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Section 1

[bookmark: _Toc236845838]1. Introduction
This report aims to critically discuss Adidas International market entry strategy and Adidas international marketing strategies in Germany (home country) and India (host country). The report follows the assessment requirements by comparing the macro-environment of both countries using the PESTEL framework and cultural differences using Hofstede's Cultural Dimensions. This report further evaluates Adidas' Segmentation, Targeting and Positioning (STP) strategy and then compares its international marketing mix (7Ps) to assess the business environment. Then this report further analyses Adidas’s market entry strategy in India while assessing ethical issues related to its marketing mix and provides recommendations to strengthen its future international marketing performance. International marketing is the marketing planning and execution of marketing activities across country boundaries to meet the needs of the customers and to adjust to the various economic, political, legal and cultural environments. When organisations grow internationally, they need to adjust to local market conditions and retain their global brand identity (Loewe, 2023). This demands to have a clear grasp of both home and host market settings. 
[image: ]
Figure 1: Adidas Brand Logo
(Source: Adidas, 2026)
Adidas is selected because it is one of the world's leading sportswear companies with a strong global presence and well-established operations in both Germany and India. In 2025, Adidas achieved record net sales of €24.8 billion, supported by double-digit growth across all markets through locally relevant products, marketing activities and sales channels (Adidas, 2026). Adidas' primary market continues to be Europe and emerging markets such as India offer rapid growth prospects. The report takes a comparative and evidence-based strategy to identify and analyse the issues that arise from the differences between Germany and India and how these impact Adidas' international marketing decision-making. The discussion aims to demonstrate how macro-environmental conditions, cultural characteristics and consumer behaviour shape the company's market strategies and contribute to its international competitiveness. Finally, the report identifies practical recommendations to support Adidas' sustainable growth and long-term success in international markets.


[bookmark: _Toc236841758][bookmark: _Toc236845839]2. Comparative analysis
[bookmark: _Toc236841759][bookmark: _Toc236845840]Comparative PESTEL Analysis
PESTEL analysis is a tool that helps assess the external macro-environment by analysing the political, economic, social, technological, environmental and legal factors that affect an organisation's performance and foreign marketing decisions (Karadzhov and Patarchanova, 2025). In the case of Adidas, the PESTEL framework allows them to compare Germany with India to understand the opportunities and challenges they will face in their foreign marketplace.
Political Factors
Adidas operates with a low risk factor in Germany due to a politically stable climate, good governance and strong legal and IP protection. By contrast, India has improved its investment climate with programs such as Make in India, resulting in resilient FDI inflows of about US$71 billion during 2023-24 (RBI, 2024). However, different state-level laws complicate things for business. Therefore, Adidas has a more stable business in Germany and flexible approaches to markets in India.
Economic Factors
The economy of Germany had a gross domestic product of about US$5.05 trillion and gross domestic product per capita of US$60,496 in 2025 (World Bank Group, 2026). This shows high purchasing power of consumers in Germany which gives way to high prices of Adidas’ products. On the other hand, India registered an impressive GDP growth rate of 6.5% in 2024 (PIB Delhi, 2025). The growing Middle Class in India offers great growth potential but consumers are more price-sensitive. Thus, the brand’s premium positioning is balanced with other product offerings and discounted prices to appeal to various income groups.
Social Factors
The population of Germany is 83,491,249 people, offering Adidas a vast consumer base for its high-quality sportswear products (World Bank, 2025). In contrast, India's population is about 1.45 billion people, thus being the most populated nation in the world and giving Adidas access to the largest consumer base in the world (Worldometer, 2026). The growing trend of fitness, athleisure and sports has led to higher demand for sportswear brands. Therefore, Adidas is more inclined towards digital interaction and social media promotion in India whereas German campaigns emphasise their performance and sustainability.
