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Executive summary
This report evaluates and contrasts Adidas' marketing strategies in Germany with that of India on the international market. Germany has more to offer as an economically stable place, with a higher purchasing power, greater digital maturity and regulatory predictability, and India has more to offer as a place of growth, demographic scale and sporting opportunities, the analysis finds. There are also cultural differences that impact strategies with more individual and performance-based communication styles in Germany, with a strong reaction to collective identity, aspiration and cricket-related promotion in India. Adidas has a clear company image that is based on the concept of performance, innovation and lifestyle, but it has to differentiate its segmentation, targeting, product focus, pricing, promotion and distribution in line with local market conditions. Its ‘localisation, then organisation’ approach proved to be largely successful, even though maintaining franchise consistency and accessibility is a challenge in some regions. The ethical assessment points to inclusive and environmental campaigns that have been beneficial, and to issues of sustainability communication and supply-chain responsibility. Recommendations for the report involve making the products easier to perform, better targeting of tier-two cities, greater franchise governance, clear environmental claims and better monitoring of suppliers. The reflective component is used for the assessment of research skills, source selection, critical comparison and future research improvement through Gibbs' cycle.
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[bookmark: _Toc237399066]1. Introduction
The company Adidas AG is a German sports goods company established by Adolf “Adi” Dassler in Herzogenaurach in 1949. The company develops and sells its shoes, clothing and accessories globally and is governed by the purpose ‘Through sport, we have the power to change lives' (adidas AG, 2025). It has as its home market Germany, and India is its host market. Adidas arrived in India in 1996 through its wholly owned subsidiary and subsequently formed a joint venture with Magnum International Trading Company which was followed by the expansion of stores, franchise stores, and digital platforms (IndiaRetailing, 2023). This report examines the two markets with the PESTLE analysis, the six dimensions of Hofstede, STP and the international 7Ps, as well as the evaluation of market entry into India and both ethical and unethical practices, recommendations and the research process using Gibbs’ Reflective Cycle. It says that the world's brand consistency must be achieved at the local level through the targeting, pricing, promotion and distribution.
[bookmark: _Toc237399067]2. Comparative Macro-environmental and Cultural Analysis 
[bookmark: _Toc237399068]2.1 PESTLE Framework 
PESTLE is an analysis tool that helps identify the political, economic, social, technological, legal and environmental factors that influence an organisation's strategic decisions (Whittington et al., 2023). Adidas's use of it in international marketing is to systematically compare the market attractiveness, exposure to external risk and the amount of adaptation needed in Germany and India. 
[image: ]
Figure 1: PESTLE Analysis (NMBL Strategies, 2023)

[bookmark: _Toc237399069]2.2 Political Environment 
Germany provides a favourable political environment as EU membership offers a predictable regulatory and trading system supporting long-term investment and distribution. Institutional risk is relatively low. India is broadly favourable because the single-brand retail policy permits 100% foreign investment through the automatic route. However, local-sourcing requirements, customs procedures and administrative complexity increase operating and supply-chain risk (DPIIT, 2020). Thus, Germany is more favourable for regulatory stability, whereas India offers stronger expansion potential but greater institutional complexity.
Germany's political climate is favourable to the business; EU membership guarantees a stable trading and regulatory framework that facilitates long term investment and distribution (European Commission, 2024). The risk level in the institutions is relatively low. India is broadly favourable as the single brand retail policy allows 100% foreign investment through automatic route. However, operating and supply chain risks (DPIIT, 2020) will be raised due to the local sourcing requirements and customs procedures, and the administrative complexity. In this regard, Germany is more conducive with regulatory stability while India has the more promising growth opportunities yet more institutional complexities.
