka justifies future investment.

The report first classifies adidas's global strategy, then applies STP and the 7Ps to Sri Lanka, weighing the commercial case for localisation against the risk to adidas's premium positioning in both cases. It then compares Germany and Sri Lanka using PESTLE and Hofstede's cultural dimensions, applies Dunning's OLI paradigm (including a critique of its limits for digital retail), evaluates entry-mode alternatives, and considers the ethical implications of the supplier relationship before presenting evidence-based recommendations. Throughout the report, Germany is used as the benchmark against which Sri Lanka's political, economic, legal, technological, and socio-cultural environment is evaluated to justify the proposed international marketing strategy and market entry mode.

Section 1
2. Organisational Classification and Global Strategy
Founded in 1949 in Herzogenaurach, Germany, adidas AG has become one of the leading multinational sporting goods companies, generating over €24 billion in revenue in 2025. The company operates in more than 160 countries, focusing on footwear, apparel, and accessories through various distribution channels. Adidas pursues a global growth strategy emphasising innovation, premium branding, and operational efficiency, investing in product development, sustainable materials, and digital technologies. Using Bartlett and Ghoshal's Integration–Responsiveness framework, adidas is seen as a transnational organisation that balances global branding with local market adaptations.
In major markets like Europe and North America, adidas invests heavily in local product development and infrastructure. In contrast, in smaller emerging markets such as Sri Lanka, it relies on distributors and franchise partners. This strategic approach maintains flexibility and minimises investment risks. Adidas's asset-light business model, which outsources manufacturing to specialised suppliers, helps achieve economies of scale while remaining responsive to local consumer needs. Partnerships with Sri Lankan manufacturers such as MAS Holdings enhance its global supply chain and sustainability goals, laying a strong foundation for potential expansion into emerging markets.


Figure 2: adidas Group Revenue by Region, FY2025
	
	
	
	
	
	
	
	
	
	

	
	



	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	





	
	
	
	
	
	
	
	

		
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	


Source: Author's illustration based on adidas AG (2025), Annual Report 2025.

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	

	


3.Segmentation, Targeting, and Positioning (STP): Comparative Analysis of 
Germany 
and Sri Lanka


	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	

	Figure 3 STP Pyramid 



	
	
	
	
	
	
	
	
	

	

Figure 1: Adidas STP Strategy for Sri Lankan Market

Source: Adapted from Kotler and Keller (2024).
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	

	Segmentation, Targeting, and Positioning (STP) are essential strategies that enable multinational 
companies like adidas to effectively identify and engage with attractive customer segments while 
optimising resource allocation. The differences in STP strategies between Germany, adidas's home 
market, and Sri Lanka, an emerging market, are significant due to variations in income levels, 
consumer behaviour, and market maturity. In Germany, the market is mature and characterised by
 well-defined consumer segments based on lifestyle and sports participation, with a strong emphasis on sustainability. Adidas can utilise advanced behavioural and psychographic segmentation strategies in 
this environment. Conversely, in Sri Lanka, which is still developing, consumers are primarily 
segmented by urbanisation and an increasing interest in fitness, while also showing greater price 
sensitivity. In this context, economic conditions necessitate a focus on demographic and income-based segments.
When it comes to Targeting, adidas effectively focuses on multiple premium segments in Germany,
 including professional athletes and consumers who prioritise sustainability and have high 
purchasing power. In Sri Lanka, however, the brand targets young professionals and fitness
 enthusiasts while employing strategies to maintain its premium image.
Positioning is another crucial aspect where adidas excels. In Germany, the brand positions itself as 
an innovative, premium sports label, supported by strong brand loyalty and a rich heritage. In 
contrast, in Sri Lanka, adidas is portrayed as an aspirational brand that offers quality and 
performance, carefully balancing global prestige with local affordability.
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4. International Marketing Mix (7Ps): Germany and Sri Lanka

The international marketing mix (7Ps) enables multinational organisations to balance global standardisation with local adaptation. Adidas, headquartered in Germany, has developed a strong global brand identity based on innovation, sustainability, performance and premium positioning. However, successful international expansion requires adaptation to local economic conditions, cultural preferences and consumer behaviour (Kotler and Keller, 2024). Therefore, adidas should maintain consistency in Germany while modifying selected elements of the marketing mix for Sri Lanka.