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Figure 2: Indian Population (1950-2026)
(Source: Worldometer, 2026)
Technological Factors
Germany's cutting-edge manufacturing, combined with an efficient logistics framework, provides Adidas with the innovation and supply chain performance needed. India has seen tremendous growth in technology, with 950 million internet users in 2025 driving the booming growth of e-commerce and omnichannel retailing in the country (ET Brand Equity, 2026). Therefore, Adidas integrates its digital platforms with its retail stores to enhance access for customers in India.
Environmental and Legal Factors
Germany maintains stringent rules regarding the environment and customers now demand eco-friendly products. Despite India's efforts to improve its environmental policies, there is an inconsistency in their application in different regions of the country (ITA, 2026). To address this, Adidas has been increasing the usage of recycled and sustainable materials as well as improving its supply chain transparency (Adidas, 2026). Legally, Germany provides greater certainty of regulation while India's diverse state rules mandate constant compliance monitoring for Adidas and enforcement of its IP.
[bookmark: _Toc236841760][bookmark: _Toc236845841]Critical Evaluation
Germany offers Adidas a stable and established business environment which is conducive to premium branding and long-term planning. In contrast, India's economic growth, favourable demographics and digital development provide more growth opportunities, although higher regulatory opacity and price sensitivity remain challenges. These differences give rise to the necessity of a more normalised approach in Germany and a more adaptive approach in India.
[bookmark: _Toc236841761][bookmark: _Toc236845842]Comparative Cultural Analysis Using Hofstede's Cultural Dimensions
Culture is defined as the values, beliefs and behaviours held by consumers that influence their behaviours and attitudes. Hofstede identified the Cultural Dimensions, an extensively adopted framework used to analyse national cultures and evaluate how cultural values influence marketing strategies (Wale, 2020). For Adidas, recognising the cultural differences between Germany and India contributes to formulating culturally appropriate marketing techniques.
Comparative Cultural Analysis
Germany has a low Power Distance (35), whereas India has a high one (77) (The Culture Factor, 2026). German customers give importance to clear communication, quality of the product and product information whereas rich Indian consumers focus more on the prestige and status of the brand (Unlabel, 2022; Murugan, 2025). Therefore, Adidas use celebrity promotion and aspirational branding more in India than in Germany.
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Figure 3: Comparison of Germany and India
(Source: The Culture Factor, 2026)
In the index of Individualism, Germany ranks 79, while India is 24 (The Culture Factor, 2026). However, consumers in Germany rely on the objective characteristics of the products while making buying decisions while Indian consumers are more influenced by family, reference groups and social rules (Unlabel, 2026; Kumar and Navaneeth, 2026). As a result, Adidas inspires individual sporting excellence in Germany and a community-centric and emotionally-driven approach in India.
Germany also has a higher score for Uncertainty Avoidance (65) than India (40) (The Culture Factor, 2026). Thus, there is a general behaviour of consumers in Germany to buy a well-established, reliable and favoured product. While in India, consumers are more open to innovative product launches or fashion-trendy products. In Germany, Adidas focus on its product technology and sustainability, while digital campaigns, lifestyle collections and initiating influencer marketing are implemented more aggressively in India.
[bookmark: _Toc236841762][bookmark: _Toc236845843]Critical Evaluation
Differences in the cultural traits of Power Distance, Individualism and Uncertainty Avoidance are reasons why Adidas cannot apply a fully standardised international marketing strategy. Instead of this, the firm uses the combination of consistent branding across the globe along with localised efforts in the areas of communications and promotions to satisfy consumer needs.
[bookmark: _Toc236845844]
3. Comparative STP Analysis
Segmentation, Targeting and Positioning (STP) is a strategic marketing framework that helps organisations identify suitable customer groups, select the most attractive market segments and create a distinctive brand position (Mogaji, 2025). In international marketing, STP enables firms to respond to differences in consumer behaviour, purchasing power and cultural preferences across countries (Schlegelmilch, 2022). For Adidas, the framework supports the development of market-specific strategies while maintaining a consistent global brand identity in Germany and India.

