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[bookmark: _Toc235714877]Executive Summary
[bookmark: _Toc235714878]This report is a critical comparison of adidas' international marketing strategy in the home market in Germany and the Chinese host market which is a strategically important market. Germany offers strong purchasing power, institutional stability and heritage, and is a mature and relatively slow-growing market. China's population is far greater, the category moves much faster and the digital commerce market is more sophisticated, but the average purchasing power is lower, Chinese competition is strong, there is consumer nationalism and China has complex data and regulatory requirements.
In 2025, adidas' global net sales totaled €24.811 billion and operating profit amounted to €2.056 billion – record levels. Net sales in Europe totaled €8.136 billion versus Greater China, which reported net sales of €3.623 billion. While Europe still accounted for the majority market, the sales in Europe and Greater China increased by 10% and 13% respectively, highlighting China's strategic importance (adidas AG, 2026a). 
Based on the analysis, it is concluded that adidas applies selective adaptation. Brand identity and technological credibility, quality standards and the Three Stripes are consistent around the world, while local product creation, digital platforms, local partnerships, communications and pricing are adapted. China needs more cultural adaptation as customers are more willing to indulge in Chinese culture and like to compare the international sportswear brands with Anta, Li-Ning and newer specialist brands.
The report suggests adidas consider: build on local creation, implement differentiated pricing, should merge digital and physical channels, have more transparency in the supply chain and stop making unsubstantiated sustainability claims. Its planned gradual Chinese market entry (from distributors and franchises to ownership, creation and direct-to-consumer control) was right, but it cannot be legitimate if it's not a mix of both.
Section 1: International Market Entry Strategy and Marketing Mix
[bookmark: _Toc235714879]Introduction
[bookmark: _Toc235714880]International marketing is more than the exportation of a successful domestic formula to another country. Organisations need to decide what activities will always be standardised and what activities will need to be flexible to cultural, economic, legal and competitive variations. Standardisation has the potential for economy of scale and a unified brand while adaptation can result in greater market relevance but at the expense of higher costs and greater organisational complexity (Cateora et al., 2020; Hollensen, 2020; Mandler et al., 2021).
This tension has special relevance in the field of sportwear as consumers buy functional performance, fashion symbolism and identity and social belonging at the same time. They might therefore have varying implications in different markets (Hong et al., 2023; Kim & Oh, 2020; Kotler et al., 2022). Based on the module learning outcomes addressed, the socio-cultural context of Germany and China will be critically compared while the ethical and practical dimensions that impact on adidas's international marketing will be evaluated.
Comparative Market Analysis
[bookmark: _Toc235714881] PESTEL Analysis
Germany and China offer adidas different levels of attractiveness. The population of China in 2024 was about 1.409 billion, while the population of Germany was about 83.5 million. But Germany GDP per capita was about 56,104 US dollars while about 13,303 US dollars in China. So, China offers the benefit of larger customer base and Germany offers much larger average purchasing power (World Bank, 2025a, 2025b). 
Table 1: Comparative PESTEL Analysis of Germany and China
	Factor
	Germany
	China
	Strategic implication for adidas

	Political
	Stable EU democracy with transparent institutions and established trade rules
	Centralised political system with significant regulatory intervention
	adidas requires stronger government, platform and regulatory monitoring in China

	Economic
	High income but mature and relatively slow-growing demand
	Lower per-capita income but substantially larger population and faster sports participation growth
	Premium positioning is easier in Germany; China requires broader price architecture

	Social
	Individualistic, performance-oriented and sustainability-aware consumers
	Greater collectivism, cultural pride, community influence and growing wellness participation
	Chinese products and communications require greater cultural localisation

	Technological
	Developed e-commerce and integrated European retail infrastructure
	Highly advanced mobile commerce, social platforms and livestream retailing
	Chinese strategy must be platform-specific and mobile-first

	Environmental
	Strong consumer and regulatory pressure for circularity and carbon reduction
	Rising environmental concern but uneven enforcement and consumer scepticism
	Sustainability claims require measurable evidence in both markets

