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[bookmark: _Toc236946678]Section 1: Report
[bookmark: _Toc236946679]Introduction
International Marketing is a study of the development of international marketing strategies and how organisations adapt to respond to economic, cultural, political and legal issues to compete successfully in international markets (Baack, 2018). This report is a critical examination of Adidas' international marketing strategy, which is conducted by comparing a home country (Germany) with an international country (China). Adidas AG is the second largest sportswear manufacturer in the world, established in 1949 by Adolf Dassler in Herzogenaurach, Germany. By the end of 2025, Adidas had reached new benchmarks in revenue (€24.8 billion), gross margin (51.6%) and operating profit (€2.1 billion), with growth of 13% in revenues for the second year running. It analyses the macro-environment, STP strategy, marketing mix, Ansoff Matrix, ethical marketing problems and strategic suggestions to improve Adidas' long-term international competitiveness.
[image: ]
Figure 1: Adidas Group Annual Report 2025
Source: (Lungu, 2026)
[bookmark: _Toc236946680]a. Macro-Environmental Analysis (PESTLE) of Adidas in Germany and China
PESTEL analysis is one of the strategies used to understand the external factors that affect the performance of the organisation and the expansion of its business into other countries, including political, economic, social, technological, environmental and legal factors (Hatoum et al., 2023). This analysis will focus on the macro-environment in the home country of Adidas, Germany, and the host country of China, and critically compare the two.
[image: PESTLE Analysis: The CEO's Guide to Future-Proofing a Business | by Asif  Iqbal | Techno-Preneurship | Medium]
Figure 2: PESTLE Framework 
Source: (Iqbal, 2025)
Political Factors
Germany – Highly Favourable: The political situation in Germany is extremely favourable for Adidas, as it is one of the most politically stable countries in the world in terms of transparent governance, robust democratic institutions and predictable business laws. Germany's Government Effectiveness score was greater than 1.7 and ranked in the top ten economies in the world (Hjeij et al., 2023). As a result, Germany's political landscape is extremely favourable, as political stability, export-oriented policies and innovation contribute to diminishing operational risk and to expand the business worldwide.
China – Moderately Favourable: China also offers Adidas great political opportunities, as the Chinese government has actively supported the sports industry by means of the National Fitness Programme (2021-2025) to boost the value of the sports industry above ¥5 trillion (around £520 billion) (Xiaochen, 2026). The country has stable political climate that supports long-term investment in infrastructure and in the consumer market. As a result, China's political climate is moderately favourable because government support generates growth opportunities.
Economic Factors
Germany – Moderately Favourable: Germany is the biggest economy in Europe with a nominal GDP of around US$4.74 trillion in 2024 and its GDP per capita is more than US$55,000, which demonstrates strong purchasing power. The inflation rate has dropped from 5.9% in 2023 to around 2.2% in 2025, boosting consumer confidence in their buying power (Statista, 2025). The overall economic situation is moderately favourable, with relatively moderate growth in the market and stable purchasing power in Germany.
[image: ]
Figure 3: Inflation Rate in Germany from 1992 to 2025
Source: (Statista, 2025)
China – Highly Favourable: China is the most promising area for Adidas to grow in the long run, due to the sheer size of the Chinese market coupled with their growing middle-income population. China's economy expanded by about 5.0 per cent in 2024, and in terms of nominal GDP was still the world's second largest economic power, with nominal GDP surpassing $18.9 trillion. The annual average inflation rate in China was approximately 0.0 per cent in 2025 compared with the previous year. The International Monetary Fund (IMF) projects that consumer prices will rise 0.68 per cent in 2026. China's economic landscape is therefore highly favourable, with desirable consumer demand, and the digital retail sector is growing at a fast pace.
[image: ]
Figure 4: Inflation Rate in China from 2014 to 2025
Source: (Statista, 2020)
Social and Cultural Factors
The buying habits of the Chinese are quite different from those of Germany. Consumers in Germany are more concerned about product quality, innovation and sustainability and over 60% of consumers assess the environmental performance when buying fashion products (Louisa and Schellhaas, 2025). In Germany, the sporting society is also one of the most active societies in Europe, as 28 million people are members of sport clubs, which generates a constant demand for high-quality sports shoes and clothes. 