Figure 4: STP Analysis
(Source: By Author)
Segmentation
Adidas adopts both demographic and geographic segmentation in both countries, along with psychographic and behavioural segmentation depending on market conditions. The company focuses on consumers in Germany who have a higher purchasing power and are actively involved in sports activities like football, running or outdoor sports (Adidas, 2024). Sustainability-conscious consumers are also a significant group, as they care about product quality, innovation and the sustainability of production methods. Adidas is aiming at a younger and more diverse customer base in India (Adidas, 2025). The company targets urban millennials, Gen Z consumers, fitness enthusiasts and aspiring middle-class consumers who buy sportswear for sport and lifestyle. As a result, Adidas can have a wider range of products to cater to different income groups and customer tastes.
Targeting
Adidas uses a differentiated target strategy in both markets. In Germany, the company primarily targets high-quality consumers who are looking for technologically advanced sportswear with high performance and sustainability. Marketing activities focus on professional athletes, sports clubs and consumers who prioritise product quality. In contrast, Adidas has taken a more comprehensive approach to its target market in India, aiming at both high-end consumers and the burgeoning middle class (Marketing Monk, 2024). The company increases market reach through digital platforms, branded retail stores and collaborations with leading athletes, cricket players and social media influencers. This not only helps increase brand visibility but also contributes to market expansion in the burgeoning Indian sportswear sector. 
Positioning
Adidas has a global brand position defined by innovation, quality, performance and sustainability (Adidas, 2023). But its positioning is based on local consumer expectations in every market. Adidas is a sportswear company that is perceived as a high-quality brand in Germany, known for technological innovations, performance and sustainable product development (Adidas, 2023). The company leverages this premium positioning in India through the power of celebrity endorsements, sports sponsorships and lifestyle marketing through digital campaigns which are more relevant to younger audiences. The strategy will allow Adidas to remain competitive and stand out as a global brand. 
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Figure 5: Brand Ambassador of Adidas (Cricket)
(Source: Sharma, 2026)
[bookmark: _Toc236845845]Critical Evaluation
The comparative STP analysis shows that the Adidas brand has managed to achieve a balance between global standardisation and local adaptation. The company's positioning is the same in both countries, but the segmentation and targeting strategies are adapted to the differences in demographics, purchasing power and consumer behaviour. Germany's mature market needs more focus on performance and sustainability, while India's growing youth population needs increased access, lifestyle branding and digital engagement. This agile STP approach allows Adidas to build customer relationships and maintain its competitive edge in both developed and developing global markets.


[bookmark: _Toc236845846]4. Comparative International Marketing Mix (7Ps)
The International Marketing Mix (7Ps) is a strategic framework that enables organisations to design marketing strategies that satisfy customer needs across different countries (Eze, et al., 2024). It consists of Product, Price, Place, Promotion, People, Process and Physical evidence, enabling companies to maintain global uniformity while tailoring their strategies to local markets. Since the preferences, purchasing power and market conditions in Germany are different from those in India, Adidas uses a combination of standardisation and adaptation in the use of its global brand and the execution of some marketing activities in the local market.

Figure 6: International Marketing Mix
(Source: By Author)
Product
Adidas has adopted a consistent product approach, providing high-quality footwear, clothing and sporting goods with a global brand identity (Quintero, 2026). The consumers in Germany prioritise innovation, sustainability and durability of the product, which is why the company has a strong focus on technologically advanced products and collections with a sustainability focus as well as on performance-oriented sports shoes Stahl, et al., 2021). Products designed for football, running and outdoor sports receive particular attention due to their popularity within the German market. 
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Figure 7: Adidas Football Marketing
(Source: Adidas, 2026)
In India, Adidas continues to build its range with top-performing products and lifestyle/athleisure options at an affordable price. The company also markets products inspired by cricket and sports fashion trends oriented towards fashion, reflecting the growing importance of casual sports fashion and local sporting interests. Product adaptation allows Adidas to meet the needs of various consumers while maintaining its high positioning in the global market. 