[bookmark: _Toc237399070]2.3 Economic Environment
There is a significant difference in economic conditions. The GDP per capita in 2025 was around US$60,496 in Germany as compared with US$2,703 in India and the growth of real GDP was 0.2% and 7.6% respectively (World Bank, 2025). Germany has a favourable position with premium, due to high purchasing power, but the lack of growth restricts growth. India is an interesting but mixed case for long-term growth: while its growth and population size promise good demand potential, its purchasing power is low. Adidas needs to expand into more price ranges, buy local and do assortments based on segments, but not compromise its image of being aspirational.


[bookmark: _Toc237399071]2.4 Social Environment
Demand drivers vary between the two countries, which have favourable social conditions. Football and running and outdoor activities, all of which have a strong connection with Adidas's performance history, are the defining elements of Germany. Urbanisation, cricket, fitness and athleisure are all avenues offered by India. Differences are reflected in the sport of football and the Berlin marathon in Germany, as well as its national cricket-team partnership and merchandise in India (adidas, 2025). The issue here is the adaptation of the sporting associations and communication to local interests.
[bookmark: _Toc237399072]2.5 Cultural Environment Using Hofstede’s Model
Germany got a score of 35/79/66/65/57/40 in terms of Power Distance, Individualism, Masculinity, Uncertainty Avoidance, Long-term Orientation and Indulgence respectively and India got 77/24/56/40/51/26 respectively (The Culture Factor, 2024). Individual achievement, technical performance and self-expression are better communication themes in Germany, as the power distance is lower and there is a higher degree of individualism. These ideas of team identity, sports heroes and stories about national teams are more relevant, however, in India, which is a more collectivist society. Both cultures are achievement oriented, and position for competitive performance. The greater uncertainty avoidance of Germans also makes the assurance of quality, authenticity and product information more important, while the lower indulgence of Indians puts more emphasis on product value justifications.
Both have a favourable cultural environment, however in India, more needs to be done to localise. Hofstede is helpful for systematic comparison but also, the national averages can mask regional, generational and socioeconomic differences and stereotyping can result from using Hofstede (Connell et al., 2023). This is particularly the case in India due to the diversity. The current lack of integration between Adidas and Hofstede means that segment-level behavioural, sales and campaign-response data should be triangulated with Hofstede.


Table 1: Hofstede Cultural Comparison between Germany and India
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Source: The Culture Factor (2024).
[bookmark: _Toc237399073]2.6 Technological Environment 
Germany has a highly favourable technolinguistic environment whereas India has a favourable but uneven technolinguistic environment. In early 2025, Germany had an internet penetration rate of 93.5%, whereas India had 806 million users of the internet (DataReportal, 2025). Germany is a digital-ready country, which enables an omnichannel approach and personalisation. India provides digital scale via mobile commerce and digital payments but access and service quality is a challenge. Adidas' focus now needs to be on enhancing the reliability of inventory integration and fulfilment in India. 
[bookmark: _Toc237399074]2.7 Legal Environment 
The legal landscape in Germany is favourable, as EU consumer, privacy and standards on environmental claims regulations enhance transparency, consumer confidence and consumer protection from misleading environmental claims. But it has unfavourable effects on the higher compliance costs and greater reporting requirements. There are additional favourable in disclosure, grievance management and data protection in India, through the Consumer Protection (E-Commerce) Rules, 2020 and Digital Personal Data Protection Act, 2023. But these conditions are unfavourable as it adds to the administrative and compliance burden of Adidas (Department of Consumer Affairs, 2020; Government of India, 2023).

[bookmark: _Toc237399075]2.8 Environmental Environment
The environmental conditions in Germany are favourable due to EU circular-economy policies, which offer opportunities for Adidas to develop recycled materials, enhance product footprints, and bolster sustainable positioning. But it is unfavourable since more in-depth examination of green washing raises the risks of reputation and compliance. Opportunities for sourcing and market growth are favourable, while fragmented suppliers, resource consumption, and waste-management issues are unfavourable factors that make it more difficult for India to oversee its environment. Addressing these concerns with Adidas's sustainability reporting and supplier disclosure is a positive step, but this needs to be complemented with credible, independent and product-specific evidence (adidas, 2025). 
