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[bookmark: _Toc237860221]1. Introduction
Communication is a core business process through which information, ideas, instructions, and feedback are shared between individuals and organisational stakeholders. Effective communication enables coordination, decision-making, involvement of employees, customer relationships, and organisational performance. 
This report is an exploration of the role and how communication is done at adidas, a multinational sportswear organisation. In Component 1, organisational structures such as functional, divisional, and matrix were discussed, and the organisation under consideration was picked. The analysis made it clear that communication, coordination, and organisational performance directly depend on the organisational structure. adidas had around 64,938 employees across the world in 2025, and this indicates the magnitude and complexity of its communication environment. The report discusses the communication strategies employed by adidas, analyses the nature of a typical communication problem, and offers feasible solutions to communication and problem management.
[bookmark: _Toc237860222]2. Communication and Techniques
Communication within a business setting is defined as an organized flow of information between the members of an organisation and external stakeholders aimed at meeting shared goals. The communication model proposed by Shannon and Weaver (1949) illustrates that communication entails a sender, message, channel, receiver, as well as possible sources of noise (Kunold and Onnasch, 2022). Noise may take the form of ambiguous language, technical issues, cultural diversity, information overload, or misinterpretation in organisations. Someone who wants to communicate effectively would therefore need to not only convey news or information but also ensure that the receiver decodes it. The 7Cs approach also recommends that a business communication should be clear, concise, concrete, correct, coherent, complete and courteous.
Communication can be of significant significance to adidas since it is an international business that needs to coordinate its functions, markets and various stakeholder groups. The functional departments that were identified in adidas as component 1 included marketing, finance, operations, human resources and information technology. These specialised departments communicate with each other and help the employees to coordinate their activities and prevent cases of duplicated work. It is also product, market, and geographical operations in the divisional structure that require communication requirements, and the matrix working can involve communication by employees with both the functional and project managers.
Face-to-face and interpersonal communication is one method that is important (Abed et al., 2023). To help employees share information, ask questions, and get direct clarification, Adidas utilizes global and local town hall meetings, leadership communication, and HR Business Partners to engage its employees. Questions can also be raised on an anonymous basis by the employees or directly, and the management can get employee insight. It is two-way communication and not a top-down one-way transmission of information.
The second approach is written and digital internal communication. Adidas uses in-company email, its corporate intranet, internal social media, and more or less functional communication channels, which are operated by different departments (HR and Finance). These techniques are handy in delivering policies, organisational information, financial and operational directions to a workforce that is distributed geographically. Digital communication also provides a digital trace that the employees could revisit when needed (Lee et al., 2024).
The third approach is external digital and marketing communication, where adidas employs digital channels, advertising, point of sale, and grassroots activations to create a coherent brand story. In its 2025 Annual Report, it states that its marketing strategy bridges consumer attention, consideration, and purchase through various communication touchpoints. The You Got This campaign all over the world is a display of integrated communication since its main brand message was localized in terms of global activities as well as in the market (Oliver and Rittblat, 2025). Adidas in 2025 adopted a similar model by using athletes and sporting events, local activations to convey the campaign to the various audiences (Adidas 2025).
Lastly, social media and consumer feedback are significant channels of communication that Adidas follows, tracking digital behaviour and consumer feedback via Instagram, TikTok, and Google, but also relying on focus groups, workshops, and interviews to gain insights into consumer preferences (Meirinhos et al., 2022). Two-way communication will enable the company to accommodate dynamic consumer expectations as opposed to depending purely on one-way advertisements.
[bookmark: _Toc237860223]3. Common Issues
Although adidas has a large number of communication channels, it may face obstacles due to its international size, organisational structure and mix of stakeholders. A significant problem is poor communication among organisational functions. Component 1 recognised that functional structures offer specialisation but can cause departmental isolation and decrease horizontal communication. Marketing, finance, operations, HR and IT at adidas have various priorities and professional terminology (Deep et al., 2024). Without regular communication among departments, there is a possibility of objectives being interpreted differently by the employees, leading to delays, duplication of activities, or inconsistent decisions.
Another difficulty is connected with a matrix structure. Component 1 noted that matrix working will be able to facilitate cross-functional collaboration and innovation but will at the same time cause dual-reporting issues, confusion, and conflict. Take the case of an employee who works on a global product launch; a functional manager and a project manager might have different priorities to offer (Ozgultekin et al., 2025). When such managers relay conflicting time frames or targets, the employee can develop role ambiguity. This shows how organisations can affect communication effectiveness directly by way of organisational structure.