[image: ]
Figure 8: Adidas Cricket Clothing Line
(Source: Adidas, 2026)
Price
Adidas' pricing strategy is premium in both countries to boost the company's image of quality, innovation and performance. However, pricing is adjusted based on differences in purchasing power and consumer price sensitivity. However, Adidas can keep the prices at a premium level in Germany due to higher disposable income and the fact that consumers appreciate product quality, technological innovation and sustainability (Nation Master, 2026). On the other hand, Indian consumers are more price sensitive because of greater income inequality. To justify a high price, Adidas offers a variety of product types and festival discounts, as well as seasonal promotions that make the product more accessible without sacrificing its high-end brand perception. The flexible pricing model allows the company to remain competitive in the highly competitive Indian sportswear market. 
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Figure 9: Discounted marketing of Adidas in India
(Source: Adidas, 2026)
Place
Adidas has developed a highly comprehensive omnichannel sales infrastructure across India and Germany, with the focus varying by market maturity. In Germany, Adidas products are being sold in flagship shops, specialist sports shops, department stores and the official website online, with the products reaching consumers quickly with efficient organisation (PR Newswire, 2023). In India, Adidas has partnered with unique brand stores, franchise stores, multi-brand stores and top e-commerce players to ensure easy access to its products throughout the country despite its geographic spread. Over the last few years, the company has been investing in digital retail to further expand its reach to younger consumers and growing urban populations.
Promotion
The most suited component of Adidas' marketing is promotion. In Germany, promotional activities emphasise product innovation, sporting performance and sustainability with the involvement of professional athletes, football clubs and international sport events (FIFA, 2026). Marketing communications focus on quality, technological progress and environmental responsibility. On the other hand, Adidas promotes products in India in a more lifestyle approach which involves association with cricket players, celebrities and digital influencers (Adidas, 2026). Campaigns are created during key sporting events and festive periods to enhance consumer engagement. Adidas successfully leverages the use of culturally relevant ambassadors, digital marketing and global brand messaging to enhance their brand's presence and reach while addressing the variations in consumer behavior between both markets.
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Figure 10: Adidas Campaigns
[Source: Adidas, 2026]
People
All employees who encounter customers and who affect customer experience are referred to as people (Gustafsson, et al., 2024). In international marketing, people working as employees are particularly important in creating customer satisfaction, trust and loyalty eventually. Adidas maintains consistent global service standards through comprehensive employee training, product knowledge development and customer service programmes (Adidas, 2024). However, the company's people strategy is adapted to reflect cultural differences and consumer expectations in Germany and India.
German customers are typically looking for efficient, knowledgeable and professional service (Unbabel, 2022). The salespeople receive training in footwear technology, sports performance and sustainability products so they can offer technical advice to help consumers make informed purchases. German consumers like to be efficient and knowledgeable about their products, so the interactions with customers tend to be more focused on information and direct (BCG, 2024).
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Figure 11: Adidas Employees
(Source: Adidas, 2025)
On the other hand, customer service in India is more relationship-based. People tend to expect personalised support all the way through the buying process, especially when comparing products and assessing prices. Thus, Adidas focuses more on the engagement of its customers, multilingual communication and personal support in-store. Staff are encouraged to develop better relationships with customers and provide high-value consumer experience (Ghlichlee and Bayat, 2021). These adaptations enhance customer satisfaction and strengthen brand loyalty in India's highly competitive retail market.
Process
Process is the methods and systems that facilitate the delivery of products and services to customers (Gaiardelli, et al., 2021). Adidas has standardised several fundamental business operations across countries such as inventory management, quality control, digital payments systems, and after-sales service. This uniformity guarantees product consistency and a smooth customer journey worldwide. However, the operational processes are adjusted according to the market needs. Germany is well-equipped in terms of transport infrastructure, logistics, and digital integration (GTAI, 2026). Consequently, Adidas offers swift delivery times, streamlined inventory management, and a smooth online and in-store shopping experience. Consumers also benefit from convenient product returns and click-and-collect facilities.
