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Executive Summary
The current report analyses the international marketing strategy of Adidas AG in a comparison between its home market and host country of Germany and India. Through the analysis, employing the PESTEL, cultural dimensions offered by Hofstede, STP, and the 7ps marketing mix, a body of significant divergences between the political, economy, cultural and institutional environmental was discovered to influence the marketing and market entry decision-making. The findings also indicate that Adidas has been able to balance the global similarities of its brands against local differences of their products and markets in a manner varied on the pricing, promotion, distribution and product strategies. It has pegged franchising as the ideal mode of entry in India because it would assist it to expand rapidly making use of local market experiences. Some of the other ethical questions raised by the report are those surrounding labour standards and greenwashing, although with more emphasis on effective governance and transparency. Finally, plausible suggestions are put forward on how to enhance the cultural fit, ethics supply chain management best practices to enhance the competitiveness of Adidas in the two markets in the long term.
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[bookmark: _Toc237509167]Section 1: International Market Entry Strategy and Marketing Mix Report
[bookmark: _Toc237509168]1. Introduction
Adidas AG has been chosen as the center of focus in this report and Germany as the mother country and India as the target country. Adidas headquartered in Herzogenaurach, Bavaria, continues to host the hostage Germany offers to the process of corporate rule, product design and brand heritage. Its choice as the host market is since India is a country with both high consumer market growth and high cultural and institutional distance between India and Germany which will pose a challenging test of the international marketing mix of Adidas. To generate profits, global clothing companies are increasingly adopting institutionalized processes to enable them to manage such distance.
This report has compared the two markets with the PESTEL and Hofstede systems and then compared them with segmentation, targeting and positioning (STP) and the evaluation using the international marketing mix (7Ps). It subsequently analyzes the market entry approach of Adidas in India, ethical concerns relating to the strategy, and concludes with research findings-based proposals. Comparative method illustrates the prevailing approach of international business studies; it takes the host-home dissimilarities to the core of the entry-mode and marketing-mix decision within the newly established markets (Fregidou-Malama et al., 2023). All the analytical claims are based on peer-reviewed references released since 2020, which reflect the present-day academic knowledge of cross-cultural marketing.
[bookmark: _Toc237509169]2. Comparative Macro-Environmental Analysis (PESTEL)
The comparative analysis of Germany and India is presented in a PESTEL framework relating the two countries in six dimensions of macro-environment. 
	Factor
	Germany (Home)
	India (Host)

	Political
	EU-level due diligence regulation; stable, centralised policy
	State-level policy variation; liberalizing FDI regime

	Economic
	Mature, export-led, cost-competitive manufacturing
	Fast-growing consumption, expanding urban middle class

	Social
	Individualistic, quality- and sustainability-conscious
	Collectivist, aspirational, family-influenced purchasing

	Technological
	Mature omnichannel e-commerce infrastructure
	Mobile-first, social-media-driven digital adoption

	Environmental
	High disclosure requirements; greenwashing skepticism
	Emerging urban environmental awareness

	Legal
	Mandatory supply chain due diligence liability
	Liberalized investment rules; uneven labour enforcement