[bookmark: _Toc237399076]2.9 Comparative Synthesis: Similarities and Differences 
In general, the conditions in Germany are more favourable to the purchasing power, institutional stability, digitalisation and regulatory certainty, while India is more favourable for the demographic scale and long-term economic growth. But India has need of more adaptation in the pricing and communication, distribution and supply chain management. Adidas should thus safeguard the worldwide uniformity of the brand while at the same time making strategic changes in the affordability, sportiness, communication and accessibility of the product to the niche markets..
[bookmark: _Toc237399077]3. Comparative STP Analysis 
[bookmark: _Toc237399078]3.1 Market Segmentation in Germany and India 
In Germany and India, Adidas segments markets based on demographic, geographic, psychographic and behavioural segments, with a varying focus on these segments depending on the purchasing power, sporting culture and market development. Demographically, the brand targets men, women and children with performance and lifestyle products in both markets. Though Germany's consumers are more empowered, India's demand for premium footwear and collaborations is more from a wider price band as it is the market of students, professionals, families and aspirational middle class consumers (adidas, 2025).
Geographically, Germany's experience and well-developed retail and online network allows for nationwide coverage. Greater adaptation is needed in India as the income is different in various parts of the country, climate, sports and delivery ability is different. Tier-two cities have room for growth in mobile commerce and in having more goods and services available. This comparison indicates that in terms of prioritisation of consumers and channels, Adidas has been impacted by market development.
Psychographically, VALS is used to understand consumer motivations. The Germans are likely to be divided into two groups: Innovators who are concerned about sustainability and Makers who appreciate the practical use of the product. While Experiencers in India could be influenced by streetwear, novelty culture and celebrity brands, Achievers are more likely to be swayed by established brands as a sign of achievement and progress (Kotler et al., 2022). The classifications should be provisional as people have different motives for purchasing and on different occasions.
Behaviourally, Adidas targets athletes, fitness participants, fashion consumers and sports fans in both countries. German consumers might focus on the technical performance, durability and sustainability of the product, whereas the Indian consumers might focus on all these attributes plus be cricket obsessed, aspirational and price sensitive.
[bookmark: _Toc237399079]3.2 Target-Market Strategy
The strategy that is being adopted by the Adidas is mainly differentiated targeting strategy. In Germany, the different categories of football, running, outdoor, women's and Originals cater to the different performance and lifestyle demands. The same is done in India, by using cricket-specific clothing, shoes and national team clothes (adidas, 2025). Both markets have Young urban consumers, active adults and sports supporters as important targets but India's cricket fan base is a local unique target. Increase differentiation to make it more relevant, but too much may drive up costs and negatively impact a brand's consistency. 
[bookmark: _Toc237399080]3.3 Brand Positioning in Germany and India 
Adidas is a combination of attribute-and-benefit positioning and user-and-lifestyle positioning. It is based on its performance, innovation, quality and design, supported by its footwear, sport collaborations and Originals collection (adidas, 2025). Football heritage, a national team and a Berlin Marathon combined with product engineering create a performance-based image in Germany. For the Indian side, global credibility is achieved through the Indian cricket team, clothing, and celebrities and street fashion, which is an aspirational mix of sporting, fashion, and national identity.
Thus, the positioning is at its core standardised, but locally expressed. Product technology and high-end pricing convey competence, athlete association helps to build credibility, Originals and collaborations allow for self-expression and digital promotion extends cultural relevance. But, for Adidas there is a need to avoid the possibility of imputed in-achievability in India, while for the Germans, it is a need to differentiate itself from Nike and Puma's similar claims of innovation. 