India has certain challenges to face in the operation because of the geographical diversity and the growth of the retail industry (ITA, 2026). Adidas works closely with major e-commerce partners, local logistics and franchise partners and continues to grow its own retail presence to make its products more accessible. The company also has multiple digital payment solutions and mobile shopping applications to cater to consumer buying habits (Adidas, 2017). These adaptations enable Adidas to improve operational efficiency while responding to the increasing demand for online and omnichannel retailing.
Physical Evidence
Physical evidence includes the actual factors that affect the perception of customers about a particular brand (Zhou, et al., 2024). They include the retail stores, packaging, store design, visual merchandising, and the digital platforms used by the company. Adidas has an excellent worldwide identity as it has the unique three-stripes logo, premium packaging, well-designed stores and professional visual branding that increases customer confidence and brand recognition worldwide. The German flagship stores use technology and sustainability in designing the stores. They have an innovative design, using interactive product demonstrations, the use of digital platforms and environmentally friendly store designs. All the above help in positioning Adidas as a technologically advanced and sustainable sportswear brand.
[image: ]
Figure 12: Germany Flagship Stores
(Source: Adidas Berlin, 2025)
In India, the company uses the same visual identity worldwide, but the store design changes depending on the conditions in the local market. The stores are designed based on their locations in shopping malls and commercially busy areas for maximum customer access. In addition, the visual merchandising includes local athletes and sporting activities to ensure the customers are more connected emotionally. Lastly, Adidas' website and mobile application are good examples of a digital shopping experience.
[bookmark: _Toc236845847]Critical Evaluation
A comparative analysis of the 7 Ps reveals that Adidas has been successful in combining global standardisation with local adaptation to improve its performance in international marketing. The quality of its products, its brand, and operational procedures have remained the same in Germany and India, retaining its reputation as an innovative and performance-driven brand. However, its pricing, promotion, customer service and logistics have been customised as per local market conditions. Germany being an advanced country with a high-income level allows Adidas to emphasise performance, sustainability, and innovation in its operations, but India with its growing consumer base needs more flexible pricing, a wide distribution network, and digital marketing techniques. By customising its marketing mix while maintaining a globally standardised brand image, Adidas has been able to meet local requirements and build a competitive edge in the international market. 


[bookmark: _Toc236841763][bookmark: _Toc236845848]5. Market Entry Strategy in India
Market entry strategies are the methods used by a company to enter and grow its business in an international market (Kostruba and Kostruba, 2025). In India, Adidas has adopted an active, wholly-owned subsidiary strategy, complemented by specific franchise stores. The wholly owned subsidiary allows the company to enjoy complete control and ownership in terms of management, making sure that all decisions regarding the brand and product are consistent. However, this approach involves heavy investment on the part of the business.
Adidas' market entry strategy can be further explained using Dunning's Eclectic (OLI) Theory (Batschauer da Cruz, et al., 2022; CFI, 2020). This explains that companies select the entry mode on the basis of ownership, localisation and internalisation advantages. Ownership advantages are the firm's attributes which provide an advantage in foreign markets. Adidas enjoys a worldwide reputation in terms of the brand, innovative products, research ability and a sustainable approach and thus it can distinguish itself in India’s highly competitive market for sportswear products.
[image: ]
Figure 13: Elements of OLI
(Source: CFI, 2020)
The location advantages are the benefits that the host country provides to attract foreign capital. However, India offers an attractive opportunity for Adidas to continue growth, with a population of around 1.45 billion and a growing middle-class population (Worldometers, 2024). The popularity of sports among most Indians and digital retail provide additional strengthen this opportunity.
The benefits of internalisation highlight the decision of a company to internalise rather than outsource for incremental advantage. Through the use of a wholly owned subsidiary, Adidas retains full control over the quality of its products, price, brand image and customer service. Furthermore, Adidas customises the products, the marketing strategy and the go-to-market strategy based on the needs of the local consumers while maintaining its worldwide image (Adidas, 2025). This helps to improve its global marketing plan in the Indian market.