Table 1: Comparative PESTEL Summary — Germany and India

Figure 1: Comparison of PESTEL Pressure Intensity Across Germany and India
[bookmark: _Toc237509170]2.1 Political Factors
Germany functions under a regulatory framework of the European Union yet, the latter is growing to force the apparel firms to formulate supply chain responsibility by binding due diligence responsibility (LeBaron et al., 2021). Such a regulation increases compliance-related costs but also protects reputational capital of companies that are in such firms. Political climate in India is rather disaggregated and the labour and the industrial policy of one state to another remains to be contrasting in nature despite the overall liberalization of the state opening the country to foreign retail and manufacturing investment. The German political environment in the case of Adidas leans more towards regulated and predictable planning (rule-based) whereas the Indian environment requires sub-national regulatory variability to be monitored. 
[bookmark: _Toc237509171]2.2 Economic Factors
The Germany economy is much dependent on exporting and the manufacturing sectors in the country depend on the competitiveness, both in terms of cost and non-price, to sustain the international trading performance (Albu, Joebges and Zwiener, 2022). The margin of its manufacturing has been diminished due to the increased cost of inputs since the beginning of 2020s, which has a direct relation to the considerations of sourcing by the apparel multinationals with their headquarters base on Germany. India, however, has been characterized by increasing household consumption, and an urban middle-income population that is increasingly urban and is the basis of demand of branded discretionary goods. The Adidas per se has a price-sensitive production condition in their native land, with a rising price-elastic consumption setting in the foreign continent. These implications are on the first pricing and sourcing strategy as defined in Section 5.2.
[bookmark: _Toc237509172]2.3 Social Factors
Buying behaviour in Germany is individualistic with its emphasis on functionality quality, eco-friendliness and brand loyalty (Connell, Marciniak and Drylie Carey, 2023). The German social norms are also changing, to tie the purchase decision with such visible sustainability promises, and to demand corporate transparency. Indian consumers are more influenced by such tendencies as collectivist social referencing, aspirational status signaling and family purchasing dynamics, and specifically, the growing number of young consumers (Rehman, 2022). What is being bought is what is in fact dictated by the cultural values; it is also what is being purchased that the purchasing process is factually condoned. Such differences necessitate different promotional/positioning strategies in the two markets which are addressed in Section 4 and 5.4.
[bookmark: _Toc237509173]2.4 Technological Factors
In both markets, digital penetration is great and growing with the difference in the infrastructure underlying it. Germany has a mature logistics of e-commerce, and the situation of payment occurs online is also stable, which will help to integrate a retail chain in an omnichannel. India has undergone a rapid mobile-first digital shift with social media being the most important tools that younger consumers turn to find out about sportswear brands (Connell, Marciniak and Drylie Carey, 2023). Retailers have started to integrate digital and physical touchpoints to shape both contexts of in-store customer experiences (Bonfanti and Yfantidou, 2021). In the case of Adidas, it would imply that the technological investment ought to be split in another manner: to concentrate omnichannel efficiency in Germany and the content based on mobile first and an influencer-led discovery in India.
[bookmark: _Toc237509174]2.5 Environmental Factors
In Germany, the environmental demand can be characterized by the extremely restrictive European prerequisite of sustainability disclosures and a more antagonistic stance towards customers to sustainability unsupported by facts (Szabo and Webster, 2021). Perceived greenwashing is measurably reduced by consumers in terms of trust of environmental affirmations made by the apparel company, a risk which is particularly pertinent to a manufacturer with its headquarters in Germany (Policarpo et al., 2023). The environmental laws that the apparel supply chains have in relation to India are comparatively less formal, but as urban populations increasingly become environmentally conscious, customers with higher incomes are also beginning to express themselves in the buying (Apaolaza et al., 2023). 
[bookmark: _Toc237509175]2.6 Legal Factors
The legal landscape in Germany is starting to subject large business with supply chain activities worldwide to enforced human rights and environmental due diligence, and further escalates its liability (LeBaron et al., 2021). Indians foreign retail investment environment has been liberalized in many aspects, and the application of the labour law has been variable and different among all states, the enlargement capacity of all states varies. Corporate codes of conduct are often adopted by apparel multinationals to demonstrate their compliant actions, whereas these are subjected to empirical analysis of whether they are effective in alleviating labour outcomes at the supplier level (Bae, 2025). This legal asymmetry means that there are more formal accountability mechanisms at Adidas in Germany than there are in India, which has a direct implication.
[bookmark: _Toc237509176]3. Comparative Cultural Analysis (Hofstede)
One of the most popular theories of cross-national consumer decision-making and organisational behaviour is the cultural dimensions theory by Hofstede (Rehman, 2022). A graphical comparison between Germany and India on six dimensions based on the framework as operationalised on the mentioned literature on cross cultural marketing is given in Figure 2  below.