The second key problem is that adidas has a very diverse workforce due to the existence of cultural and language differences across Europe, Greater China, Japan/South Korea, Latin America, North America, and emerging markets. According to the theory of high- and low-context cultures institutionalized by Hall (1976), individuals of different cultural backgrounds may understand directness, silence, formality, and implied meaning differently (Santos et al., 2023). What is termed as clear and efficient in one market might seem too forthright or lack enough detail in another market. Therefore, communication within the world must be culturally aware and, albeit with uniform organisational goals.
A third challenge is that of communication overload. When managing large organisations, email, intranet systems, internal social media, meetings, town halls and communication with managers are all used concurrently. With numerous channels enhancing accessibility, employees may be overwhelmed with too much information, and they may not be in a position to determine priorities (Florea and Croitoru, 2025). The theory of media richness that was developed by Daft and Lengel (1986) stipulates that the ability of channels to communicate and eliminate ambiguity varies. Such sensitive or complex issues can therefore be addressed through more intense communication techniques like meetings or video conferencing instead of extensive email exchanges.
A fourth challenge is with regard to external communication and reputational risk; adidas interacts with consumers, media, athletes, brand partners, governments, and non-governmental organisations. Poorly received advertising messages or a lack of response to societal critique can lead to a brand image decline. adidas itself acknowledges reputational risk and says it employs proactive stakeholder communication, crisis communication procedures, social media monitoring and digital newsrooms to detect potential harmful conversations early (Kumar et al., 2024).
Lastly, the challenges in communication may occur in the context of the global supply chain, where adidas has to report about 47,200 human and labour-rights complaints from supply-chain workers in 2025, and internal communication comprises roughly 13,300 reports (Adidas, 2025). Though at the year-end, 99% of the complaints were resolved, the data indicates that communication is a key operational concern at adidas beyond employees of the company itself (Ahmad et al., 2024). It underscores the significance of grievance mechanisms that are readily accessible and improved communication between workers and adidas as well as the suppliers.
[bookmark: _Toc237860224]4. Recommendations
The first step that adidas should take is to release more robust cross-functional communication protocols for projects that can be carried out by more than one department at the same time. A major project must have a well-established communication matrix that specifies who communicates what information and via which channel to whom and over what period of time. This would help cut down on confusion with matrix working and enhance accountability (Song et al., 2026).
Second, Adidas needs to reinforce intercultural communication training for managers and employees dealing with international projects. The cultural differences in communication styles, feedback, negotiation, and conflict management should be discussed during the training. Otherwise, important global messages must be screened locally to ensure that similarity is maintained without disregarding market-based cultural expectations (Ozgultekin et al., 2025).
Third, adidas should implement a channel selection model (depending on the complexity of communication). Ordinary information communication is possible via email or intranet communications, but difficult, unclear, or sensitive issues are to be transferred via more informative means like video meetings, local halls, or direct talks with managers. This would reduce superfluous communication overload (Santos et al., 2023).
Lastly, adidas should strengthen a closed-loop feedback loop. Workers and supply-chain employees must be able to voice concerns, but be effectively notified about how their feedback has been used to make decisions. adidas already employs employee surveys, HR Business Partners, town halls, and other engagement tools (Meirinhos et al., 2022). The combination of these channels via a central dashboard may assist management in recognizing recurring issues in communication, response time, and improvements.
[bookmark: _Toc237860225]5. Conclusion
Effective communication is fundamental to adidas since its international presence involves coordination of specialised activities, product lines, geographical markets, as well as external partners. The analysis shows that communication is strongly interrelated with the organisational structure. The functional structure may also result in barriers in communication among departments; the divisional structure involves good coordination among the markets and products; and the matrix structure may lead to confusion due to various reporting lines. These issues were also identified in Component 1.
Adidas employs a wide mix of interpersonal, written, digital, marketing, and social media as well as feedback-based forms of communication. It can be seen through its communication approach of employee engagement and multi-channel integration of marketing strategy that bi-directional and multi-channel communication holds strategic value. Nevertheless, cultural separation, communication overload, organizational intricacy, reputational risks, and supply-chain communication issues are still major issues. So, adidas must reinforce cross-functional communication procedures, intercultural work education, selection of channels, and closed-loop feedback mechanisms. Finally, communication can enhance coordination, motivate employees, improve stakeholder relations and organisational responsiveness, which will help adidas maintain competitiveness in the long-term in a dynamic global business environment.
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