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[bookmark: _Toc237521948]SECTION 1: INTERNATIONAL MARKETING REPORT
[bookmark: _Toc237521949]INTRODUCTION
	In this report, the international entry strategy and marketing mix of Adidas AG, one of the world's top producers of sports products, will be analyzed with respect to two different national environments: the home environment, which is Germany, and the host environment, which is India, an emerging nation that has been growing rapidly. This report will analyze the macroenvironment and culture in both countries. 
	The German market represents a mature, price-insensitive, high-income, and strictly regulated Western European market and the home market of the Adidas company's global headquarters and product innovation function. India, on the other hand, is a big, price-sensitive, fast-urbanizing market from South Asia where the Adidas company has been present for more than three decades, but where sportswear retail remains less mature and average expenditure on sporting goods is far lower than in the West. Comparing the two demonstrates the constant dilemma of global marketing: standardizing the global brand versus adapting to the local market.
Company Background
[image: ]
Adidas AG was started in the year 1949 by Adolf "Adi" Dassler in Herzogenaurach, Bavaria, and now it is one of the two largest sports apparel makers in the world after Nike. It operates in over 150 countries in the world through its own retail operations, e-commerce, wholesale operations, and joint ventures or franchising (Adidas annual report, 2025). Adidas AG designs, markets, and sells shoes, clothing, and accessories in both the Performance product range comprising football, running, training, basketball, and outdoor, and the Lifestyle product range of Originals and Sportswear product line (Adidas Group, 2025).
	The company comes into the comparison analysis in a relatively strong financial situation. Adidas achieved record results in 2025, with currency-neutral brand sales having increased by 13%, for the second year running, and operating profit growing by 54%, reaching €2.026 billion, thanks to double-digit growth in all regions of reporting (Adidas annual report, 2025; News, 2026). In Europe, including Germany, where Adidas was established, the company earned €8.1 billion in 2025 revenues, having experienced growth in euros of 8% (Adidas Group, 2025). The guidance of the management is focused on continuing to deliver high single-digit currency-neutral growth in 2026 across North America, Greater China, Emerging Markets (which include India), Latin America and Japan/South Korea (Adidas Group, 2025). 
Adidas Mission Statement
The mission of Adidas is rooted in the desire to produce products that will help people use the power of sport to change their lives. The company's mission finds its embodiment in the innovation, performance, and sport-inspired lifestyle products developed by the brand. In regard to Germany and India, the mission creates a common base for Adidas' global activities, while the strategy varies depending on the specifics of the market.
[bookmark: _Toc237521950]COMPARATIVE MACRO-ENVIRONMENTAL ANALYSIS
	PESTLE Analysis is conducted in order to analyze the factors that may influence the performance of Adidas in the countries of Germany and India in terms of political, economic, social, technological, environmental, and legal factors and thus identify if the factors are favourable or unfavourable to Adidas.
	Factor
	Germany
	Assessment for Adidas
	India
	Assessment for Adidas

	Political
	Stable EU/federal democracy and predictable regulatory environment
	Favourable - political stability and regulatory predictability reduce operating risk for Adidas.
	Politically stable with FDI-friendly policies and Make in India initiatives
	Favourable - supportive investment policies facilitate Adidas’ retail and manufacturing expansion.

	Economic
	Mature, low-growth economy with GDP growth of around 0.2% in 2025
	Unfavourable - weak economic growth limits the potential for rapid market expansion.
	Real GDP growth of 7.6% in 2025-26
	Favourable - strong economic growth and rising consumer spending create opportunities for Adidas.

	Social
	Mature sportswear market, ageing population and established fitness culture
	Favourable but saturated - strong sportswear demand exists, but market maturity limits growth opportunities.
	Young, large and increasingly aspirational population with a developing fitness culture
	Favourable - the young consumer base provides significant long-term growth potential.