Product

In Germany, adidas is viewed as a premium brand known for its innovative and sustainable sportswear. German consumers prioritise product quality and environmental responsibility, aligning with adidas's initiatives, such as the use of recycled materials (Adidas, 2025a).In Sri Lanka, adidas should uphold global quality standards while adapting products for local preferences. The tropical climate necessitates lightweight sportswear, and cricket's popularity suggests a focus on relevant collections. Affordable footwear options could appeal to middle-income Millennials and Generation Z consumers who value international brands but remain price-conscious (Deloitte, 2024). 
Advantages:
· Germany strengthens adidas's reputation for innovation and sustainability.
· Sri Lanka's adaptation improves accessibility and market acceptance.
· Younger Sri Lankan consumers gain access to a globally recognised brand.
Risks:
· Excessive adaptation may weaken adidas's premium global identity.
· Lower-priced products may create perceptions that adidas is becoming less exclusive.
Price

In Germany, adidas follows a premium pricing strategy based on technological innovation, quality and strong brand equity. German consumers generally have higher purchasing power and are willing to pay premium prices for sustainable and high-performance products (McKinsey and Company, 2024).
In Sri Lanka, purchasing power is significantly lower, requiring greater pricing flexibility. Adidas should avoid reducing prices across all its products, as this could damage its premium positioning. Instead, a tiered pricing approach should be introduced, offering premium collections for affluent consumers and entry-level products for price-sensitive Millennials and Generation Z customers.
Advantages:
· Premium pricing in Germany protects profitability and brand prestige.
· Flexible pricing in Sri Lanka increases market penetration.
· Student discounts and loyalty schemes can attract younger consumers.
Risks:
· Excessive discounting in Sri Lanka may reduce perceived brand value.
· High prices may restrict accessibility among Sri Lankan consumers.
· 
Place

In Germany, adidas benefits from a mature retail infrastructure, including flagship stores, specialist sports retailers, e-commerce platforms and direct-to-consumer channels. Digital shopping adoption is high, allowing adidas to maintain strong customer relationships through online platforms (Adidas, 2025b).
In Sri Lanka, adidas should adopt a more cautious distribution strategy due to the market's size, regulatory limitations, and infrastructure differences. Strategic partnerships with established local retailers, franchise models and a stronger online presence would reduce investment risk. An omnichannel approach would allow younger consumers to combine online convenience with physical retail experiences.
Advantages:
· Germany provides a strong foundation for global distribution.
· Sri Lanka partnerships reduce market-entry costs.
· E-commerce improves national accessibility.
Risks:
· Franchise partnerships may reduce adidas's control over brand standards.
· Logistics challenges may affect delivery speed and customer satisfaction.
Promotion

In Germany, adidas promotes itself through global campaigns focused on innovation, athlete performance, sustainability and cultural influence. Sponsorships with international athletes and sporting organisations strengthen its global brand reputation (Adidas, 2025a).
In Sri Lanka, promotional strategies should be locally adapted. Adidas should collaborate with cricket players, fitness influencers, universities and sporting communities. Social media platforms such as Instagram, TikTok and YouTube are particularly important because Millennials and Generation Z are highly influenced by digital content and online communities (Deloitte, 2024).
Advantages:
· Global campaigns maintain brand consistency.
· Local influencers improve cultural relevance.
· Digital marketing reaches younger consumers effectively.
Risks:
· Over-localisation may weaken adidas's international identity.
· Dependence on influencers may create reputational risks.
People