On the other hand, China is a younger and more rapidly expanding consumer market where over 400 million Generation Z and Millennial consumers now identify international sportswear brands with fashion, social identity and lifestyle. The fitness sector in China has boomed, with the number of fitness participants now reaching over 430 million, and sports consumption is also rising.
Cultural Differences Using Hofstede's Cultural Dimensions
[image: ]
Figure 5: Cultural Differences between China and Germany
Source: (The Culture Factor Group, 2020)
Power Distance: Germany has a score of 35 and reflects an egalitarian society where people favour equality and involvement in decision-making. China has an index of 80, meaning that it is more accepting of hierarchy and authority. 
Individualism: Germany has a score of 79, indicating very individualistic buying habits, valuing personal taste, product innovations and individual performance. China scores 43, which shows that the family influence, peer recommendation and social recognition are extremely influential in their purchasing process, which reflects a relatively collectivist behaviour (The Culture Factor Group, 2020).
Motivation towards Achievement and Success (Masculinity): Germany and China score 66, which indicates that Germany and China are very competitive societies with a high emphasis on achievement, performance and success. The cultural similarity is a big plus for Adidas' performance-based branding, innovation and sponsorship of top athletes of both nations.
Uncertainty Avoidance: Germany has a score of 65 for Hofstede's Uncertainty Avoidance dimension, meaning that German consumers like to have a structured environment, detailed information about the product and a reliable quality standard (The Culture Factor Group, 2020). On the other hand, China gets a score of 30, signifying greater acceptance of uncertainty and a higher willingness to accept innovative products and new fashion trends. 
Long-Term Orientation: Consumers in Germany and China value long-term planning, continuous improvement and sustainable development with a score of 83 and 77. Adidas' long-term sustainability strategy is well supported by this dimension, which is also underpinning their work in product innovation and expanding the range of recycled-material footwear (Adidas, 2023).
Indulgence: Germany has a score of 40, China has a score of 24, so there are relatively restrained societies where purchases tend to be rational and value-oriented. Adidas should keep its attention on product performance, innovation and value creation but not just on emotional advertising. 
Advantages and Disadvantages of Hofstede's Cultural Dimensions
Advantages: Adidas can use the Hofstede model to analyse international markets as it offers a number of benefits. It facilitates the systematic comparison of national cultures with measurable indicators helping managers to devise national marketing strategies (The Culture Factor Group, 2020). In addition, the framework helps Adidas adjust their branding strategy, positioning and promotional programs in line with local consumer behaviour. 
Disadvantages: The model is derived from past cultural information and cannot fully explain the fast-changing consumer behaviour of digitalisation, globalisation and demographic changes. Additionally, the framework is based on the assumption of a relatively homogenous national culture and does not consider regional, income and generational differences, especially in China. 
Technological Factors
Germany: Highly Favourable: Germany offers a technologically sophisticated environment with Industry 4.0, AI and Digital Manufacturing. Germany is one of Europe's top innovation economies, spending around 3.1% of GDP. The nation also has over 415 industrial robotics units per 10,000 manufacturing workers, with highly automated manufacturing production (Fleck, 2022). As a result, the technological landscape in Germany is very conducive to Adidas.
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Figure 6: The Countries with The Highest Density of Robot Workers
Source: (Fleck, 2022)
China: Highly Favourable: China is one of the world's most advanced retail markets. At the end of 2024, China had more than 1.11 billion Internet users, a penetration rate of more than 78% and online retail sales reaching over ¥15.5 trillion. Over half of Adidas' revenue in China comes from digital sales, such as on Tmall, JD.com, and Douyin. More than half of Adidas' revenue comes from China's digital platforms, including Tmall, JD.com and Douyin (Statista, 2024). Consequently, the technological circumstances are very favourable for China.