	Technological
	Highly developed digital infrastructure and e-commerce
	Favourable - supports Adidas’ omnichannel retail, mobile applications and direct-to-consumer operations.
	Rapidly developing mobile commerce, UPI and e-commerce
	Favourable - digital adoption provides opportunities to expand Adidas’ online customer reach.

	Environmental
	Strong sustainability regulation and consumer demand for sustainable products
	Mixed - compliance increases costs, but sustainability can strengthen Adidas’ premium positioning.
	Increasing environmental awareness but less stringent regulation
	Mixed - lower regulatory pressure reduces some compliance costs, but environmental concerns create reputational risks.

	Legal
	Strict EU consumer protection, labour, privacy and sustainability requirements
	Mixed - legal certainty reduces risk, although compliance requirements increase operating costs.
	Liberalised FDI regulations but complex sourcing and retail requirements
	Mixed/Favourable - liberalised FDI supports investment, although regulatory compliance remains necessary.



Political
Adidas gets the benefit of political stability in Germany because of its membership in the EU, while the EU as a whole is subject to geopolitical instability, as witnessed in the conflict in the Middle East in 2026, which affected energy prices and consumer sentiment in Germany (BMWE, 2026). The political environment in India is similarly stable internally, and the policy of the central government in India is supportive of investments by firms like Adidas: up to 100% FDI is allowed automatically in single brand retailing and contract manufacturing, and the "Make in India" and Production-Linked Incentives policies have been specifically designed to attract foreign apparel and footwear brands to manufacture in India (India Briefing, 2019; Sharma, 2026).
Economic
This is clearly the most pronounced point of differentiation. The German economy is static, as its GDP increased by only 0.2% in 2025 while the Bundesbank predicts an increase of only 0.6% in 2026, with the rate of inflation ranging from 2.2% to 2.9% and the rate of unemployment increasing to 4% (Deutsche Bundesbank, 2026; Europa, 2026). Sales are recovering slowly. On the other hand, India remains the fastest growing major economy in the world with the real GDP growth rate of 7.6% in FY2025-26 while predictions for 2026-27 range between 6.5% and 7.0% due to stable consumer spending, tax cuts and the rising middle class expected to represent 93% of consumer spending in 2036 (Kuijs, 2025; Majumdar, and Ghatak, 2025; Sharma, 2026). 
Social
In Europe, Germany boasts the most mature population and, despite having a very sophisticated sports apparel market, is essentially saturated (Nemitz, 2026). By contrast, India is characterized by a young and large (1.46 billion) population that is increasingly aspirational and where Gen Z makes up 40% - 45% of all online purchases, contributing significantly to the development of the premium category in cities (Sharma, 2026). While cricket is still more popular than football in India, this factor has historically determined Adidas' sponsorships in India. In both cases, the social environment is favourable for Adidas, though for different reasons. The social environment is conducive in both Germany and India, but the opportunity varies. 
Technological
Germany has a highly advanced digital infrastructure and high levels of e-commerce penetration, enabling Adidas to adopt the omnichannel approach through apps and consumer direct sales. In India, the fast-developing digital retail infrastructure features mobile-based, UPI-powered commerce, but in less urbanized territories, organized retail and logistics have not been fully developed, hence affecting the rate of Adidas' e-commerce and owned-retail format development. The technology environment is positive in both markets. 
Environmental
The regulatory environment in the EU region, especially the future supply chain due diligence and textile/packaging regulations, constantly challenges Adidas' environmental performance in Germany and elsewhere in Europe, where affluent customers appreciate sustainability efforts. The fashion/footwear industry in India is subject to less stringent environmental regulations compared to the EU region; nevertheless, the manufacturing practices of Adidas (mostly conducted in Asia) still receive attention from ESG activists. The legal environment is also a mixed bag in both countries. 
Legal
The German legal regime is stringent and predictable; GDPR regulates all the data-related activities, while EU labor and consumer laws are compliance-heavy but have very little legal risk. The legal regime for foreign companies in India has undergone substantial liberalisation, where 100% FDI in single-brand retail and manufacturing through contract has been allowed automatically, although FDI beyond 51% needs local sourcing of goods worth 30%, which is how Adidas has made its decisions about manufacturing and joint ventures in India (Pandey and Kaur, 2020; Briefing, 2019). 
From the above PESTLE analysis, it is clear that Adidas enjoys a stable and favorable environment in both Germany and India; however, the difference between the opportunities offered by the two countries is quite distinct. Germany is a well-developed and slow-growing market, while India is a fast-growing market with a young population and disposable incomes on the rise. Adidas in Germany enjoys stability, buying capacity, and high acceptance of their brands; in India, they enjoy more growth. 
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Figure 1: Germany and India Real GDP Growth Comparison (%)
Source: Deutsche Bundesbank (2026); Sharma (2026).
The above example shows the significant gap that exists economically speaking between the two countries. Germany is a developed country with slower growth while India's much higher growth rates show its market has more scope for Adidas.