In Germany, adidas employees operate within a highly developed retail environment where customers expect expert advice, efficient service and strong sustainability knowledge. Employee expertise supports adidas's premium customer experience.
In Sri Lanka, adidas should recruit and train local employees who understand consumer behaviour, language and cultural expectations. Staff training should focus on product knowledge, customer service and communicating adidas's sustainability values.
Advantages:
· German employees reinforce global brand standards.
· Sri Lankan employees improve cultural connection.
· Better service strengthens customer loyalty.
Risks:
· Training costs increase operational expenses.
· Inconsistent service quality between countries may affect brand perception.
Process
In Germany, adidas benefits from advanced digital systems, efficient logistics networks and integrated online-offline shopping experiences. German consumers expect fast delivery, secure payments and convenient returns.
In Sri Lanka, adidas should gradually develop similar processes while accounting for local infrastructure limitations. Digital payment systems, efficient inventory management and reliable delivery networks are essential for improving customer satisfaction.
Advantages:
· German processes provide operational efficiency.
· Sri Lankan digital expansion improves customer convenience.
· Omnichannel retail supports younger consumers.
Risks:
· Technology investment costs may be high.
· Supply chain disruptions could affect product availability.
Physical Evidence

In Germany, adidas stores represent the company's premium global identity through modern design, innovative displays, sustainability features and high-quality customer environments.
In Sri Lanka, adidas should replicate the international store experience while incorporating appropriate local elements. Premium store design, authentic products, sustainable packaging and professional online platforms can increase consumer trust and reduce concerns about counterfeit products.
Advantages:
· Consistent physical evidence strengthens global brand recognition.
· Premium environments support higher prices.
· Authentic stores reduce counterfeit risks.
Risks:
· Maintaining premium stores increases costs.
· Excessive investment may be challenging in a smaller market.
The comparison demonstrates that adidas should adopt a globalisation strategy that combines its German global strengths with Sri Lankan market adaptation. Germany provides adidas with strong brand legitimacy, technological capability and premium positioning, while Sri Lanka offers growth opportunities among younger, digitally connected consumers. Millennials and Generation Z are particularly attractive because they are more engaged with sports, fashion, sustainability and social media-based brand communities (Deloitte, 2024).
However, adidas must carefully balance affordability and accessibility in Sri Lanka without damaging its premium identity. The strategic challenge is not simply about reducing prices but about creating perceived value through appropriate product ranges, digital engagement, and culturally relevant marketing.
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Figure 4: Bartlett and Ghoshal (1989) Integration-Responsiveness Matrix applied to adidas
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Figure 4: Bartlett and Ghoshal Integration–Responsiveness Matrix applied to adidas
[bookmark: X2ffc258749f2395d3a2ca891e5aa2513a8efeaf]Source: Adapted from Bartlett and Ghoshal (1989), with author analysis based on adidas AG (2025).
The Bartlett and Ghoshal (1989) Integration–Responsiveness (I–R) Matrix explains how multinational enterprises (MNEs) balance two competing strategic pressures: global integration, which emphasises worldwide efficiency through standardisation and economies of scale, and local responsiveness, which focuses on adapting products, marketing and operations to local market conditions. The framework identifies four strategic orientations: international, global, multinational and transnational (Bartlett and Ghoshal, 1989).
Adidas is best positioned within the transnational strategy, where both global integration and local responsiveness are high. The company maintains a globally consistent brand identity through its three-stripe logo, proprietary technologies such as Boost and Primeknit, global athlete sponsorships and centralised product development, enabling economies of scale in research, procurement and marketing (Adidas AG, 2025). Simultaneously, adidas adapts pricing, product assortment, retail channels and promotional campaigns to reflect differences in consumer purchasing power, fashion trends and sporting cultures across markets.
For Sri Lanka, this balance is particularly important. Although the economy is recovering following IMF-supported reforms, consumer purchasing power remains lower than in developed markets, and price sensitivity is high (World Bank, 2025). Consequently, adidas cannot rely solely on its standardised premium strategy. Instead, selective localisation through affordable product ranges, climate-appropriate apparel, digital retailing and partnerships with established local distributors can improve market acceptance while preserving the global brand image.