[image: ]
Figure 2: Perceptual Map of Major Sportswear Brands in India (adidas, 2025; PUMA, 2024)
Figure 2 shows that based on product and pricing evidence (adidas, 2025; PUMA, 2024; Reuters, 2024), Adidas and Nike are positioned in the high price high performance quadrant, Puma closer to lifestyle, and Skechers closer to comfort while Decathlon moves towards the lower end of the price-performance range. The biggest competition for Adidas is Nike and the availability of less-expensive performance is the weak link. 
[bookmark: _Toc237399081]3.4 Similarities and Differences in STP
Generally Adidas applies the same STP principles in both countries: performance and lifestyle segmentation, targeting younger active consumers and sports enthusiasts, positioning based on innovation, quality and sporting credibility. The difference is of the level of localisation. The premium consumer, football, running, technical performance and sustainability are areas of focus in Germany while there is a need for greater focus on affordability, regional variation, cricket, aspiration and national sporting identity for India. Adidas needs to therefore maintain its global performance position, but change the priorities, focus and communication of each segment as per the market.
[bookmark: _Toc237399082]4. Comparative International Marketing Mix
Marketing-mix Framework
It is a longer-term marketing mix, combining product, price, place, promotion, people, process and physical evidence to provide value to customers throughout the consumption experience (Wirtz, Lovelock, and Chew, 2022). It therefore facilitates a comparison of the products and retail services of Adidas in Germany and India.

  [image: ]
Figure 3: 7PS Marketing-mix Framework (Hanlon, 2023)
Product
Adidas applies standardisation to globally recognised performance and lifestyle ranges like Predator, F50, Adizero, Ultraboost, Samba and Gazelle which enables them to achieve economies of scale and maintain a brand consistency (Adidas, 2025; Hollensen, 2020). There is a definite product width that is present in both markets in footwear, apparel and accessories, football, running, outdoor, Originals, women's and children's. Product depth varies on the local sporting demand: In Germany, the emphasis is placed on football, running, outdoor products and premium collaborations, while in India it is the product range is expanded by cricket shoes, jackets and the national team's products, in which the BCCI partnership is also reflected. In India, lightweight fabrics and performance products that are suitable for the climate are also vital. This is an example of selective adaptation which involves standardisation of core technology and localisation of assortment and sporting relevance. But if a company does not have enough capacity in terms of size or is unable to afford the use of technical resources, then the demand in India can only be expected from the better-off urban classes (Kotler, Keller and Chernev, 2022).

[image: ]
Figure 4: Product Width and Depth of Adidas in Germany (adidas Germany, 2026).
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Figure 5: Product Width and Depth of Adidas in India (adidas India, 2026).



Price
Adidas uses a premium value-based pricing because when your product is innovative and it creates sporting credibility and heritage, it supports the perceived quality (Kotler, Keller and Chernev, 2022). Germany's price power allows for higher sales prices, but by the time Germany starts to mature, there are more promotions. While the products that are desired and viewed as aspirational are more expensive in lower income countries, they are less affordable in India because of lower incomes on average (World Bank, 2025). Discounting increases access, but can reduce prestige. Local sourcing with a tiered price structure will help make the items affordable, but not compromise brand equity (Hollensen, 2020).
Place
Adidas has a mix of direct and indirect distribution channels to achieve control and reach. In 2024, some 60% of net sales came from wholesale sales and 40% from retail sales and e-commerce (adidas AG, 2025). In Germany, company stores and outlets, specialist retailers and digital channels are supported. The growth of e-Commerce, franchise stores, multi-brand stores and marketplaces is essential for India to penetrate the metros and emerging cities. Reduce investment, extend coverage, but inconsistent merchandising, stock visibility and returns, with Direct channels, improve presentation, data and service control; Partners are reduced investment, extended coverage, but inconsistent merchandising, stock visibility and returns. The importance of the integration of inventory and the standards of the franchise are related to the convenience and experience it provides (Gao et al., 2021).
[image: ]
Figure 6: Direct and Indirect Distribution Channels Used by Adidas (adidas AG, 2025; Hollensen, 2020).