[bookmark: _Toc237521951]COMPARATIVE CULTURAL ANALYSIS (HOFSTEDE)
Table 1: Hofstede scores - Germany vs India
	Dimension
	Germany
	India

	Power Distance
	35
	77

	Individualism
	67
	48

	Masculinity
	66
	56

	Uncertainty Avoidance
	65
	40

	Long-Term Orientation
	83
	51

	Indulgence
	40
	26



	Germany's lower Power Distance Index of 35 represents a decentralized, egalitarian society in which authority is supposed to be earned through competence and not through the hierarchy (Clearly Cultural, 2024). India's higher index of 77 shows a widespread tolerance for hierarchies and unequal power distribution based partly on traditional social divisions (Butler, 2019; International Business Center, 2022). Communication is thus affected, as direct and functional advertising is suitable for German campaigns of Adidas, but aspiration and prestige for Indian ones.
	In terms of individualism, Germany (67) is high on personal achievement and self-reliance, while India (48) is nearer the midpoint and tends to be more collectivist, making purchases that are driven not by the individual but by the family and peer group (IvyPanda, 2025). This implies that the higher Uncertainty Avoidance of Germany (65 against 40) indicates a preference among German consumers for well-tested and reliable goods, while Indians are more accommodating of uncertainty and open to e-commerce-led retail. The very high Long-Term Orientation of Germany (83 against 51) encourages heritage building, while that of India is middle-of-the-road.
[bookmark: _Toc237521952]COMPARATIVE STP ANALYSIS (SEGMENTATION, TARGETING, POSITIONING)
Segmentation: Adidas segments itself in both markets in terms of demographics (age, income), psychographics (lifestyle, passion for sports), and behaviour (performance athletes vs lifestyle/casual customers). Worldwide, Adidas' primary segments include people from the age group of 15-40, who could be classified into performance athletes requiring technical innovations and Gen Z/millennial 'culturally minded' lifestyle consumers who account for almost half of Adidas revenue (Johnson, 2025; MatrixBCG, 2026). For the German market, this results in the existence of a well-defined and high-income customer base that has been segmented along sport type lines (football, running, training, outdoor) and an equally important streetwear/Originals segment related to European sneaker culture. For India, however, Adidas has to use more urban geography and income level criteria, where Adidas focuses on urban and semi-urban youth from the age of around 15-35 with increasing disposable income (MatrixBCG, 2026a; Deloitte, 2026).
Targeting: In the case of Germany, which happens to be a saturated market, the strategy is to differentiate and target multiple micro-segments simultaneously: athletes, streetwear customers, and people who are environmentally friendly. This is done via the use of first-party data from the Adidas Club loyalty program of more than 300 million members around the world (MatrixBCG, 2026b). However, in the case of India, there will be a more focused approach where emphasis will be put on one growth segment, consisting of aspiring urban cricket fans. What sets Adidas apart from others in the case of India is the kit sponsorship of Indian national men's, women's, and youth cricket teams up to March 2028 from June 2023 (Adidas, 2023; BCCI, 2023).
Positioning: The positioning of Adidas in Germany is heritage-performance and lifestyle. It uses its heritage positioning, research & development (R&D) capabilities, Originals heritage partnership program, etc., to build the point of convergence between sports and fashion (MatrixBCG, 2026a). Adidas' positioning in India is an aspirational yet affordable global brand - an upscale product against the local brands but affordable because of tiered pricing (cricket fan jerseys at ₹999) and a deliberate strategy to build ‘jersey culture’ in India, the same as the football culture in Europe. The results have been evident: Adidas India revenues increased from ₹945 crore in FY21 to ₹2,578 crore in FY23, having sold over 500,000 jerseys after signing the agreement with BCCIW.
	[image: ]
Figure 2: Perceptual Map
Adidas is positioned on the perceptual map vis-a-vis its main sportswear rivals based on perceived price and lifestyle-performance positioning. It has taken up a rather premium position without compromising on the balance between performance and lifestyle aspects. In Germany, it is highly positioned from a performance and heritage and lifestyle point of view, while in India, it has combined its premium positioning worldwide with affordability and cricket-related positioning.
Table 2: Similarities and Differences in STP Strategies
	STP element
	Germany
	India
	Similarity/Difference