5.1 Hofstede's Cultural Dimensions and Market Entry
While the I–R Matrix explains how adidas should organise its international strategy, Hofstede's Cultural Dimensions Theory explains why local adaptation is necessary. Hofstede (2001) argues that national cultures influence consumer behaviour, communication styles and purchasing decisions through dimensions including power distance, individualism, uncertainty avoidance, masculinity, long-term orientation and indulgence.
Germany and Sri Lanka differ considerably across these dimensions. Germany is characterised by low power distance, high individualism, and low-context communication, which encourage consumers to value innovation, performance, and personal achievement. In contrast, Sri Lanka exhibits higher power distance, greater collectivism, and a stronger long-term orientation, meaning that family, community, and trust relationships influence purchasing decisions more. These cultural differences suggest that marketing messages successful in Germany cannot simply be transferred unchanged to Sri Lanka.
For adidas, Hofstede's framework supports adapting promotional campaigns by emphasising community participation, cricket and football development programmes, local athlete endorsements and family-oriented branding while maintaining the company's global identity. Product offerings should also reflect local income levels and climatic conditions without diluting adidas's premium positioning.
5.2. Critical Evaluation
The transnational strategy remains the most appropriate approach for adidas's expansion into Sri Lanka because it integrates the strategic strengths of both frameworks. Bartlett and Ghoshal provide the organisational logic for balancing global efficiency with local responsiveness. In contrast, Hofstede explains the cultural adaptations required to achieve market acceptance. A purely global strategy would overlook Sri Lankan cultural and economic differences, while a fully multinational strategy would increase costs and weaken global brand consistency. Therefore, combining a transnational strategy with Hofstede-informed cultural adaptation offers the most suitable market-entry approach, enabling adidas to leverage its global competitive advantages while responding effectively to Sri Lankan consumer behaviour and local market conditions.
6. Macro-Environmental Appraisal and Market Attractiveness
Host country analysis: Sri Lanka
Sri Lanka lacks a significant presence of Adidas. No company-owned stores, franchise, or distribution exists; the official adidas.com/lk site is inactive. Adidas products reach consumers through retailers such as Odel, online marketplaces such as Daraz, Kapruka, and Ubuy, airport duty-free shops, and resale on platforms such as ikman and Facebook Marketplace (Odel.lk, 2026; Daraz.lk, 2026). This indirect demand-led presence indicates latent consumer interest but no formal market investment, thereby justifying the classification of Sri Lanka as a “no significant operational presence” case. Meanwhile, Adidas has long operated as a sourcing location, with Tier 1 manufacturers such as MAS Holdings and Brandix producing apparel for Adidas’s global supply chain (WWD, 2026; LinkedIn/Terence, 2026). This dual relationship — no retail market, but a production node — is key to the OLI analysis and will be critically examined in the upcoming case study.
7. MAS Holdings Case Study: Strategic Realignment and Implications for adidas’s Supply Chain

MAS Holdings, established in 1987, is a major apparel manufacturer in South Asia and Sri Lanka’s leading apparel exporter, specialising in sportswear and performance apparel for global brands like adidas and Nike. As a Tier 1 supplier, MAS has leveraged advanced manufacturing and sustainability practices to become a key partner for multinational companies (MAS Holdings, 2026).
In 2026, MAS announced the closure of its Methliya manufacturing facility, affecting 2,200 employees, as it shifts toward higher-value textile activities such as knitting and dyeing. This restructuring reflects an industry trend away from labour-intensive garment assembly towards technology-driven manufacturing to adapt to rising labour costs and changing global competition (Global Textile Times, 2026).
For adidas, this transformation presents both opportunities and risks. Enhanced capabilities in fabric development can support adidas’s strategies for flexibility and innovation while reducing reliance on fully owned operations (Adidas AG, 2025). However, the closure also exposes vulnerabilities in global supply chains, highlighting potential risks in relying on fewer specialised suppliers.
Ultimately, the MAS case underscores the need for balancing efficiency and resilience in supply chain management. As MAS shifts toward higher-value manufacturing, adidas must continuously assess suppliers' capabilities and geographic risks to ensure supply continuity.