The entry strategy for Adidas is based on the concept of Dunning's OLI theory whereby strong organisational capabilities combine with favourable market conditions and operational controls. However, the company needs to continue developing its wholly owned operations alongside selective expansion of franchise partnerships in new cities.


[bookmark: _Toc236841764][bookmark: _Toc236845849]6. Ethical Issues in India's Marketing Mix
Marketing ethics is the application of moral principles in marketing so that organisations can communicate in a responsible, honest and fair manner to consumers (Chong and Patwa, 2023). Ethical issues for Adidas in India relate to the promotional part of the marketing mix and concern the wide usage of celebrities and athletes for sportswear marketing.
Adidas partners with celebrities, key opinion leaders (KOLs), or social media influencers to enhance the brand's visibility and connect with consumers through digital channels (Guo, et al., 2024). This promotion strategy helps to help make the brand visible and it promotes active living and sportiness. However, there is another aspect which relates to ethics as the use of celebrity promotions in advertising may generate aspirations to purchase. This is especially with young buyers for whom the brand Adidas stands for luxury and success. In price-sensitive markets like India such marketing can make people feel inclined to buy which can ultimately lead to overspending.
Another ethical issue arises in connection to the transparency of influencer marketing. When there are no disclosures of the paid partnership, consumers might have problems in differentiating the recommendations from the ads. The ASCI Influencer Advertising Guidelines call for influencers and brands to clearly label content they are promoting, to ensure that marketing is not misleading (ASCI, 2026).



[bookmark: _Toc236845850]7. Recommendations
From the comparative analysis, it is evident that Adidas needs to improve its international marketing strategy by doing more standardisation and adaptation to the local markets. The first step is to increase the company's product line of affordable premium products in India and align it to the rising middle-income consumers without compromising the premium brand image. This approach would help to gain market share and meet consumer differences in buying power. Secondly, Adidas needs to invest more in digital marketing and create a personalised customer experience through artificial intelligence. According to GlobalWebIndex, leveraging consumer data to provide personalised product recommendations and targeted promotion campaigns could enhance customer engagement and boost brand loyalty (GWI, 2026).
Third, the company should further promote its sustainability efforts through greater adoption of recycled materials and by making it more transparent and effective to communicate its environmental performance. In both countries, transparency of these initiatives would have a positive impact on brand reputation and competitiveness as consumers are increasingly demanding to learn about responsible business practices (Agu, et al., 2024). Finally, Adidas must build relations with local sports personalities, sports bodies and community fitness initiatives especially in India. These partnerships would help to raise awareness of the brand, promote sport and create a stronger emotional bond with consumers locally, promoting long-term market growth and customer loyalty.


[bookmark: _Toc236845851]8. Conclusion
This report critically analysed the international marketing strategies adopted by Adidas in Germany and India focusing on the macro-environment, cultural differences, STP strategy, international marketing mix, market entry strategy and ethical issues. The findings show that Adidas has a strong global brand identity, driven by innovation, quality and sustainability but adapts some aspects of its marketing strategies to address consumer behaviour, purchasing power and cultural expectations. Germany is a mature and stable market while India has huge long-term growth potential but is more complex due to diverse customer choices. In general, Adidas' success in adapting to local requirements while maintaining global uniformity has enhanced its international competitiveness. The company's ongoing efforts to invest in digital innovation, sustainability and marketing programs that are relevant to the local markets will help it continue to grow over the long-term and maintain its leadership role in the global sportswear industry. 
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[bookmark: _Toc236845852]Reflective Account (Gibbs' Reflective Cycle)
[bookmark: _Toc236845853]Introduction to Gibbs' Reflective Cycle 
The Gibbs' Reflective Cycle is a step-by-step approach that allows a person to examine something experienced systematically and reflectively and to enhance his/her learning and practice (Chi, 2023). 