	Segmentation
	Athletes, streetwear consumers and sustainability-conscious consumers
	Urban and semi-urban youth, athletes and cricket-oriented consumers
	Similar: both use demographic, psychographic and behavioural segmentation. Different: India places greater emphasis on geography, youth and cricket.

	Targeting
	Multiple micro-segments including athletes, lifestyle consumers and environmentally conscious customers
	More focused on aspirational urban youth and cricket fans
	Similar: both target younger sports and lifestyle consumers. Different: Germany uses broader micro-segment targeting, while India has stronger cricket-focused targeting.

	Positioning
	Heritage, performance and lifestyle
	Aspirational global sportswear brand with greater price accessibility
	Similar: Adidas maintains a premium global brand identity. Different: India adapts the positioning through cricket and tiered pricing.



[bookmark: _Toc237521953]COMPARATIVE INTERNATIONAL MARKETING MIX (7PS)
7P’s marketing mix can be used to analyse the ways in which value is created and delivered by Adidas in international markets. Product relates to the merchandise and range of products. Price refers to the pricing strategy employed to extract value from the customers. Place is related to distribution channels that are utilized to get in touch with the customers. Promotion involves marketing communication, while people relate to employees and other people who serve the customers. Process relates to the methods through which customers obtain products and services.
Product: Both the markets receive Performance (football, running, training) and Lifestyle/Originals collections globally, though in differing proportions. In Germany's case, it involves a technical and heritage-based collection of Originals, owing to European sneaker culture (MatrixBCG, 2026). India's approach to the product mix has been more towards cricket-centric product offerings. Since its collaboration in 2023 with the BCCI, Adidas has introduced cricket-focused footwear, such as the 22YDS spike range, as well as apparel (breathable apparel for the national teams of men, women and youth) that is not represented in the Germany portfolio. Adidas possesses high breadth in its product-mix as the firm's product-mix ranges across all major segments such as shoes, clothing and accessories. 
Price: Pricing policies of Adidas differ based on the economics and purchasing power of Germany and India. Premium pricing is possible for Adidas in Germany owing to high purchasing power and established brand equity and acceptance of sportswear. The pricing policies for India are more differentiated and tiered since there are wide gaps in the income levels. With cheaper cricket products and premium products, Adidas is able to sustain its international brand positioning while reaching out to larger markets. Official fan cricket jerseys have been priced at ₹999, well below flagship apparel pricing, and have been specifically crafted to cultivate jersey culture among youth. 
Place: This is where the difference becomes most evident. In Germany, Adidas has a well-established omnichannel ecosystem, made up of its owned flagship stores, wholesalers, and e-commerce platform. Adidas India, on the other hand, has traditionally followed the Franchise Owned Franchise Operated (FOFO) model wherein franchise owners own and operate the stores and Adidas provides them with product, brand, and marketing support (Kanakkupillai, 2022). After getting regulatory approval for wholly-owned retail in 2016, Adidas started setting up its company-owned stores alongside its existing 760+ franchise stores. As late as 2023, Adidas entered into exclusive agreements for expanding their physical footprint in Tier 2 and Tier 3 cities across India (FashionNetwork India, 2018; Kanakkupillai, 2022; LinkedIn/IndiaRetailing, 2026).