8.Top of Form
Bottom of Form
 Table 1: PESTLE Summary — Factors Most Relevant to adidas’s Entry into Sri Lanka
	PESTLE Factor
	Germany (Home Market)
	Sri Lanka (Host Market)
	Marketing Implication for adidas

	Political
	Stable parliamentary democracy, predictable EU regulations, low investment risk.
	Political stability improving under IMF programme, but policy uncertainty and GSP+ review remain.
	adidas should use a low-risk, reversible entry mode (franchise/distributor) rather than direct investment in Sri Lanka.

	Economic
	High-income, mature economy with stable purchasing power and low growth.
	Recovering economy with around 5% growth but inflation and lower disposable income.
	Germany supports premium pricing, whereas Sri Lanka requires tiered pricing and affordable entry-level products.

	Social
	Individualistic, achievement-oriented consumers.
	Collectivist, family-oriented culture with cricket as the dominant sport.
	Marketing messages should focus on community, family and local sports rather than purely individual achievement.

	Technological
	Advanced digital infrastructure, high internet penetration and mature e-commerce.
	Growing but less developed digital infrastructure and online retail.
	adidas should introduce a mobile-first e-commerce platform with gradual digital expansion.

	Legal
	Strong intellectual property protection and unrestricted foreign ownership.
	Foreign ownership restrictions, weaker trademark enforcement and greater counterfeit risk.
	adidas should partner with a local retailer while retaining control of its digital platform.

	Environmental
	Strict EU sustainability regulations and environmental standards.
	Greater climate risks and weaker environmental enforcement.
	adidas should maintain its own global sustainability standards throughout its Sri Lankan operations.


Compiled by the author using the IMF (2026), the World Bank, and the Adidas Annual Report (2025).






9. Synthesising the OLI (eclectic paradigm) framework
.Dunning’s Eclectic Paradigm suggests that multinational enterprises (MNEs) pursue foreign direct investment (FDI) when ownership (O), location (L), and internalisation (I) advantages align (Dunning, 1988). For Adidas's potential expansion into Sri Lanka, it can leverage its strong brand equity, proprietary technologies, endorsement network, and digital marketing capabilities—hard for local competitors to replicate. Sri Lanka offers location advantages like a skilled labour force and a robust export-oriented apparel industry, but challenges such as a small domestic market and economic instability should be considered. The country is better suited as a manufacturing and digital commerce hub rather than a significant consumer market. Internalisation advantages allow Adidas to control critical operations, protecting its brand from unauthorised imports. While Adidas has solid ownership advantages, Sri Lanka's moderate location advantages and limited market scale suggest a staged entry strategy with local partnerships and a focus on digital internalisation would be most effective.
Figure 5: Dunning’s OLI (Eclectic Paradigm) Applied to Sri LankaInternalisationalisation


Figure 5: OLI Framework applied to Sri Lanka.  Source: adapted from Dunning (1988).