Environmental Factors
Germany: Moderately Favourable: Germany has one of the most stringent environmental policy frameworks in Europe with the European Green Deal, which aims for 55% greenhouse gas reductions by 2030, and climate neutral by 2050. While complying with these measures will drive up production costs, they are strongly aligned with Adidas' vision of cutting greenhouse gas emissions by 30% by 2030 and using recycled materials in production (Adidas, 2023). So, Germany's environmental environment is moderately favourable.
China: Moderately Favourable: China agrees to peak carbon emissions by 2030 and to become carbon neutral by 2060. Renewable energy installations hit a record high of over 1,450 GW in 2024, whereas investments in green manufacturing grew steadily among the governments. Still, manufacturing companies are facing industrial pollution and environmental compliance issues. Overall, China's environmental environment is moderately favourable.
Legal Factors
Germany: Favourable: Germany offers a clear legal structure backed up by the EU General Data Protection Regulation (GDPR), robust intellectual property rights protection and detailed labour law (Hornuf, Mangold and Yang, 2023). Germany's position in the 2024 International Property Rights Index (IPRI) at rank 9th reflects good protection of trademarks and innovations. As such, Germany's legal framework is favourable.
China: Moderately Unfavourable: China's legal landscape is relatively complicated as foreign companies are required to abide by the Personal Information Protection Law (2021), Data Security Law (2021) and growing foreign investment laws. There has been significant improvement in intellectual property enforcement, but counterfeit sportswear continues to be an issue in some areas. In general, the legal environment is moderately unfavourable in China.
Similarities and Differences of PESTEL Between Germany and China
Similarities: They both offer a politically stable and safe environment, advanced technological infrastructure, and rising demand for high-quality sportswear among consumers. Both governments actively support sustainability, digital transformation and innovation which are areas where Adidas has a good chance of success in the long term. 
Differences: Germany is a well-developed, innovative economy with clear regulations, consumers with high purchasing power and high sustainability demands (Louisa and Schellhaas, 2025). China has a much more sizeable consumer base of more than 1.4 billion, with retail growth even faster and the world's largest e-commerce market. 
[bookmark: _Toc236946681]b. (i) Comparative Analysis of STP Strategies of Adidas in Germany China
[bookmark: _Toc236946682]1. Segmentation Strategy
Market Segmentation is the process of subdividing a large market into smaller groups of consumers with similar characteristics, needs and purchasing behaviours so that organisations can create marketing strategies that are targeted to that group (Bosire, 2025). Adidas uses the differentiated segmentation strategy in both Germany and China, where the product, marketing communication and customer experience is different.
[image: What is Segmentation? Benefits, Types & Strategy | NVECTA]
Figure 7: Types of Market Segmentation
Source: (Bosire, 2025)
Demographic Segmentation: Adidas mainly caters to the customer base of 25-50 years, and the Germans have working professionals, fitness freaks, and middle- to high-income families who are interested in the quality, performance and sustainability of the product (Adidas, 2023). The Chinese market, on the other hand, is primarily targeting young people aged 18-35, including Generation Z, university students and young professionals.
Geographic Segmentation: Adidas focuses on the economically developed urban areas of both countries. Sports participation and purchasing power in Germany are relatively high in the big markets of Berlin and Munich, as well as Hamburg and Frankfurt. Apart from Beijing, Shanghai, Guangzhou and Shenzhen, where urbanisation and sports participation rates are on the rise, Adidas concentrates in China on second-tier cities.
Psychographic Segmentation: German consumers are health, environmental and quality-conscious (Luca Camanzi et al., 2024). They want durable sportswear that helps to sustain consumption and an active lifestyle. On the other hand, Chinese consumers are more fashion-conscious, digitally connected and status-oriented, which see international sportswear as a symbol of modern lifestyle and personal identity.
Behavioural Segmentation: The average German shopper tends to be very loyal to brands and will only buy goods from Adidas if they are of high quality and serve a particular purpose (Luca Camanzi et al., 2024). By contrast, Chinese consumers buy more often and are more interested in new products and limited editions, and highly influenced by digital marketing, celebrity, and social media trends.