	Legal
	EU consumer, competition, privacy and supply-chain due-diligence requirements
	Personal Information Protection Law, e-commerce regulation and advertising controls
	Digital personalisation must comply with distinct GDPR and Chinese data regimes


Source: Author’s own work based on adidas AG (2026a, 2026c), European Commission (2024), National People’s Congress of China (2021) and World Bank (2025a, 2025b).
The difference in the demographic is shown in Figure 1. China is geographic and segment scale, but its demand is not necessarily accessible due to its size. The market size that can actually be served is a function of income, city tier, amount of retail infrastructure, participation in sports and domestic competition. It therefore would be misguided to view China as a single national segment.
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Figure 1: Population Comparison between Germany and China, 2024
Source: Author’s own work based on World Bank (2025a, 2025b).
The average increase or decrease in economic capacity is stressed in Figure 2. German consumers are more likely to buy higher full-price sales and limited edition collaborations as well as premium performance shoes. Entry, core and premium price levels also exist in China, but the income differences in the country drive a greater need for premium products. In view of this, price structure should differ among the tiers of the city, product function and customer segments instead of having a single uniform premium structure across the country (Cateora et al., 2020; Kotler et al., 2022).
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Figure 2:GDP per Capita Comparison between Germany and China, 2024
Source: Author’s own work based on World Bank (2025a, 2025b).
[bookmark: _Toc235714882]Digital and supply-chain decisions are impacted by political and legal variations. Germany is part of the EU single market and subject to consumer-protection and privacy and sustainability-due-diligence regulations. The EU Corporate Sustainability Due Diligence Directive came into effect in 2024, and the national Supply Chain Due Diligence Act (Lieferkettensorgfaltspflichtgesetz [LkSG]) sets expectations for risk-management for larger companies in Germany (European Commission, 2024; Federal Office for Economic Affairs and Export Control [BAFA], 2025). 
China's Personal Information Protection Law stipulates that processing personal information in accordance with the law and obtaining consent in appropriate situations and gives significant sanctions for major breaches of the law. This has an impact on all adidas membership initiatives, personalised recommendations, social-commerce initiatives and consumer analytics. The regulatory challenge is not just the translation of those privacy notices, but the locally governed consent, retention, cross-border data and platform-management processes are required in the case of adidas (National People's Congress of China, 2021). 
Technologically, both markets are digitally developed, the difference is in the way customers are journeying. It is typical for German consumers to navigate between websites, apps, stores and wholesale retailers. Within one mobile journey, Chinese consumers can come into contact with products via Tmall, JD.com, WeChat and Douyin, livestreaming, influencers and even branded stores. Failure to uphold consistency in the online and physical experience leads to retention loss, and the opposite applies: transparency and integration of channels leads to engagement and loyalty (Alexander & Kent, 2022; Gao & Huang, 2021; Quach et al., 2022).
Adidas has expectations in terms of climate, product materials, impacts on recycling and supply chain. Environmental positioning can therefore be a supportive measure for adidas to increase the customer's purchase intention, however, the use of vague “sustainable” terminology should be avoided as it falls short of the actual improvements of the products, and instead, the information about the materials, emissions, durability and end-of-life options should be made more concrete and product-level (Chung et al., 2022; Kim & Oh, 2020).
Socio-Cultural Comparison
While Hofstede's model is useful to compare overall cultural tendencies, the scores of countries cannot be taken as literal descriptions of all consumers. There are generational, regional and income differences in Germany and in China. Cultural scores should hence be used as a heuristic to develop research hypotheses and to test campaigns, not as a creative recipe (Hofstede et al., 2010; Hollensen, 2020).
Table 2: Hofstede Cultural Comparison and Marketing Implications
	Dimension
	Germany
	China
	Marketing implication

	Power distance
	35
	80
	German communication can be informal and egalitarian; Chinese communication may give greater weight to recognised experts, athletes and authority

	Individualism
	79
	43
	Germany supports self-expression and individual performance; China requires greater attention to communities and social belonging