[image: Adidas]
Figure 7: Adidas Flagship Store, Berlin, Germany (adidas Germany, 2026).
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Figure 8: Adidas Store, Connaught Place, India (adidas India, 2026).
Promotion
Integrated Marketing Communications (IMC) is the process of using a combination of communication media to promote a brand message in a coordinated and convincing way at customer contact points (Hollensen, 2020). IMC is utilised by Adidas via collaborative partnerships with athletes, social media, collaborations and product storytelling, which convey performance, innovation and self-expression (adidas AG, 2025). But promotion is localised and tailored to local culture. Football history, a sense of running community and a technical product legacy, strengthen individual achievement and credibility in Germany. For the BCCI partnership, in India, it is a combination of collective identity, national pride and the aspiration of youth which equates with Adidas (adidas AG, 2023). This is an example of a balance between consistency at the global level and local relevance. However, too much use of a celebrity endorsement can counteract product credibility and environmental and performance claims need to be substantiated.
People
Retail staff, franchisees, service teams, athletes, influencers and delivery partners have an impact on perceived expertise and trust (Wirtz, Lovelock and Chew, 2022). There were 8,423 employees with Adidas in Germany at the end of 2024, but no specific figures are given for the number of Adidas employees in India as part of the annual report (adidas AG, 2025). This restricts a direct comparison between the workforce. Germany has a strong existing employment structure which helps to ensure consistency of services, while India's service dependency on partner and franchise networks may lead to variations in services. Thus, Adidas must be focused on training, cultural awareness and ethical guidance and frequent service audits to ensure its high-end positioning.
Process
Processes involve product search, ordering, payment, delivery, returns and complaint addressing, in which consistency helps to improve the omnichannel experience (Silva, 2024). In Germany, complaints can be made via Adidas Customer Service, and claims about the quality of the products must be accompanied by evidence of purchase and description of the defect, in some cases, a replacement or a refund may be awarded. Complaints are received by Adidas' Customer Service, assigned a Ticket ID and the company claims that it will be resolved within 30 days in India. The more formal tracking mechanism helps to hold those accountable, but it is important to maintain a high level of response consistency between digital, retail and franchise channels.
Physical Evidence
The Three Stripes, Trefoil, stores, displays, packaging, labels, websites and receipts are all considered to be physical evidence. These cues help to remove uncertainties and convey quality and authenticity (Wirtz, Lovelock and Chew, 2022). Germany can promote innovation and uphold the brand heritage; India can highlight the local aspects of the cricket shows and images, but not compromise the global uniformity. Product-specific sustainability information should be used to deceive less consumers, allowing them to make more accurate assessments (adidas AG, 2025). Other values highlighted in Adidas's consumer policies are product quality, reliable service and meaningful brand experiences. 
[image: ]
Figure 9: Adidas Germany Official Website (adidas Germany, 2026).
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Figure 10: Adidas India Official Website (adidas India, 2026).
Marketing-mix Similarities, Differences and Strategic Judgment
In general, Adidas makes its brand, technology and basic franchises consistent and adjusts its assortments, prices, promotions and distribution. The balance is right, but for Indian growth, it is important that performance products are available at a price that customers are willing to pay for, and that partner channels are integrated and available consistently; for Germany, it is more important that the products are innovative and that the credibility of the innovation can be trusted by customers and that the products can be differentiated by price and premium (Hollensen, 2020).
[bookmark: _Toc237399083]5. Adidas’s Market-entry Strategy in India
[bookmark: _Toc237399084]5.1 Entry Background and Development
Adidas set up its official business in India in 1996 with a 100% subsidiary and adopted a joint venture approach with Magnum International Trading Company who had the local knowledge, sourcing and distribution (IndiaRetailing, 2023). While it is true that this is a form of franchising, it would be more accurately called subsidiary-led entry and joint-venture collaboration. Adidas later acquired its local partner and grew via Adidas India Marketing Private Limited, branded stores, franchisee stores and online (e-commerce) channels (Adidas AG, 2025). The pattern illustrates a progressive level of commitment along the way as knowledge of the market and coordination skills grew. It is now confirmed that Adidas indeed entered into a joint venture in 1996 and expanded its business with India's retail outlets. 