	Adidas utilizes direct and indirect distribution channels for selling its products in Germany and India. The direct distribution channel includes Adidas retail stores and online e-commerce websites, where Adidas sells directly to end customers. The indirect distribution channel includes wholesalers, franchises, retail outlets, and other authorized intermediaries. Germany has a more developed omnichannel sales approach, incorporating Adidas retail stores, e-commerce, and wholesale distribution. India has Adidas retail stores, online channels, franchises of Adidas retail stores, and other retail outlets.
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Figure 3: Adidas store in Germany
[image: Adidas launches its first flagship store in India - FashionNetwork India]
Figure 4: Adidas Store in India
Promotion: The promotional efforts of Adidas in Germany emphasize brand legacy, sustainability values, and archival storytelling that appeals to streetwearers and performers (MatrixBCG, 2026). In India, Adidas' promotional activities revolve around cricket with the multiyear BCCI kit sponsorship agreement (until March 2028) having resulted in the branding of Adidas with the Indian national team starting from June 2023, while the brand has been associated with individual players in India from the 1990s when the famous cricketer, Sachin Tendulkar, was sponsored by Adidas (Adidas News, 2023; BCCI, 2023). The above promotional activities led to the sale of over 500,000 jerseys within a short period of time after the start of the campaign, with spikes occurring in connection with the 2023 ODI World Cup.
People: In Germany, store employees receive training in technical product knowledge and high-end self-service along with consultative in-store experience. In India, Adidas uses the FOFO franchise concept, and hence the frontline employees work for franchisees who train and employ them according to the Adidas brand standards (Kanakkupillai, 2022).
	Country
	Adidas workforce
	Strategic relevance

	Germany
	8,364 (2025, official adidas ESRS disclosure)
	Headquarters, management, product development, and corporate operations are supported.

	India
	2,344 (Feb 2024, third-party filing data for the local legal entity - not officially disclosed by adidas Group)
	Retail, marketing, administration, and local market operations are supported.



Process: In Germany, the brand employs a mature and omni-channel fulfilment process, which entails the use of an app-based order system and click-and-collect logistics services. For India, the process has become extremely dynamic in terms of franchise management, while several quick-commerce arrangements in terms of cricket merchandise in connection with significant events in the sport are being developed. In Germany, due to Adidas’ developed digital platform, an efficient customer service process could be implemented along with brick-and-mortar stores. 
Physical Evidence: In terms of physical evidence, store designs and concept stores, which include the same global design standards, are employed in Germany. In turn, physical evidence for India varies based on the format because of large-format factory outlet stores like the one in Kerala (7,500 sq. ft), as well as franchises and "Brand Centres" (LinkedIn/IndiaRetailing, 2026; Indian Retailer, 2025). Adidas website in India: https://www.adidas.co.in/. Adidas website in Germany: https://www.adidas.de/en/men 
Comparison: Overall, the Germany mix reflects a standardized and premium omni-channel mix. At the same time, the India mix reflects adaptation to the cricket culture, tiered pricing, and franchise distribution channels, which is glocalization.
	7P
	Similarity
	Difference

	Product
	Both markets receive Adidas Performance and Lifestyle products.
	There is more cricket-based adaptation in India compared to Germany, where there is more technically based as well as heritage-based assortment.