[bookmark: __RefHeading___Toc778_2770644630][bookmark: X4b4e7bcf544f5ca834f4db7b0b8957f081e0b93]10. Entry Mode Strategy and Strategic Synthesis

Adidas follows a gradual international expansion strategy, entering new markets through lower-risk modes before increasing investment as uncertainty decreases (Johanson and Vahlne, 1977). The company commonly uses licensing, distributors, franchising, and wholesale partnerships in emerging markets before committing to higher levels of ownership.
India illustrates this approach. Adidas entered into a licensing agreement with Bata India (1989), formed a joint venture with Magnum International (1996), and later established a wholly owned subsidiary (2006). This staged progression demonstrates how Adidas adapts its entry mode according to market potential, regulations, and business performance. The same approach supports a joint venture as the most suitable entry mode for Sri Lanka, balancing market access with lower investment risk.

a)Critical Evaluation of Alternative Entry Modes for Sri Lanka
Licensing is less appealing for Adidas due to its need for consistent global branding and product quality, risking consumer experience and imitation. While a strategic alliance or joint venture offers local insights, Sri Lanka's economic uncertainty and market size limit substantial investment now. Exporting lacks strategic commitment, limiting influence over retail execution and customer relations. A wholly owned subsidiary carries too much risk given Sri Lanka's demographics and economic volatility. Thus, franchising with a reliable local partner presents the best option, balancing market knowledge with lower financial risk while upholding brand standards.




Table 2: Entry-Mode Comparison for Sri Lanka
	Dimension
	Franchise / Distributor
	Joint Venture
	Wholly-Owned Subsidiary

	Capital commitment
	Low
	Moderate (c. US$2–5m, per India precedent)
	High (≥ US$5m to clear ownership threshold)

	Political/financial risk borne by Adidas
	Low — transferred to partner
	Shared
	High — full FX and policy exposure

	Control over brand/pricing
	Moderate (contractual standards)
	Higher
	Full

	Speed to market
	Fast
	Moderate
	Slow

	Flexibility to exit/scale down
	High
	Moderate
	Low

	Fit with current Sri Lanka risk profile
	Best fit now
	Fit once IMF programme/FX proven stable
	Fit only once market scale is demonstrated






11.Recommendations
Sri Lanka offers a strong growth opportunity for adidas due to its expanding middle-income base and increasing interest in sports products. However, factors such as macroeconomic uncertainty and political risk make high-commitment investments risky (Kotler and Keller, 2024). Therefore, adidas should pursue a phased market-entry strategy through franchising with a local partner and support it with an e-commerce platform to better control the brand.
Franchising strikes the right balance between operational control and investment risk compared to alternatives like exporting or wholly owned subsidiaries (Root, 1994; Hill, 2022). Continuous monitoring of indicators such as IMF program implementation and consumer spending trends is essential before further investments.
Additionally, leveraging relationships with local manufacturers like MAS Holdings can enhance operational efficiency and provide a solid foundation for expansion. This approach aligns with the gradual internationalisation process explained by Johanson and Vahlne (1977) and is supported by Dunning's (1988) Eclectic Paradigm, which advocates increasing market commitment only when justified by advantages.

Conclusion 
This report has critically evaluated Adidas's potential expansion into Sri Lanka using a range of international marketing and business frameworks. Through comparative analysis of Germany and Sri Lanka, the report demonstrated how differences in political, economic, legal and socio-cultural environments influence international marketing decisions and market entry strategies (Kotler and Keller, 2024). The application of the STP framework and the International Marketing Mix (7Ps) showed that adidas must balance global standardisation with local adaptation to meet Sri Lankan consumer needs while maintaining its premium brand positioning (Kotler and Keller, 2024). Comparative PESTLE and Hofstede analyses highlighted significant differences between Germany's mature market and Sri Lanka's developing economy, demonstrating that cultural and environmental factors require carefully tailored marketing strategies (Hofstede, 2001). Furthermore, Dunning's Eclectic (OLI) Paradigm confirmed that adidas possesses strong ownership advantages. At the same time, Sri Lanka offers attractive location advantages through its established apparel industry, although the framework has limitations in explaining digital retail expansion (Dunning, 1988). After critically evaluating alternative entry modes, the report concludes that franchising is the most appropriate strategy because it provides the best balance among operational control, investment risk, and local market knowledge (Root, 1994; Hill, 2022). Finally, long-term success will depend on ethical supply chain management, sustainable business practices, digital innovation and continuous monitoring of Sri Lanka's evolving business environment, enabling adidas to achieve sustainable international growth while protecting its global brand reputation (Porter, 1986; Kotler and Keller, 2024).