	Achievement orientation
	66
	66
	Performance, achievement and competitive excellence are relevant in both markets

	Uncertainty avoidance
	65
	30
	German consumers may value detailed product proof; Chinese consumers may accept rapid innovation and limited editions

	Long-term orientation
	57
	77
	Chinese strategy should emphasise sustained relationships, cultural investment and long-term relevance

	Indulgence
	40
	24
	Chinese enjoyment may be framed through socially accepted participation and achievement rather than unrestricted consumption


Source: Adapted from Hofstede et al. (2010) and The Culture Factor Group (2026).
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Figure 3: Cultural-Dimension Comparison
Source: Author’s own work based on The Culture Factor Group (2026).
[bookmark: _Toc235714883]Germany's greater individualism embraces positioning which is focused on the individual, technical specification and self-expression. Customers can react upon operating details, product engineering and personally put together design. China's lower individualism indicates a higher value on community membership, peer participation and communal cultural meaning. But young urban Chinese consumers also seek individuality in style and fitness and specialist sport, so a simple collectivist brand message is not appropriate.
It is of particular relevance in China to understand the concept of customer ethnocentrism. Through research with Chinese consumers, it was determined that the emotional components of ethnocentrism can impact participation and attitudes towards global brands, and that the brand needs to show cultural respect and meaningful contribution to the local community (Hong et al., 2023). 
The creation capability in Shanghai has an important strategic significance to transform local insight into products and not just translate western advertising - adidas has backed Chinese design talent and produced products inspired by the local history, aesthetics and sporting culture. While it is important to use cultural symbols sensitively and involve the locals in a credible way, such initiatives can help to overcome the impression that localisation is superficial (adidas AG, 2025). 
Comparative STP Strategy
[bookmark: _Toc235714884]Segmentation and Targeting
These are competitive athletes, recreational runners, footballers, fitness users, those who are conscious of sustainability, streetwear buyers and fashion-collaboration collectors in Germany. The income gap is relatively small (compared to China) and technical performance and European football background are important variables to segment.
China needs a finer-grained segmentation that brings together the following variables: city tier, income, age, sport, fashion involvement, digital platform behaviour and brand attitudes towards domestic and international brands. Among the priority segments are the metropolitan Gen Z fashion consumers, the running community, the outdoor community, the basketball and football community, and the affluent collectors as well as the value-conscious emerging city customers. In the era of wellness and activity-based identities, adidas should focus on sport community, rather than relying primarily on mass celebrity endorsement.
Table 3: Comparative STP Strategy
	STP element
	Germany
	China
	Critical judgement

	Segmentation
	Sport, performance level, lifestyle, sustainability and football interest
	City tier, income, sport community, cultural identity, platform behaviour and fashion involvement
	Chinese segmentation must be more locally granular

	Targeting
	Runners, football consumers, active adults and Originals customers
	Urban Gen Z, specialist sport communities, affluent lifestyle buyers and emerging-city consumers
	Targeting should prioritise full-price lifetime value rather than online reach

	Positioning
	Authentic German sporting heritage with credible innovation
	Global performance authority strengthened by Chinese creativity and community participation
	China requires cultural legitimacy without weakening global identity