[bookmark: _Toc236946683]2. Targeting Strategy
Adidas follows a differentiated targeting strategy as it targets Germany and China with different marketing strategies instead of a standardised strategy for the world.
Target Market in Germany: Adidas is aimed at sports participants, professional athletes, runners, football lovers and green consumers between the ages of 25 and 50 years. German engineering, product performance, innovation and sustainability are the elements highlighted in marketing communications. Building long-term brand loyalty, premium product lines such as performance footwear and apparel made from recycled materials draw customers who want to be satisfied with quality and functionality.
Target market China: Adidas are mainly focused on younger urban consumers, from 18 to 35 years, including Generation Z, millennials and fashion-conscious workers, in China (Zhang, Liu and Lyu, 2023). This market sees sportswear as both sports’ equipment and everyday clothing. As a result, Adidas partners with celebrities, sports stars and digital influencers and continues to build on its relationships with ecommerce platforms to further connect with digitally savvy customers.
[bookmark: _Toc236946684]3. Positioning Strategy
The benefit positioning is adopted by adidas and user positioning is supported, with emphasis varying between Germany and China (Adidas, 2023).
Germany (Benefit Positioning): Adidas' positioning in Germany is to be a premium sport performance brand, innovative, quality, comfort and environment friendly. The focus on marketing communications is on cutting-edge footwear technology, functional design and sustainable production, which further solidifies Adidas as a trusted brand for sports enthusiasts and active consumers (Harry, 2023).
China (User Positioning): In China, Adidas is perceived as a cool international sportswear brand which stands for youth, success and contemporary living. Celebrity endorsements, sports culture, limited editions and digital interaction creates an aspirational image that connects with younger consumers who are looking for status and self-expression in the promotional campaign.
Perceptual Map (Conceptual):
A perceptual map is a map that places Adidas on two dimensions:
· X-axis: Price (Low to High)
· Y-axis: Performance & Fashion Innovation (Low → High)
[image: ]
Figure 8: Perceptual Map of Adidas 
Source: (Harry, 2023)
Adidas is in the high premium / high performance quadrant in both countries. In Germany the brand is more about technical performance and sustainability, and in China, it's more about prestige for fashion, innovation and lifestyle.
Similarities and Differences of STP Strategies
Similarities: Germany and China both use Adidas' STP segmentation approach, but they are addressing their premium sportswear consumers differently, innovating and ensuring a healthy global brand image for Adidas. Adidas has been building brand loyalty in both markets by emphasising that the products are high quality and that there is an emphasis on the active lifestyle and customer experience.
Differences: Germany focuses on performance, sustainability and functional value and caters for mature and quality-conscious consumers. On the other hand, China is targeting younger and fashion-seeking consumers while emphasising lifestyle, celebrities’ endorsements, digital marketing and brand prestige. These localised STP strategies will allow Adidas to meet the diverse preferences of consumers in different countries, whilst ensuring consistency of the brand across the globe.
[bookmark: _Toc236946685]b (ii) Comparative Analysis of the 7Ps Marketing Mix of Adidas in Germany and China
The 7Ps Marketing Mix is a strategic marketing mix model which helps organisations to formulate effective marketing strategies by controlling the product, price, place, promotion, people, process and physical evidence (Santanderopenacademy, 2024). The following section compares Adidas' marketing mix strategies in Germany and China.
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Figure 9: 7Ps Marketing mix
Source: (Santanderopenacademy, 2024)
1. Product Strategy
Germany: Adidas follows the product differentiation strategy in Germany, emphasising top-quality sportswear, innovation and sustainability (Adidas, 2021). In 2024, the sportswear market in Germany surpassed the US$7.8 billion mark and consumers are putting more pressure on the products they want to wear, especially when it comes to premium quality footwear, running shoes and football products. 