	Price
	Both use Adidas' global brand equity to support value creation.
	Premium pricing is done in Germany, but price differentiation and price tiering are done in India.

	Place
	Both use physical and digital channels.
	Omnichannel capability is more mature in Germany, whereas India depends much on the franchise system and partnering.

	Promotion
	Both use digital marketing and global Adidas branding.
	Heritage as well as sustainability are considered an important part in Germany, but in India, cricket as well as local sport traditions are used extensively.

	People
	Both require employees to deliver Adidas brand standards.
	Direct control is stronger in corporations and retailers in Germany whereas India has strong front-line employment by the franchise system.

	Process
	Both increasingly use digital customer journeys.
	India adapts much faster in omnichannel fulfillment with help from franchise and digital systems.

	Physical Evidence
	Both maintain Adidas' global visual identity.
	There is more cricket-based adaptation in India compared to Germany, where there is more technically based as well as heritage-based assortment.



[bookmark: _Toc237521954]MARKET ENTRY STRATEGY ANALYSIS - INDIA
	The case of Adidas entering India is one that exemplifies a process of entry mode rather than a particular mode of entry. Adidas initially entered India via a licensing deal with Bata, the leading domestic producer of shoes in India (Verma, 2016; Sharma, 2026). The second step in the entry process was Adidas’ formation of a joint venture in 1996 with Magnum International Trading Co. Ltd, which provided Adidas with control and local market information but involved risk and partnership (Verma, 2016). 
	As India progressed in liberalizing its Foreign Direct Investment rules, Adidas continued to increase its ownership and control. Currently, the foreign direct investment policy allows 100% FDI in single-brand retail and contract manufacturing under the automatic route (India Briefing, 2019; Invest India, 2026), and Adidas follows a Franchise-Owned Franchise-Operated (FOFO) strategy in India, where the stores are established and operated by franchisees at their own expense with product support and brand guidelines from Adidas (Kanakkupillai, 2025). However, in 2023, Adidas extended its FOFO strategy by collaborating with Indian business groups, like CK Jaipuria Group, on an exclusive basis for expanding its presence in Tier 2 and Tier 3 cities (Kanakkupillai, 2025).
	Analysis of the Entry Mode. The FOFO/Hybrid approach has many benefits for Adidas, such as the transfer of the majority of the capital risk to the franchisees on a store-by-store level, utilisation of partners' local expertise in terms of location, consumer behaviour, and regulations, and the possibility to quickly expand into new territories in India in terms of geography without corresponding investments in capital by Adidas - which is typical for the franchise model, where fast growth with minimal capital investment is mentioned as the key advantage (George, 2025). The parallel adoption of more company-owned stores from 2016 became an answer to the well-known disadvantage of the franchise model.
On the other hand, the disadvantages are no less obvious. The practice of franchising and JV-type local partnering implies a reduction of operational control and margin capture in comparison with an entirely owned subsidiary, with partner selection being the key factor in it (Majid, 2024; George, 2025). The previous obligation to provide 30% local content in case of FDI exceeding 51% of the stake in single-brand retail was also a limiting factor in terms of Adidas' ability to organise its supply chain efficiently in comparison with global sourcing (India Briefing, 2019).
All in all, the combined entry mode adopted by Adidas, which includes licensing, joint venture, and franchising with occasional fully-owned flagship stores, appears to be an efficient approach to entering the liberalising yet regulated retail market of India.
[bookmark: _Toc237521955]ETHICAL EVALUATION (INDIA)
Ethical Practice 1 - Supply chain governance & grievance mechanisms. The Adidas global Workplace Standards, based on the Fair Labor Association Code of Conduct, operate as part of contractual obligations for its entire supply chain, including those in India, with an independent social-audit programme as a back-up (Adidas Annual Report, 2023). Using its WOVO worker-grievance system, over 35,700 grievances relating to labour rights issues have been recorded globally for the year 2024 (down from about 42,000 in 2023), of which 99% have been sorted out by year-end, demonstrating an active but incomplete remedial process in the P-P-Ps of the marketing mix (Adidas Annual Report, 2024).