Source: Author’s own work based on adidas AG (2025, 2026a), Hong et al. (2023) and Kotler et al. (2022).
[bookmark: _Toc235714885]The German position put forward is “Technically credible sports performance and authentic lifestyle heritage.” The more powerful is “global performance expertise produced with and for today's China sport and culture.”, in China. It matters: products are not just sold in China, they need to be conceived and designed in China.
Comparative International Marketing Mix
[bookmark: _Toc235714886]Product
The adidas product core is created all over the world, based on performance technologies, footwear categories, the Three Stripes and internationally recognised franchises. This helps to enable consistency and scale. However, the literature on international marketing indicates that a full standardisation or high level of adaptation does not always lead to better performance, and the level of standardisation or adaptation depends on the customer, competitive and institutional conditions (Hultman & Oghazi, 2024; Mandler et al., 2021).
Germany is a global destination for running, football, training, outdoor and Originals ranges and is an area of particular interest for technical credibility and sporting heritage. China is a nation where adidas is now complementing its global lines with designs, colourways, fits and apparel created on the ground. As an example, the Chinese Track Top created via the Shanghai creation centre showcases how host-market innovation can go international and not stay a small local case (adidas AG, 2026a). 
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Figure 4: Selective Standardisation–Adaptation Framework for adidas
Source: Author’s own work based on Mandler et al. (2021), Hultman and Oghazi (2024) and adidas AG (2026b).
[bookmark: _Toc235714887]As indicated in Figure 4 adaptation should go through transparent market filters. A China specific product needs to be customer relevant, brand consistent and operationally feasible and profitable. Localisation could be purely cultural symbols tacked on that adds complexity without being sustained preference.
Price
[bookmark: _Toc235714888]Germany is able to support the consistent premium pricing due to its higher purchasing power, developed comparison-shopping behaviour and strong consumer protection. Yet, adidas needs to have good-better-best price tiers in performance, Sportswear and Originals. Over discounting can dilute the sense of scarcity, product credibility and whalerelations.
More segmentation in pricing is needed in China. Premium collaborations should aim to reach affluent consumers and commercial franchises should aim to reach middle-income consumers and select lower tier cities. Technically viable products from domestic brands might be sold at lower prices, and adidas can't simply count on the prestige of a foreign brand. Prices must consider how much the product is innovative and relevant to the community, not the volume of promotions.
adidas revealed that it saw a 16% rise in its e-commerce revenue in 2025 and made a conscious effort to push full-priced offers. This is strategically suitable as disciplined availability and reduced discounting helps protect brand equity, but the products must be differentiated and consumers must actually perceive them as such (adidas AG, 2026a). 
Place
[bookmark: _Toc235714889]Germany: adidas' distribution channels include wholesale partners, owned retail outlets, factories and ecommerce. Physical stores offer trial, fitting, product education and brand experience, and digital channels offer convenience and visibility of assortment. The key is making sure that stock, member recognition, pricing and returns is consistent across channels.
China needs official stores, key marketplaces and mobile platforms, social commerce and selected wholesale partners. There should be a focus on sales through high platform reach, but maintaining partnerships that allow for local reach and not allowing for fragmented presentation and uncontrolled discounts or fake listings can erode the sense of trust.
Thus, based on the studies in fashion and omnichannel retail, adidas should be intertwined across channels and have a seamless technology, availability, appointments, returns and personalised offers as opposed to having each channel as a standalone business (Alexander & Kent, 2022; Gao & Huang, 2021; Quach et al., 2022). 
Promotion
[bookmark: _Toc235714890]German promotion can focus on: engineering, football heritage, individual performance, product proof, information for sustainability. While partnerships with athletes and clubs continue to play a role, technical evidence and authenticity should be added with the celebrity visibility.
Chinese promotion shall involve international sports people and local content creators, sports communities, cultural activities and interactive social content. As customers in China are affectively ethnocentric, the experience of cultural distance or politically sensitivity of a communication can make it vulnerable (Hong et al., 2023). Local co-creation is thus a more effective and strategic approach than simply putting a Chinese celebrity in a worldwide ad.
Digital promotion is also subject to the data-protection requirements of China. Transparency in consent and proportionate data collection is key in membership and location based offers and personalised recommendations. Engagement is not an adequate justification for intrusive tracking, especially if adidas' engagement is with younger users (National People’s Congress of China, 2021).
People
[bookmark: _Toc235714891]German workers must be technically knowledgeable about the products they sell, be customer-focused and have the ability to enable seamless offline to online experiences. Customers may prefer to be informed, direct and non hierarchical in the interaction with a relatively low power distance. The staff in China should have technical knowledge and be fluent in culture and platform. Running groups and product launches and creator events can be hosted by store employees. Local designers and market managers should also be true decision makers. Market empowerment is only beneficial if local teams are able to influence product, assortment and partnership decisions and not just implement those made in the headquarters (adidas AG, 2026b). 
Process
[bookmark: _Toc235714892]German processes must focus on product information, the transparency of the stock, easy returns and adherence to the EU consumer and privacy expectations. By operating in China on a local-for-local basis, adidas can achieve shorter lead times and have most products needed for the Greater China market made locally. This boosts responsiveness and can help to minimize inventory mismatches, while simultaneously being the need for robust supplier management and analytics of demand (adidas AG, 2026c). 
Physical Evidence
Physical evidence consists of stores, packages, interfaces for use, product displays and environments of events. German stores must convey technical credibility and sustainability, but not get too complicated. Chinese flagship stores should develop an interactive space and technology that is globally identifiable and locally relevant, as well as sport community spaces.
There are risks of dramatic localization which don't impact product/service. Local assortment, staff knowledge and readily available post-purchase service should be used to support physical symbols. Then consumers will think of the environment as a promotional decoration, or not a real participation.
Table 4: Comparative 7Ps and Strategic Priorities
	Element
	Germany
	China
	Priority