China: The sportswear sector in China is worth over US$55 billion and is Adidas' biggest growth market. Adidas adapts its product portfolio by introducing fashion-oriented collections, limited-edition sneakers and collaborations with celebrities and designers (Liu et al., 2025). The company also creates products tailored to the Chinese market that combine digital innovation and lifestyle fashion with sports performance.
Evaluation: In both markets, Adidas practices the product adaptation strategy. Germany is all about performance and sustainability; China is all about fashion, innovation and lifestyle branding.
2. Price Strategy
Germany: Germany has a high purchasing power and Adidas uses a premium pricing strategy (Biraglia et al., 2022).  GDP per capita in Germany was around US$56,000 in 2024, which allowed them to afford high-quality sports gear. Adidas keeps its prices steady and provides seasonal promotions and loyalty programmes without sacrificing the premium brand image.
[image: ]
Figure 10: Premium Pricing Strategy of Adidas in Germany
Source: (Biraglia et al., 2022)
China: Adidas also has high-end prices in China, but has increased its pricing room due to increased competition and younger consumers. In 2024, China's GDP per capita surpassed US$13,000, prompting Adidas to introduce promotional discounts during the major online shopping festivals of Singles' Day (11.11) and 618 Shopping Festival, as well as flexible digital payment methods.
Evaluation: Both countries are on a premium pricing policy, but China needs more promotional pricing and flexible payment policies than Germany.
3. Place (Distribution) Strategy
Germany: Adidas sells its products in Adidas stores, factories stores, sporting goods stores and its official online store (Cuofano, 2023). Advanced transport infrastructure in Germany leads to efficient inventory management and quick product delivery. The main focus is on large cities such as Berlin, Munich, Hamburg and Frankfurt, where the demand for high-quality sportswear is still high.
[image: Adidas Distribution Strategy: 7 Channels Behind $22B Revenue - FourWeekMBA]
Figure 11: Distribution Strategy of Adidas Germany
Source: (Cuofano, 2023)
China: China's comprehensive multichannel distribution strategy is implemented via flagship stores, franchise outlets, shopping malls and the top e-commerce companies such as Tmall, JD.com and Douyin (Adidas, 2021). In China, the company has over 8000 retail outlets with regional warehouses and local distribution centres to enhance delivery efficiency.
Evaluation: Germany is focused on optimising retail distribution, China is going for maximum market coverage using a mix of physical and digital retail.
4. Promotion Strategy
Germany: Adidas promotes its products by emphasising sports performance, innovation and sustainability (Patras, 2021). Marketing communications include football sponsorships, sporting events, television advertising, digital campaigns and athlete endorsements. Promotional messages are generally rational, highlighting product quality, performance and environmental responsibility.
China: China's marketing approach is much more digital. Adidas leverages WeChat, Weibo, Douyin and Xiaohongshu, in addition to influencer marketing, live-stream shopping and celebrity endorsements. In 2024, China was spending US$140 billion on digital advertising, with social media being the main mode of communication for the company.
Evaluation: While Germany is interested in product functionality, China is interested in emotional branding, digital engagement and lifestyle marketing.
5. People Strategy
Germany: Adidas places a high priority on its employee development, technical expertise and customer service (Frenkel and Scott, 2020). Staff receive ongoing product and leadership development, to ensure quality customer service, and the company have 8,359 employees in Germany. Adidas' reputation for innovation and product excellence is backed by the highly skilled workforce in Germany.
China: To ensure Adidas' products are more localised, the company's China team consists of local staff who are familiar with local culture and consumer behavior (Adidas, 2023). In China the company have 7,874 employees and they are trained in digital retailing, customer relationship management and omnichannel services to enhance personalised shopping experience.
Evaluation: Germany is more technical and product-oriented, while China is more oriented towards localisation and customer service.
6. Process Strategy
Germany: Adidas offers quick customer service for buying and servicing products in-store and online (Adidas, 2021). Online ordering, click and collect, flexible return and customer support are all features that benefit consumers. Overall, Germans do a lot of research on products prior to buying them.