Ethical practice 2 - Sustainable product innovation. Adidas has successfully rolled out sustainable products in India by producing collections utilizing Better Cotton (100% since 2018) and recycled polyester (96% of polyester used by 2024) to provide a credible product ethic claim beyond mere marketing slogans (Weavabel, 2023).
Unethical practice 1 - Greenwashing. In June 2022, NGO Zero Waste France brought forward a lawsuit claiming that Adidas was engaged in "deceptive marketing practices" through overpromotion of its green commitments against performance (Ethical Consumer, 2025). It is pertinent to mention India, where the Central Consumer Protection Authority has established a set of 2024 Guidelines against Greenwashing, intended to control promotional claims in this manner (JusCorpus, 2025).
Unethical practice 2 - Living wages and workers' rights. With its strong auditing structure in place, Adidas is still being criticized for its failure to ensure a living wage in its supply chain, with its Fashion Transparency Index scores dropping from 61-70% (2020) to 49% (2024) (Weavabel, 2023; Robertson, 2024). In 2023, Clean Clothes Campaign alleged union busting by an Adidas supplier in connection with dismissals of workers who struck (Ethical Consumer, 2025) - indicating that people and process ethics do not always translate to practices at Adidas' Asian manufacturing operations as a whole, including India.
Evaluation. Adidas has managed to develop a credible infrastructure of ethical practices - auditing, codes of conduct, grievance mechanisms - yet it remains true that independent assessments keep demonstrating gaps between what the company says it will do in terms of wages and marketing communications. In the context of India, where greenwashing rules have only recently become more stringent (2024) and garment manufacturing is an important source of employment, this gap may mean risks and opportunities.
[bookmark: _Toc237521956]RECOMMENDATIONS
· Timelines that are independently verifiable in writing should be considered rather than relying on general remediation figures that undermine the validity of Adidas’ people/processes (Weavabel, 2025; Robertson, 2024).
· The initiatives that have been planned for sustainability marketing should be aligned with the greenwashing rules provided by CCPA 2024 in India, where independent claims should be made rather than general environmental marketing to mitigate risks (JusCorpus, 2025).
· The strategy of India market entry should be modified such that more of the top-performing franchised stores become the flagship stores of Adidas in the Tier 1 cities while FOFO in Tier 2 and Tier 3 cities (Kanakkupillai, 2025).
· The dependence on cricket in India should be diversified using the localization of other growing sports such as kabaddi, women’s cricket, and urban running using the successful partnership with BCCI.
· The reason for Germany’s poor performance is its low GDP growth rate as well as the willingness of the German population to pay the premium for sustainability; hence, premium/sustainability differentiation should be used (Deutsche Bundesbank, 2026).
[bookmark: _Toc237521957]CONCLUSION
	In this report, it has been demonstrated how Adidas has dealt with the balancing act between globalization and localization in Germany and India through different PESTLE environments and different cultural factors. The developed, slow-growing, and regulated PESTLE environment of Germany is suitable for Adidas' premium branding approach based on its heritage and omnichannel marketing mix, while the growing, culturally distinct, and regulation-sensitive environment of India has resulted in its staged market entry approach, starting with licensing and moving towards joint venture and hybrid approach, focusing more on franchise and developing a marketing mix that emphasizes cricket and differentiated pricing. Ethically, Adidas has managed to demonstrate its credible formal governance, but still, it faces valid criticism regarding wages and greenwashing. Continued success in both countries depends on bridging this gap and adapting its marketing mix to the local environment.