	Product
	Global performance and heritage ranges
	Global range plus locally created products
	Expand credible Chinese co-creation

	Price
	Premium but structured tiers
	Wider city- and segment-based architecture
	Protect full-price sales without excluding emerging segments

	Place
	Integrated wholesale, retail and e-commerce
	Marketplaces, social commerce, stores and local partners
	Control presentation while retaining reach

	Promotion
	Technical proof, football and individual performance
	Local creators, communities and culturally relevant storytelling
	Reduce dependence on mass celebrity advertising

	People
	Direct, expert and inclusive service
	Platform-fluent staff and locally empowered creators
	Give local teams decision authority

	Process
	Transparent stock, returns and privacy
	Rapid local creation and mobile integration
	Combine speed with data and quality controls

	Physical evidence
	Functional and technically credible stores
	Experiential stores with local cultural relevance
	Ensure experience reflects genuine localisation


Source: Author’s own work based on adidas AG (2025, 2026a, 2026b), Alexander and Kent (2022), Hong et al. (2023) and Kotler et al. (2022).
[bookmark: _Toc235714893]Market Entry Strategy in China
In the early 1990s, adidas first came to China via agents, distributors and franchise retailers. This lowered investment and gave a quick access to retail distribution and also means a lack of control of retail execution and customer information. The company progressively grew its shareholding and control over its operations via local subsidiaries, direct retail, e-commerce and local sourcing and the Shanghai creation centre.
This is indicative of a phased approach. Ownership advantages of adidas are the brand, performance technologies, athlete relations, and product development systems. The scale, manufacturing ability, digital commerce and growing sport participation advantages of China's location.
Now it is suitable to implement a higher-control model since brand experience, customer data and local development are important strategies. But 100% control must not be cultural centralisation – adidas should maintain local wholesale and platform partnerships where they can establish reach and have a more direct influence on brand identity, data and big product launches. The model can be described as controlled local embeddedness, which is to say, strong corporate ownership, empowered local creation and local selected partnerships.
Both regions continue to be of commercial importance as shown in figure 5. Although Europe was the largest contributor to sales in 2025, with over two times the sales of Greater China, China had the highest currency-neutral growth.
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Figure 5: adidas Net Sales in Europe and Greater China, 2025
Source: Author’s own work based on adidas AG (2026a).
[bookmark: _Toc235714894] Ethical Evaluation of the Chinese Marketing Mix
[bookmark: _Toc235714895]Supply-Chain Labour and Transparency
[bookmark: _Toc235714896]In 2025, China is an important sourcing location and almost all the volume is produced in Asia, with 92% of volume produced there and 16% sourced from China, where adidas outsourced almost all of the production to independent manufacturers. This model offers flexibility but does entail wage, working hour, health and safety and forced labour risks and environmental impact responsibilities (adidas AG, 2026c). 
adidas says they have a human-rights due-diligence system, supplier requirements and worker grievance mechanisms. Its 2025 reporting, however, comes with an admission of incidents of wage violations, unauthorised subcontracting, health-and-safety breaches and gender-based violence, resulting in formal warnings of suppliers. While this disclosure entails transparency, it also reflects that codes and audits do not eradicate the harm (adidas AG, 2026d). 
Responsibility includes not only shareholders and customers, but also factory workers and communities and suppliers: adidas should make public remediation outcomes at the factory level, indicators and evidence of responsible purchasing and evidence that commercial deadlines do not lead to excessive overtime. Ethical marketing claims need to be connected to buying not to stand alone sustainability campaigns.
Sustainability Claims and Greenwashing
[bookmark: _Toc235714897]The research shows that exaggeration of sustainable labelling leads to scepticism, and credible sustainable labelling leads to the purchase intention of sportswear (Chung et al., 2022; Kim & Oh, 2020). Therefore, adidas should not label an entire sportswear as “sustainable” because a preferred material is used. Claims need to include a precise percentage, a comparison basis and a verified environmental benefit. In the same vein, the company's social goals for the supply chain in 2025 demonstrate the potential for selective reporting. It managed to accomplish 80% of strategic suppliers to a 4S social-impact rating or higher, with 90% as its goal. It is ethically better to communicate the results of non-performance of the targets than only the good achievements (adidas AG, 2026d). 