Figure 2: Comparative Hofstede cultural dimension scores, Germany and India
[bookmark: _Toc237509177]3.1 Power Distance and Individualism
India has a much greater degree of power distance in comparison to Germany, and this can be attributed to the fact that Indian people practice more hierarchy’s nature of institutions and family. It also has practical implications with the retail service delivery where the practical behaviour situation contexts of customer engagement conditions are systematically varied in accordance with power distance and individualism (Connell, Marciniak and Drylie Carey, 2023). The higher individualism index in Germany means that the Germans focus their buying decision making on the personal utility, rather than social and family validation of buying decisions, as is the case with the Indian. The luxury and high-end sportswear consumption in India is, therefore, not as individual-level signaling of social status as more individualist Western markets and it is challenging to implement a one-size-fits-all approach of premium positioning (Rehman, 2022).
[bookmark: _Toc237509178]3.2 Uncertainty Avoidance, Long-Term Orientation and Indulgence
Germany is far more uncertain and long-term oriented than India, which is reasonable considering that the German customers like old-tested and proven brands and delay gratification. The low uncertainty avoidance and indulgence scores in India imply more so openness to new types of products and the ability to buy impulsively, more so in young generations in urban cohorts. Cultural orientation like uncertainty avoidance and long-term orientation are set to mediate the purchase intention and actual purchase behaviour when it comes to the Indian consumer behaviour (Matharu et al., 2023). This moderating effect suggests that positive brand attitudes in India do not necessarily result into purchase behaviour unless accompanied by trust- building marketing action.
[bookmark: _Toc237509179]3.3 Managerial Implications for Adidas
The difference in culture implies that Adidas cannot afford to share the same marketing story across the markets. The high uncertainty avoidance, and long-term orientation go hand in hand with messaging in Germany which deals with the engineering credibility, and long-term durability of their products. Lower uncertainty avoidance and high collectivism in India is captured by messaging which focuses on social belonging and aspiration with short-term emotional payoff. A country-of-origin signal (precision of engineering) associated with Germany remains indicative of brand-consideration among culturally distant consumers of the firm and offers Adidas a moving positioning asset (Wang et al., 2022). Any triumph in leveraging on this asset nevertheless will entail delicate cultural adaptation around the promotional story in India.
[bookmark: _Toc237509180]4. Comparative STP Strategy
[bookmark: _Toc237509181]4.1 Market Segmentation
Adidas in Germany has been primarily segmenting based on performance, and lifestyle identification among the serious, casual and fashion-conscious users among the serious athletes, casual and fashion-conscious athleisure users. This segmentation demonstrates how there is a mature market where functional and lifestyle segmentation are established and are not very sensitive to demography. In India, large geographical, linguistic and income disparities need to be considered in a widely dispersed population. Indian sub-population groups lack comparative set of cultural and organic and premiere consumption studies demonstrate that in each segment of the national market the disparities are immense (Matharu et al., 2023). Tier-2/Tier-3 urban metropolitan consumers, that is, Adidas India would require a more region-based segmentation as compared to Adidas in Germany.
[bookmark: _Toc237509182]4.2 Targeting
The German target of Adidas focuses on the well-established participants in the performance-sport segment and the fashion-conscious businesspeople in urban Germany, a predictable and medium size target market. The campaigns aiming at Indians are targeted at the urban millennial and generation Z customer segment that grows fast, given their high engagement rates in the culture of fitness, the digital content and fashion of athleisure. India has such a demographic dividend which constitutes a much larger addressable population than Germany but of lower purchasing power per capita. Organizations in new markets that experience a cultural distance often need differentiated targeting reasons that can differentiate between a diaspora-bordering or premium urban population (Fregidou-Malama et al., 2023). 
[bookmark: _Toc237509183]4.3 Positioning
Located in Germany, Adidas is also a locally based engineering and designing powerhouse to exploit decades of mutual country-of-origin reputation of precision and reliability. The influences of country-of-origin image on brand recognition by consumers in markets are never negative and unusual that justify the functions of this German heritage positioning in different markets (Wang et al., 2022). Adidas promotes itself as a dream brand in India as something that is connoted with sporting culture and lifestyle relevance of the youth generation in the world, as opposed to German origin. The country-of-origin stereotypes reinforce the consumer response, i.e., at a point that Adidas will benefit when the cues of German engineering and positioning under the performance brand image are endorsed, rather than undermined by brand positioning (Wang et al., 2022).
[image: ]
Figure 3: Positioning Map
[bookmark: _Toc237509184]5. Comparative International Marketing Mix (7Ps)
The global firms are going through the cycle of balancing between the standardization and localization in each component of the marketing business mix of products; where the appropriate degree of ratio between the two depends on the nature of the product, cultural distance and rivalry (James, Inyang and Eze, 2024). 
	Element
	Germany (Home)
	India (Host)