[image: ]
Figure 12: Adidas Website
Source: (Adidas, 2020)
China: The Chinese purchasing process is very digitalised. Consumers conduct shopping via mobile apps, AI-driven suggestions, live stream commerce and embedded mobile payment infrastructure (Adidas, 2023). Over 90% of Chinese online users use mobile payments regularly, which helps them to make quick and easy purchases online.
Evaluation: Germany provides efficient and reliable retail processes, while China provides technology-driven, personalised and highly convenient customer retail experiences.
7. Physical Evidence Strategy
Germany: The new flagship stores, sustainable store design, premium packaging and interactive product presentation are Adidas's ways of reinforcing its premium positioning (Yuhan, 2025). The company's dedication to innovation and sustainability is also showcased in the official Adidas website and mobile app, which now provide digital evidence of the products.
[image: Frameweb | Adidas Berlin Flagship Store]
Figure 13: Adidas Flagship Store in Berlin
Source: (Yuhan, 2025)
China: In China, physical evidence is related to creating an immersive brand experience. Digital screen, interactive product demonstrations, smart mirror and high-end retail space are popular features of flagship stores (Reuters Staff, 2022). Additionally, Adidas works to engage customers via mobile apps and its inbuilt online shopping systems.
[image: ]
Figure 14: Adidas Flagship Store in China
Source: (Reuters Staff, 2022)
Evaluation: Germany consistently emphasises sustainability and product quality, whereas China focuses on luxury, innovation and interactive retail experiences using innovative digital technologies.
Similarities and Differences of the 7Ps Between Germany and China
Similarities: Adidas' products are of high quality, the price is high, it distributes its products through multi-channel, integrates marketing communications, hires well-trained staff, and customers' experiences are consistent in both countries (Adidas, 2021).
Differences: Germany is product-performing, eco-friendly and engineering quality-driven, while China is fashion-driven, digital savvy, celebrity marketing, and experiential-driven catering to younger shoppers in a more mature market. That means, Adidas has taken a more localised and digital approach in China, while continuing to position itself in Germany as a product for performance.
[bookmark: _Toc236946686]c. Market Entry Strategy of Adidas in China
[bookmark: _Toc236946687]Definition of Market Entry Strategy
Market entry strategy is the way that an organisation enters a foreign market and faces the competition (Brouthers et al., 2022). There are various entry modes such as exporting, licensing, joint ventures and wholly owned subsidiaries. Entry modes are determined by the market potential, investment risk, degree of control and long-term strategic goals.
[bookmark: _Toc236946688]Adidas' Market Entry Strategy in China
In the early of expansion, Adidas acquired a few joint venture partnerships in China and then consolidated its position by acquisition of wholly owned subsidiaries as well as further development of the franchise and retail partnerships. This method helped Adidas to get a better understanding of the local market, establish tight distribution channels and gradually expand its operating control over the growing sportswear market in China (Adidas, 2023).
[bookmark: _Toc236946689]Critical Analysis of the Entry Strategy
Adidas has benefited from the chosen entry strategy in a number of ways. Wholly owned operations have been instrumental in ensuring that the company has full control on branding, product quality and strategic decision making and also safeguarding the company's global brand image. Meanwhile, the partnerships with local retailers and e-commerce platforms, including platforms like Tmall, JD.com, and Douyin, have enhanced market penetration and consumer reach globally (Adidas, 2021).
But there are some problems in this approach too. The business of wholly owned operations demands significant funding and carries more regulatory and operational risks in China's ever-changing legal and political landscape. Moreover, there is a high level of competition from local sportswear brands, which forces the constant innovation, localisation and digital marketing spending for maintaining market leadership (Adidas, 2023).
[bookmark: _Toc236946690]Evaluation
In general, Adidas' strategy of having a fully owned subsidiary with strategic local partners is a suitable market entry strategy for China. It strikes a balance between operational control and local market responsiveness, giving Adidas the ability to reinforce the brand equity and ensure the product is widely available globally, and well accepted in one of the world's biggest sportswear markets (Adidas, 2023).