Data Privacy and Youth Marketing
[bookmark: _Toc235714898]Chinese mobile commerce offers adidas the opportunity to serve highly personalised promotion – but in order to do this, meaningful consent must be given, meaning that the company should only collect what they need, offer clear opt out processes and not resort to manipulation such as scarce product or over-behavioural targeting with younger customers. Reporting to Personal Information Protection Law shall be considered the minimum of the ethics for digital marketing and not its full definition.
Recommendations
[bookmark: _Toc235714899]Firstly, adidas should broaden the range of power and production of its creation centre in Shanghai. Full price sell through and the repeat purchase and cross-regional transfer potential should be evaluated for China-specific products, which should be co-developed with local athletes, designers and communities. The second, adidas should have three levels of pricing in China: affordable sport participation, high quality performance, and high class collaboration. This would be a way to gain exposure without having to constantly be discounting.
Third, adidas needs to create one authenticated, omnichannel customer journey through their brand stores, their apps and their approved marketplaces. The inventory, membership privileges, returns and product authenticity should not fluctuate. Fourth, the company should link sustainability data to particular products and suppliers. Some of the key indicators should be verified material content, supplier-remediation completion, living-wage progress and product-level emissions. Last, adidas should implement a market-governance model that safeguards the global standards, but also provides Chinese teams with a tangible decision-making power in terms of products, platforms, partnerships and cultural communication.
Conclusion
[bookmark: _Toc235714900]In Germany, adidas needs to focus on different marketing priorities as compared to China. Germany values technical credibility, premium quality and transparency of sustainability efforts, while China demands local creativity, integration with digital platforms, cultural legitimacy and pricing in general. The gradual transition from low control distribution to higher levels of local investment was a well-timed rationale for the company. Going forward, local embeddedness will be the key, one that is controlled by the company to allow the Chinese teams and communities influence over the products and experiences but still maintain the authority of global performance.
Section 2: Reflective Account Using Gibbs’ Reflective Cycle
[bookmark: _Toc235714901]Description
[bookmark: _Toc235714902]The assessment was broken down into the elements that it required: PESTEL, cultural analysis, STP, 7Ps, market entry, ethics, recommendations and reflection. This helped me not to make a generic company profile and maintain the research in relation to the task. Germany and China were chosen as they would be a relevant contrast between adidas' home market and a major host market that presented unique economic, cultural and digital circumstances.
I then drew up a matrix of evidence that included theories, academic research, official statistics and company information and contradictory evidence. The concepts of standardisation, entry modes, ethnocentrism, omnichannel retail and sustainable marketing were understood based on academic sources. The current performance and sourcing/legal information were obtained from official adidas and regulatory sources.
Feelings
[bookmark: _Toc235714903]At first, I thought of Germany as a secure and very lucrative domestic market; and China as a growth opportunity. The evidence made the comparison more complicated. The Europe area was still by far the largest in sales but Greater China grew at a faster pace. China was also able to contribute in terms of scale and digital innovations, but yet due to the domestic competition and ethnic centricness of consumers, the automatic edge of a well-known foreign brand was minimized.
I found the evidence on ethics the most difficult evidence to deal with, as adidas states that it has in place a lot of systems for due diligence and that there are still some violations from suppliers. The fact that this was originally looked at as contradictory. I later was to realize that transparency is not proof of total failure of the system but it is neither a removal of responsibility. The contrast was a chance for a fair assessment.