[bookmark: _Toc237399085]5.2 Entry Method or Methods
Adidas therefore adopted a variety of strategies: full ownership, joint venture, subsequent full ownership, franchising, wholesale retail and retailing directly to the consumer. Internationalisation can be staged, with the level of commitment to resources rising when uncertainty over the experience of internationalisation is lowered. Adidas' brand and operating experience and Magnum's expertise in the local market put together in a joint venture, which was followed by an enhanced strategic control through the subsequent ownership by Magnum. Geographical expansion was achieved via franchises and wholesale partners, and company-controlled stores and channels ensured brand presentation, consumer data and margins (adidas AG, 2025). The current model of Adidas, globally, is a similar one that merges wholesale with owned retail and online. 
[bookmark: _Toc237399086]5.3 Justification for the Selected Approach
The strategy was dictated by the size of India, its regional diversity, its having a fragmented retailing structure and the historically complex foreign-investment environment. When it comes to entry mode choice, one needs to consider the control, risk, resource requirement and complementary local assets involved (Wan et al., 2023). Magnum lowered information asymmetry and sped up the distribution process, to locations and consumers. The increased appreciation of full ownership arose from the experience gained by Adidas, and a desire to exercise greater control over the brand. Capital-efficient expansion was provided by franchising, and e-commerce enhanced direct access. The mixed model was thus not a single, final decision of entry, but rather different phases of the market development process (Hollensen, 2020). Recent research on entry mode confirms that ownership and establishment decisions have an impact on control, performance and organisational survival. 
[bookmark: _Toc237399087]5.4 Advantages and Disadvantages
Franchising reduces investment risk, helps to expand the business quickly across the country and gives access to the partners' local expertise. It is confirmed that the local knowledge and uncertainty about the environment affect choices regarding the franchise governance between equity and non-equity (Jell-Ojobor et al., 2022). Franchising, however, can adversely impact on control of service, merchandising, inventory and ethical compliance. The store experience could be a problem for Adidas, as it might go against the global positioning and damage the premium position of the brand. Therefore, it is vital that shared inventory systems are employed, that partners are carefully selected, staff is well-trained, and that audits and stringent service standards are enforced. The disadvantage of full ownership is higher capital costs and managerial capabilities needed, but the advantage is that it has more control. 
[bookmark: _Toc237399088]5.5 Overall Evaluation
It was a wise tactic on Adidas' part as they used a staged approach that involved learning locally, growing ownership and reaching out through omnichannel (Hollensen, 2020). However, if it were possible to integrate franchise data earlier, get a view of the stocks, and have a governance of services, then inconsistency could have been minimised. The best future scenario is to have selective direct ownership, a well-controlled franchise and wholesale network (adidas AG, 2025).
[bookmark: _Toc237399089]6. Ethical Evaluation of Adidas’s Marketing Mix in India
Virtue ethics is based on assessing the moral quality of marketing decisions, not just legal ones. According to Murphy (1999) integrity, fairness, trust, respect and empathy and transparency are the important virtues in International Marketing. These are the principles that can be used in the products, promotion, sourcing and stakeholder relationship of Adidas India. In addition to the consumer welfare and distribution of benefits and harms among stakeholders, socially responsible marketing must consider consumer welfare and the distribution of benefits and harms among stakeholders (Laczniak and Shultz, 2021).
There are two practices that show ethical marketing. The first was that Adidas's Impossible Is Nothing 2022 campaign brought together Indian women such as Deepika Padukone, Mirabai Chanu and Lovlina Borgohain to highlight and champion the presence and participation of women in sports (exchange4media, 2022). Secondly, the Run for the Oceans in Mumbai was a success with more than 1500 participants and with raising awareness on marine plastics pollution (Indian Retailer, 2022). These ethical actions would embody equitable, empathetic, and socially responsible actions; however, the value of these activities will rely on the continuing outcomes.