Figure 14: Gibbs reflective Cycle
(Source: By Author)
Description
This assessment involved analysing the international market entry strategy and international marketing strategy of Adidas, comparing its operations in Germany and India. Adidas was chosen because of its strong international footprint and size in developed and emerging markets. First of all, I checked what assessments were required and then gathered data from peer-reviewed journal articles, annual reports from Adidas, government publications and industry reports. Once I collected all the literature, I compiled the data according to the required frameworks such as PESTEL, Hofstede's Cultural Dimension, STP, the International Marketing Mix, OLI Framework and ethical marketing. During the report, I made a comparison of Germany and India and ensured that every argument I gave was supported with reliable evidence.
Feelings
At First, I was certain about the concept of international marketing, but I wasn't sure how to do it when it came to comparing two countries in the same report. I soon discovered that the assessment was based on critical analysis, not description, which meant that all arguments needed to be supported with credible evidence. At first, I had some difficulty finding current information on Adidas' operations in Germany and India, but as I got to know the academic literature and the company reports, I grew more confident. I used well-known marketing concepts to better organise my thoughts and enhance my ability to present logical and coherent arguments. The process of completing the report gave me much greater depth to my understanding of international marketing strategy.
Evaluation
My research and writing process was successful because I drew from a variety of credible academic sources, company reports and official publications to support my analysis. Evidence-based research enhances academic claims and contributes to the credibility of academic findings (Shaheen, et al., 2023). I also used recognised frameworks like PESTEL, Hofstede's Cultural Dimensions, STP and the International Marketing Mix to ensure a logical structure and a consistent comparison of Germany to India throughout the report. However, I experienced some difficulties during the research process. It took some time to collect new and relevant information as markets are constantly evolving on a global scale. One of the difficulties was also balancing all the information that was provided by the Adidas reports with independent academic sources to remain unbiased. If I had planned earlier, I would have had more time to critically evaluate and refine my discussion.
Analysis
This assignment helped me to gain a deep insight into international marketing and the strategic decision-making process. The PESTEL framework helped to gain insight into external environmental influences on marketing decision-making in the various countries, and Hofstede's Cultural Dimensions offered insight into the influence of cultural values on consumer behavior and purchase decisions. Understanding cultural differences is widely recognised as essential for successful international marketing (Sahem, 2023).
Moreover, the International Marketing Mix and STP framework enabled me to develop a deeper understanding of the relationship between segmentation, targeting, positioning and marketing decisions. Instead of studying each strategy individually, I realised that international marketing strategies need to be combined with product, pricing, distribution and promotion strategies in line with local market conditions.
The OLI Framework analysis was useful for examining the international expansion decision made by Adidas. According to the framework, firms choose the strategies of entering a foreign market based on their advantages in the home country, the advantages of the host country, and the advantages of internal control over business operations (Stallkamp and Schotter, 2021). Using this framework, I realised that Adidas had to reinforce its own presence in India and maintain the brand and its standards globally. This assignment was a great development of my research, analytical and critical thinking skills as it pushed me to apply theory to business scenarios.
Conclusion
This assignment helped me to expand my knowledge about international marketing strategy and helped me to use recognised marketing frameworks to compare and contrast. I became more confident in assessing evidence and using theory and structured academic arguments. It was also a learning experience in the necessity of careful planning and critical and objective analysis in the study of issues relating to international business.
Action Plan
On future assignments, I will start my research earlier to allow me to have time to review recent academic literature and appraise industry reports. I also plan on comparing a broader spectrum of academic opinions to come to my own conclusions to make my analysis more balanced and critical. Reflection is a way of ongoing learning and professional development that helps individuals to make improvements for future performance (Moon, 2004). Furthermore, I will enhance my time management skills by establishing a research plan and developing academic skills by incorporating more peer-reviewed sources of information and ensuring that every argument is backed with credible evidence.
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