Evaluation
[bookmark: _Toc235714904]One of the aspects of my process that I found to be a strength was triangulation. There was a lot of operational evidence in the company reports but academic work evaluated company claims instead of repeating them. For instance, adidas's “global brand with a local mindset” seemed to be convincing, however, studies on standardisation reveal that adaptation can only deliver value if it is based on some significant customer differences and if it is operationally coherent (Mandler et al., 2021).
In addition, the tables and figures enhanced the comparison. Numbers of population and GDP per capita explained why China is not as simple as a “larger market.” I had to translate the country differences into the marketing implications for the cultural table. The 7Ps table was used to illustrate that product, price, distribution and promotion are interrelated.
The primary limitation was in data scope; adidas uses Europe instead of Germany as its scope and Greater China instead of mainland China. The regional figures are useful but they do not give a precise financial comparison between countries. Public information also provided some limited information on segment profitability and product-level margins as well as customer lifetime value. Therefore, I was forced to make conclusions rather than try to give regional data as definite national performance.
Analysis
[bookmark: _Toc235714905]The cultural analysis revealed a stereotyped risk. Hofstede recommends that Germany is more individualistic and China is more collectivistic, however in both markets young consumers may be using sportswear to convey individual identity. So I have engaged in a search for evidence on sport communities, fashion involvement, and consumer ethnocentrism to test out the hypotheses I offered in the cultural scores. This resulted in a more nuanced conclusion: Though community and cultural relevance are important, there are very individualistic aspects of urban fashion in China.
Another thing I learned was that international marketing decisions are indissociable. The sourcing, price, promotion, choice of platform, employee knowledge and store presentation are influenced by a locally produced Chinese product. Likewise, a sustainability campaign also presents an ethical risk if the product and supply-chain evidence doesn't back the claim. The 7Ps should thus be used as a system.
My perception of control shifted with the market-entry analysis. I thought a 100% owned operation was always best, in order to preserve the brand. But when adidas lacked knowledge and experience in China, distributors, franchisees and platforms provided market access and knowledge. Customer data, local creation and local presentation grew in strategic significance and thus the need for greater ownership. Thus, the entry mode is not a permanent one, but rather dynamic.
The ethical analysis also revealed the distinction between compliance and responsibility: adidas could be compliant with the formal rules and still workers could have wage or safety issues. Ethical management involves looking at results, buying and redress.
Conclusion
[bookmark: _Toc235714906]The market potential versus the marketing effectiveness was enhanced by the assignment. China's population and economic expansion don't necessarily translate to a preference for adidas and Germany's riches don't negate the need for innovation. It also strengthened my skills in comparative analysis of positive and negative evidence without making a simple judgement.
The subject areas that I need to improve are assessing source bias. Company reports are comprehensive and, of course, take a management point of view. My next steps are to better compare them in the future with regulatory findings, independent research and customer evidence.
Action Plan
In the future, I will make a data dictionary where I document the geography, year and the measurement unit and limitation of each statistic. This will ensure that results from regions are not being reported as country level facts. A map of assessment will also be created that relates each requirement to theory, evidence, counter evidence and managerial implications. If possible, I will use systematic review analysis or customer interviews/surveys to supplement the secondary research conducted. Last but not least, I will identify measurable actions by using Gibbs' cycle, instead of ending up in generalized statements in the end reflection. Improvement will be gauged by improved source evaluation, better description/critique differentiation and more explicit recommendations (Gibbs, 1988).
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