But there are two immoral issues. Studies reviewed indicate that recycledpolyester clothing, for leading brands such as Adidas, sheds more microfibers during washing than virgin polyester, casting doubt on sustainability claims transparency. Besides, child labour, debt bondage and other abuses were reported in cotton supply chains in Madhya Pradesh that are associated with Adidas (Transparentem, 2025). While Adidas is monitoring and assessing grievances through the Fair Labor Association, the unethical issues need to be better addressed in terms of remediation, protection of suppliers and disclosure to the public (Fair Labor Association, 2025).



Table 2: Virtue Ethics and Marketing
[image: ]
Source: Adapted from Murphy (1999, p. 113).
[bookmark: _Toc237399090]7.  Strategic recommendations
Recommendations for Germany
Differentiated targeting for-digitally connected women consumers in the field of performance and circular-fashion should be the first step for Germany. This is a segment that's appealing because it's digital active and has a need for credible sustainability. Adidas has to become a circular-performance and innovative brand that specifically addresses women in the market by creating specific products and personalised fitness content (Kotler, Keller and Chernev, 2022; DataReportal, 2025). Repairable design, take-back, digital product passports and better traceability for product, place and physical evidence. When the information is provided as much as it is possible, it can be consistent across all channels, which in turn can enhance the customer experience and loyalty (Gao et al., 2021). Environmental claims should reveal the percentage of recycled content, and they should not be based on green language.
Recommendations for India
Adidas needs to grow their target segments to include value-oriented aspirational shoppers, women's fitness shoppers and younger, amateur athletes in tier-two cities. Income, age, place and sporting activity as well as online behavior should be used for segmentation, and Adidas should be marketed as a performance brand rather than a premium, cheap version. The vast Indian digital media is conducive to regional language promotion (DataReportal, 2025). Adidas need to launch good, better, best pricing structures, climate-friendly products, cricket and regional-sport range, real-time stock of all the franchises, delivery reliability and standardised returns. Improved franchise training could help to ensure product quality and expand participation. Ethical improvement must include supplier traceability, third party verified environmental claims, reporting of relationships with influencers and a grievance system and regular partner audits (Laczniak and Shultz, 2021; Fair Labor Association, 2025).
Implementation Priorities and Performance Measures
First is a six-month tier two city pilot organized by marketing, digital, retail, supply-chain and compliance groups. Before going into wider expansion, the performance is measured based on conversion, repeat purchase, delivery reliability, complaint reduction, growth of women segment, customer satisfaction and brand trust (adidas AG, 2025).




[bookmark: _Toc237399091]8. Reflective Account Using Gibbs’ Reflective Cycle
This reflective account is about the experience of preparing the comparative international marketing report on Adidas in Germany and India. The Gibbs' Reflective Cycle was chosen as it has six stages to the cycle, description, feelings, evaluation, analysis, conclusion and action plan, which helps to structure learning from experience. Structured reflection allows to provide evidence to connect, to plan for improvements in the future (Bassot, 2023; Ezezika and Johnston, 2022).
[image: The Gibbs Reflective Cycle - Free Template Download & Guide]
Figure 11: Gibbs’ Reflective Cycle (Channell, 2023)
Description
I chose Adidas as the brand was widely known globally which would enable me to compare a home market with a host market. Germany was decided as Home Country and India as Host Country. I started by researching the history, purpose and development of the Adidas in India and then gathered evidence of political, economic, social, technological, legal, and environmental. I used Hofstede’s dimensions to compare culture and also VALS was used to study psychographic segmentation. I then made a comparison of the targeting, positioning and the full 7Ps in both countries. Last, I examined the strategy that Adidas had used to enter the Indian market, looked at some of the ethical and unethical marketing practices and came up with recommendations based on the evidence.