[bookmark: _Toc237521958]SECTION 2: REFLECTION- GIBBS’ REFLECTIVE MODEL
	Using Gibbs' (1988) Reflective Cycle, this part will reflect upon the process followed for researching, analyzing, and writing the comparative report on the international market entry strategy and marketing mix of Adidas in Germany and India.
[image: Gibbs Reflective Cycle]
Figure 5: Gibbs Reflective Cycle
Description
For this particular task, I had to choose a global brand and two nations to create a comparative analysis that included PESTLE analysis and Hofstede analysis, STP and 7 Ps marketing mix, market entry strategies, ethical assessment, and recommendation. I chose Adidas and compared its home country, Germany, with one of its important emerging host countries, India. 
Feelings
To start with, I was fairly confident about the use of the theories - the PESTLE analysis, the cultural dimension analysis and 7Ps analysis are well known from previous studies - but I was not sure about how to make sure that the framework would be grounded in real-world, contemporary evidence, and not textbook knowledge. Once I got into the groove and started to work on one framework at a time and then check it against the criteria of the task before moving on, I started feeling more confident. In particular, the ethics section caused me to change my opinion on the brand - when starting the assignment, I had quite a positive image of Adidas, based on marketing information, but after discovering some ratings on wages and greenwashing, my attitude changed.
Evaluation
 Searching for sources relevant for each particular sub-section separately, and moreover, looking for recent (2022-2026) sources made the research timely and relevant - such as the use of 2025/2026 GDP and Adidas financial data and not general data and not too outdated one. Utilization of various types of sources (company disclosures of Adidas, independent ratings organizations of ethics of companies (Ethical Consumer), business media, and already proven cultural and economic models of Hofstede Insights) allowed balancing the information between self-reporting by the company and external evaluation and was especially helpful for the ethics section.
Not as successful was the vastness of the brief. In trying to include PESTLE, Hofstede analysis, STP, seven marketing mix elements, entry strategy, and ethics in two countries in 4,000 words, everything had to be crammed into very small sections. The other challenge I experienced was that the sources available on Adidas in India were of low quality (franchise blogs and SlideShare-type sites), as opposed to academic or credible news sources. This required extra effort from my side in terms of cross-verifying information such as the years when Adidas licensed its brand in 1989 and formed the joint venture in 1996.
Analysis
This assignment taught me a lesson that is often underestimated theoretically but became very clear in practical terms: frameworks such as PESTLE and Hofstede depend entirely on the validity and reliability of the data on which they are based. Seeking out 2022-2026 sources and verifying the claims of the company (e.g., the sustainability initiatives of Adidas) by using independent ratings (e.g., Fashion Transparency Index scores, NGO complaints) added some level of reliability and was closer to what actually happens when a manager or a consultant assesses the ethical performance of the company.
This process also revealed the practical distinction between making comparisons between two markets versus merely writing about each market in isolation. Initial drafts of certain parts of the paper were in danger of providing information about the market in Germany, followed by information on the market in India without any comparisons being made. Revisiting these parts of the paper and making sure that there were comparative statements such as how Germany’s omni-channel maturity differs from India’s franchise-driven approach was necessary.
Conclusion
In conclusion, the exercise showed that effective international marketing analysis is as much about the source disciplines of the analysis - currency, balance of sources and triangulation - as it is about properly using the frameworks. Instead of having to adjust the scope of my work depending on my progress through the assignment, it would have been better if I could have negotiated a stricter word budget per section at the start of the exercise. In addition, the use of business blogs and franchise marketing websites as sources of some of the operational data related specifically to India was a drawback that could have been avoided by using better sources.
Action Plan
In the case of future writing assignments of this nature, I will (1) establish a word budget for each section before beginning research, so as to avoid being forced to compress the assignment later; (2) focus on using primary and independent sources at the very beginning of the assignment, and not merely switch to such sources once it is explicitly requested by the instructor; (3) include a "comparison check" in the development process of each section, making sure that every paragraph compares Germany and India (or whatever other entities are the subject of the assignment); and (4) maintain a reference list during my research process.
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