[bookmark: __RefHeading___Toc780_2770644630][bookmark: section-2-reflective-account]Section 2:
 Reflection
This reflection applies Gibbs' Reflective Cycle (1988) to evaluate my learning throughout the preparation and revision of this international marketing report. Gibbs' model provides a structured approach to reflection through six stages: description, feelings, evaluation, analysis, conclusion and action plan (Gibbs, 1988). Reflective practice is recognised as an important process for developing critical thinking and continuous professional learning, particularly at the postgraduate level (Moon, 2004).
Description
This report analysed adidas's potential expansion into the Sri Lankan market using international marketing frameworks, including STP, the International Marketing Mix (7Ps), and PESTLE. After submitting the draft, I received feedback from my lecturer, Aso Abdullah, who praised the strong understanding of these frameworks but suggested improvements. Recommendations included enhancing the comparison between Germany and Sri Lanka, increasing critical analysis, providing better justification for strategic recommendations, improving the evaluation of alternative market entry modes, and refining the overall professional presentation of the report.

Feelings
Initially, I felt encouraged because the feedback acknowledged the strengths of my research and application of advanced theoretical frameworks. This increased my confidence that I had developed a solid understanding of international marketing concepts. At the same time, I recognised that I had focused more heavily on describing Sri Lanka than critically comparing it with Germany. I also realised that I had concentrated on explaining what adidas should do rather than fully justifying why particular strategic decisions were preferable and discussing their potential risks. Although the amount of revision required seemed challenging, I saw the feedback as an opportunity to improve both the report's quality and my academic writing skills.
Evaluation: The lecturer's feedback clearly identified both strengths and weaknesses in my work. A notable strength was my effective integration of various international business frameworks into a comprehensive analysis of adidas's expansion strategy. However, certain sections were overly descriptive rather than analytical. Specifically, the discussions on STP and the 7Ps outlined suitable marketing strategies but failed to evaluate their advantages, limitations, and strategic implications consistently. Furthermore, while franchising was identified as the preferred market entry strategy, it was imperative to provide a more critical comparison with alternative methods such as exporting, licensing, strategic alliances, and wholly owned subsidiaries. The feedback also underscored the necessity of professional presentation in postgraduate work, including the use of an automatic table of contents, consistent formatting, and precise figure numbering.
Analysis
Reflecting on the feedback improved my understanding of the difference between descriptive writing and critical analysis. At the postgraduate level, it is essential to evaluate alternatives, justify decisions with evidence, and acknowledge limitations (Cottrell, 2023). Revising this report strengthened my ability to compare Germany and Sri Lanka and apply international business theories to real-world marketing decisions. It also reinforced the importance of evidence-based decision-making by evaluating different market entry modes before concluding that franchising was the most suitable option for Sri Lanka. Finally, a critical review of Dunning's OLI Paradigm highlighted the need to consider the limitations of traditional theories in today's digital business environment.
Conclusion
This assignment enhanced my understanding of international marketing strategy, comparative country analysis, and strategic decision-making. The revision process improved my critical thinking skills, my ability to justify recommendations with academic evidence, and my professional report-writing capabilities at MBA Level 7. I now recognise the importance of comparing home and host markets, evaluating strategic alternatives, and supporting conclusions with theory and evidence.
Action Plan
For future assignments, I will align the report structure with the assessment criteria from the beginning, prioritise comparative analysis over mere description, and critically evaluate both the strengths and limitations of my recommendations. I will also enhance my planning by creating original diagrams, maintaining professional formatting, and reviewing the assessment brief before submission. Finally, I will continue to strengthen my critical thinking through broader engagement with academic literature and reflective practice (Gibbs, 1988; Moon, 2004).
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