[bookmark: _Toc236946691]d. Ethical Issues Related to Adidas' Marketing Mix (China)
[bookmark: _Toc236946692]Ethical Marketing Practices
1. Sustainable Product and Circular Manufacturing: Adidas in China promotes sustainable marketing by increasing the production of eco-friendly Adidas products made from recycled and renewable resources (Feng et al., 2026). More than 99% of the company's polyester was made from recycled materials in 2024, as it continues to strive to lower carbon emissions along its entire value chain. It would be in line with China's 2060 carbon neutrality goal and the growing demand of the citizens for eco-friendly products. 
2. Responsible Consumer Data Protection: Adidas gathers customer information via its official website, mobile applications as well as e-commerce websites like Tmall and JD.com. The company is compliant with the China Personal Information Protection Law (PIPL) and the Data Security Law, which guarantees the secure management of the customer's data and transparency in digital marketing (Frenkel and Scott, 2020). 
[bookmark: _Toc236946693]Unethical Marketing Issues
1. Premium Lifestyle Advertising and Consumerism: While Adidas has a campaign to promote healthy living, many of their marketing campaigns focus on high fashion, celebrities and the release of exclusive products. This could lead to an increase in materialistic consumption, especially by younger consumers in China. Limited edition sneakers can also promote impulse shopping and overconsumption, introducing ethical issues in relation to responsible marketing (Louisa and Schellhaas, 2025).
2. Environmental Impact of Global Supply Chains: Despite all of the progress Adidas has made in sustainability, there is still a lot of criticism in the field of global manufacturing and shipping processes on the environmental impact of Adidas (Adidas, 2023). Transportation and production are still a big problem in the fashion industry as they are responsible for about 8-10% of the global carbon emissions. 
[bookmark: _Toc236946694]e. Recommendations for Future International Marketing Strategies
[bookmark: _Toc236946695]Recommendations for Germany
· Further invest in product innovation and sportswear based on AI technologies to consolidate the competitive position of Adidas in the well-established sportswear market in Germany.
· Grow circular economy programmes by scaling up footwear recycling programmes and using more renewable materials to meet the demand of environmentally conscious consumers.
· Improve online customer experiences by personalising the online shopping journey, virtual product fitting, and using data to inform customer relationship management.
[bookmark: _Toc236946696]Recommendations for China
· Invest more on products which are designed for generation Z, such as having limited edition launches, local collaborations with designers, and exclusive collections to boost brand loyalty.
· Continue to leverage the digital marketing channels of Douyin, Xiaohongshu, WeChat and AI social commerce, while China is the biggest e-commerce market in the world.
· Expand quickly into Tier-2 and Tier-3 cities through greater omnichannel retailing and partnership with local stakeholders to meet the fast-expanding middle-class consumers and drive business growth.
[bookmark: _Toc236946697]Conclusion
Overall, the study has shown that Adidas is able to adjust their marketing mix strategies to the different conditions of the German and Chinese markets. Germany has a focus on product performance, sustainability and innovation, while China's focus is on a more localised approach, digital interaction and fashion-based marketing. Adidas can enhance its competitive advantage by following proper growth strategies, using the proper marketing ethical measures and market-specific suggestions it can have a sustainable growth in the international markets in the long term without compromising its customer satisfaction.
[bookmark: _Toc236946698]Section 2: Reflective Account Using Gibbs Reflective Cycle
Gibbs' Reflective Cycle is a reflective model which provides a structured way for people to reflect on events in a way that allows them to make sense of their experiences, extract learning from them and plan further learning and practice (BiteSize Learning, 2024). This section focuses on my experience of analysing Adidas' international marketing strategies in Germany and China, as well as identify lessons that can be learnt for my future career.