	Product
	Technical performance range; design collaborations
	Extended value tiers; cricket-linked product lines

	Price
	Premium, income-supported pricing
	Broad tiered pricing across income segments

	Place
	Owned stores, wholesale, mature e-commerce
	Franchise-led expansion into Tier-2/3 cities

	Promotion
	Engineering-led, understated brand storytelling
	Influencer- and athlete-led social media campaigns

	People
	Professionalized, standardised service norms
	Diverse, franchise-trained regional workforce

	Process
	Mature, consistent logistics and fulfilment
	Flexible, experientially differentiated store processes

	Physical Evidence
	Minimalist, design-forward retail environments
	Technology-integrated, vibrant store environments


Table 2: Comparative International Marketing Mix Summary

Figure 4: Degree Of Standardization–Adaptation Required Across The 7Ps For the Indian Market
(Source: Refer to Appendix D)
[bookmark: _Toc237509185]5.1 Product
Adidas German product lines are oriented on the technical performance footwear and design relationships which is attributable to the presence of the developed and quality-conscious domestic demand. In India, besides the value-based footwear and climate-sensitive apparel, there is a product escalation towards the culture of sports and climate sensitivity of the cricketing climate. The need to have standard lines in core technical products and customisation of peripheral product attributes helps in maintaining brand consistency with a lack of local focus, a practice that has been supported by the concept of hybrid strategy of standardization-adaptation in literature accuracy of international marketing mix (James, Inyang and Eze, 2024).
[bookmark: _Toc237509186]5.2 Price
The positioning of German prices in the high-income, quality-sensitive market with stable purchasing power is indicated. The India pricing should be further tiered with more entry level products available in the market that would be priced lower and appeals to price sensitive Tier-2 /Tier-3 customers and the higher priced metropolis products. Global pricing can vary significantly in disadvantaging mass market segments of price-sensitive emerging-market buyers, and it is now seen as a further act of encouragement to international marketers to adjust pricing frameworks to local income dispersion (James, Inyang and Eze, 2024). This reasoning of adaptation can be seen in the tiered pricing structure of Indian pricing by Adidas.
[bookmark: _Toc237509187]5.3 Place
The distribution in Germany is oriented on the developed combination of intimately working stocks, wholesale connections and combined e-commerce logistic. Distribution in India has increased vastly with franchise arrangements of such physical stores in smaller cities besides the major metropolitan centers. Franchising helps businesses to tap into local market knowledge of partners and minimise capital risk whilst making better geographic expansions faster than pure ownership expansion (Ali et al., 2021). Direct influence on the Indian distribution scene of Adidas will be this entry mode that will be explained further in Section 6.
[bookmark: _Toc237509188]5.4 Promotion
The German promotion policy is based on product engineering credential and low-profile brand storytelling as it conforms to the individualistic consumer values. The Indian promotion model is grounded on the strong aspects of athlete and influencer promotion, social media content and sponsorship of the cricket game, entailed to establish emotional and aspirational value. Influencer marketing in sportswear operates through mental and emotional parallel mechanisms, which affect the rational re-evaluation of the product and the emotional loyalty to a brand of digitally interested customers (Bonfanti and Yfantidou, 2021, on experience retail touchpoint that directs this form of product promotion). This two-pronged approach can be particularly applied in the context of Adidas spending on promotion in India.
[bookmark: _Toc237509189]5.5 People
The influence of domestic norms of labour market is that the German retail employees of Adidas operate in an extremely professionalized, normalized service-based labour market. The Indian workforce management has little option but to consider more regional diversities, diversified service requirements and franchise-based employee staffing. The dimensions of cross-cultural aspects influence customer engagement behaviours, and thus the frontline staff training should be modified instead of simply moving frontline staff training across culturally dissimilar markets (Connell, Marciniak and Drylie Carey, 2023). This is directly applicable with the training of the Adidas franchise partners in India.
[bookmark: _Toc237509190]5.6 Process