Feelings
At first I had confidence, as Adidas seemed to know what they were talking about and were familiar. This confidence was cast aside due to the different dates and interpretations of its entry into India given by the sources. Also, I didn't know how to apply Hofstede as the national scores might make consumers seem alike when in fact they are not. In my initial drafts, I was descriptive enough especially in the PESTLE and marketing-mix, which wasn't good. I gained a lot of confidence after putting Germany and India in the same sentences and making my students understand the significance of each of the differences.
Evaluation
There were a number of aspects that went well. Germany and India made interesting comparisons in terms of income, culture, sporting preferences and retail development, making for interesting analysis. Academic books were useful in applying PESTLE analysis, STP analysis, 7P and market entry theory and journal articles further encouraged me to consider the analysis. However, such information was not always provided for the same year and reporting was not available in some instances, but required a fee. This was also done through highlighting successes rather than failings in company materials. Prematurely used company proof and underestimated time required to check entry info. Reflective practice proved useful due to their revealing of effective decisions as well as areas for improvement.
Analysis
The research strategy of triangulation was most effective as academic studies gave theories and explanations, official statistics gave country comparisons and company reports gave evidence specific to Adidas. Comparisons of these sources minimised the danger of taking promotional statements at face value. Evaluating authority, relevance, consistency and potential bias was a strength of my source selection and judgement (Saunders, Lewis and Thornhill (2023).
Hofstede's model was helpful to compare Germany and India, but failed to account for India's regional, linguistic, religious and income diversity at the national level. Hence, the cultural context should influence, but not manifest, management decisions (Hollensen, 2020). I found out how to use cultural scores as general trends and corroborate them by some recent market data.
The most difficult task was the integration of evidence, theory and judgement consistently. This helped me to understand better how purchasing power impacts on prices, sporting culture effects promotion and infrastructure "defines" place and process. The 7Ps also proved the interrelationship of marketing decisions (Kotler, Keller and Chernev, 2022). Lastly, my ethical analysis expanded my appreciation of what it means to be fair, transparent and accountable throughout the value chain not just in the communication part (Laczniak and Shultz, 2021).
Conclusion
I learnt that in order to be successful in international marketing there is a need to standardise with local adaptation. Adidas can maintain their trademark, technologies and performance reputation, whilst changing their price, sports focus, communication and distribution. I also learned that the markets are often very complicated and that there needs to be evidence to support the strategic models. My good points were organising information, making theory and practice connections, making comparisons and forming judgments. My shortfalls were that I was not good at managing time, relying on mainly company sources, and describing rather than using other methods.
Action Plan
In future assignments, I will start my research at least four weeks prior to the assignment being due and break it into stages of "evidence gathering," "analyzing," "drafting and revising. I will make a source matrix that will be given the date, authority, key finding and limitation of each source. Similar data will be gathered from similar years to compare and corporate claims will be subject to independent verification. Each analytical paragraph of the writing will contain comparison, theory, limitation and judgment. I will be asking for feedback after the first big section and will have 2 days for proofreading, reference checking and word count. These actions should enhance accuracy, criticality, efficiency and confidence with regards to academic work.
[bookmark: _Toc237399092]9. Conclusion
Germany is offering Adidas more economic stability, purchasing power and regulation certainty, while India will offer greater growth and demographic scale and more opportunities in cricket. In Germany, it is important to communicate individually, in India it is important to communicate collectively and with aspirations. Adidas, then, adapts targeting, pricing, promotion, distribution and service without changing its essence as a high-performance product. The staged entry into India worked generally well and, while there are growing areas of weakness with regard to sustainability communication and supply-chain accountability, ethical issues could still be addressed. Sustainability of future success relies on the availability of performance products, better partner governance, environmental information that is easily accessible and more local relevance. In summary, selective adaptation in this respect is an adequate protection of the global consistency in a responsible way.
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