[image: Gibbs' Reflective Cycle | Career Skills Training from EPM]
Figure 15: Gibbs Reflective Cycle
Source: (BiteSize Learning, 2024)
1. Description
In this assignment, I examined Adidas' international marketing strategies in two markets: their home market (Germany) and host market (China) and compared and contrasted the two markets. I analysed the PESTEL macro-environment, discussed cultural differences via Hofstede's Cultural Dimensions, discussed the STP and 7Ps marketing strategies, explored ethically challenging marketing strategies and provided some recommendations for strategy. This report helped me to gain an understanding of how a company adapts their marketing strategies to other economic, cultural and legal environments when they are a multinational organisation.
2. Feelings
Initially, I felt a bit overwhelmed as it was necessary to research and critically evaluate two international markets, but I was able to overcome this. At first, it was not possible to make a fair comparison of Germany and China objectively, and bring in the latest business statistics and strategic models. However, as I continued to go through my research, I felt more and more at ease in using international marketing theory in a true-to-life multinational organisation. The completion of every section enhanced my skill in analysing and gave me confidence in my abilities to assess global marketing strategies. Reflective learning helps people to identify feelings and to make them meaningful learning experiences as stated by Weng et al. (2021).
3. Evaluation
I feel that this was a good learning experience as it has helped me to improve my academic learning and professional skills. Integrating the different strategic frameworks such as PESTEL, Hofstede's Cultural Dimensions, STP, 7Ps Marketing Mix and the Ansoff Matrix to get a thorough evaluation of Adidas' international marketing strategy was one of my main strengths. In addition, the study of existing economic information and cultural differences helped me to be able to make more evidence-based strategic recommendations. However, gathering of data for international marketing was difficult in general and for comparison between the two countries in particular due to the unavailability of reliable and up-to-date data. Valdonė Indrašienė et al. (2023) suggests, effective learning takes place when the learner applies their experiences to critical reflection.
4. Analysis
This assignment has taught me that in order to be successful in international marketing, you can't just sell the same product in all markets. Understood that cultural values, consumer behaviour, economic development and legal regulations have a significant impact on marketing decisions. For instance, Adidas' marketing strategies in Germany are more towards sustainability and product performance and innovation while in China, their marketing strategy is more on digital marketing, celebrity endorsements and lifestyle branding. Overall, this comparison highlighted the need to tailor the marketing strategy, rather than a global strategy. Moreover, my own research helped me to develop an appreciation for assessing academic research, analysing business data and using marketing theory to analyse and solve problems which arise in business. Also, the assignment helped to develop my critical thinking and problem-solving skills along with decision-making skills. Gained greater confidence in engaging in evidence-based comparisons of international markets, not assumptions. I also understood the need to embrace consumer trends, digital and sustainability transformation, and build a marketing strategy accordingly to win in global markets. 
5. Conclusion
This reflective process has helped me to know myself well and have highlighted my strengths and areas for further growth. As a result, my knowledge of international marketing strategy, strategic analysis and cross-cultural business management have been enhanced. But I do know that I need to improve my skills in analysing large volumes of business data and be more critical in my use of a variety of academic sources. I also have to build my self-assurance in giving strategic recommendations with quantitative supporting evidence. I have experienced reflective practice in my own learning and development in that it highlights learning gaps and needs for future learning.
6. Action Plan
	Development Area
	Action Plan
	Expected Outcome
	Timeframe

	International marketing knowledge
	Read recent journal articles and international business reports every week.
	Improve understanding of global marketing strategies and market analysis.
	Next 6 months

	Data analysis skills
	Practise analysing market reports and statistical datasets using business databases.
	Strengthen evidence-based decision-making skills.
	Next semester

	Cross-cultural management
	Study additional international business case studies involving multinational companies.
	Improve cultural awareness and global business understanding.
	Continuous

	Academic research
	Use Google Scholar, Scopus and university databases to locate high-quality academic sources.
	Enhance critical evaluation and academic writing quality.
	Ongoing

	Presentation and communication
	Participate in group presentations and practise explaining strategic recommendations.
	Improve professional communication and confidence.
	Next academic term

	Reflective practice
	Apply Gibbs' Reflective Cycle after completing future academic projects.
	Develop continuous learning and professional self-improvement.
	Throughout my studies
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