The infrastructure of German logistics and retail is mature, which helps fulfil the orders quickly with no significant changes and ensure the standards of services are met. Retailing processes in India must be able to embrace more flexible logistics infrastructure, especially beyond the large metropolitan centers, which demand models of fulfillment being flexible. Experience: Store-level experience design and staff guided product experience can be defined as a special approach of sports retailers who offer more services compared to the price competition (Bonfanti and Yfantidou, 2021). It would also give the processes the chance of additional differentiation through the adaptation of these experiential processes towards the franchise retail network in India.
[bookmark: _Toc237509191]5.7 Physical Evidence
In Germany, retail space is minimal, design-oriented, which is manifested in physical evidence and aligns with the high-end positioning. Emerging trends are digitized Airfares and store experiences in India are becoming more vibrant and technologically booked and is appealing more to younger and more digitally native customers. Store appearance and visual merchandising is an integrating element of consumer evaluation in the retailing environment that transcends a single product display to an expanded sense of brand (Basu, Paul and Singh, 2022). This collaborative effort about physical evidence is being replicated by Adidas persisting with investment in designing flag ship stores and franchise stores in India.
[bookmark: _Toc237509192]6. Market Entry Strategy Analysis: India
[bookmark: _Toc237509193]6.1 Entry Mode Options
The traditional groupings of international entry mode are export-based, contractual and equity-based and these modes depart with varied trade-offs; control, risk and resource commitment. Joint ventures combine local and partner market expertise and an exposure of shared resources, and their performance is more reliant on structural and social management systems rather than shared ownership (Ali et al., 2021). Licensing and franchising make it possible to enter the market very quickly with low start-up capital because less operational control is necessary. Wholly owned subsidiaries are the most controllable, long-term strategic and will require much larger commitment to capital investment and significantly higher exposure to host-market risk.
[bookmark: _Toc237509194]6.2 Adidas's Chosen Approach: Franchising
To expand this store-presence in smaller cities, Adidas India has primarily concentrated on franchising with several Indian retail chains. This plan will come to be synonymous with some calculated compromise, a trade-off between speed of geographic coverage and local retail experience in exchange for full control of operations. Contractual modes of entry are often preferred by firms venturing into culturally and institutionally far emerging markets because of exactly this reason; local companies offer trust, network connection and less risk perceptions (Fregidou-Malama et al., 2023). The power-distance and collectivistic retail culture which was rated high in Section 3 is partially counterbalanced by franchising, in the case of Adidas since the power-distance and collectivistic partners in the region would be more skillful at negotiating the regionally more specific consumer relations.
[bookmark: _Toc237509195]6.3 Evaluation
The size of India and regional diversities make the franchise-based strategy the best in moderating the efficiency of resources as compared to footprint the market. Depending on franchise partners, the issue with this is that it introduces the aspect of governance risk since a brand experience can only be assumed to be homogenous and here is a question of whether other partners will conform to training, service and ethical practices. Both structural and social controls that are based on relationships such as relational trust-building, as well as clear contractual control, have been shown to have a positive impact on international venture performance beyond ownership structure (Ali et al., 2021). The success of Adidas in India does not depend on the entry-mode choice per se and rather tangible to the governance mechanisms superimposed on it.

Figure 5: Control, Risk And Resource Trade-Offs Across International Entry Modes
[bookmark: _Toc237509196]7. Ethical Evaluation
[bookmark: _Toc237509197]7.1 Labour Standards in the Supply Chain
The wage policy and working conditions in supplier factories have been subject to continued criticism of global supply chains of apparel (like Adidas). Empirical research of the corporate codes of conduct identifies few facts that voluntary wage pledges result in quantifiable increases in the pay outcome on the supplier level (LeBaron et al., 2021). The announced CSR policy and supplier practice will still be coupled together, and it would remain a common problem within the sector that would complicate providing ethical assurances (Bae, 2025). This fact insinuates that the public labour engagements of Adidas should have their checks and balances rather than being at the mercies of supplier self-reporting initiatives, particularly on the geographically diverse Indian and southeast Asian manufacturing background that favors the two markets.
[bookmark: _Toc237509198]7.2 Greenwashing Risk
Adidas will experience measurable reputational losses, as employees of alleged instances of greenwashing in the context of promoting products with sustainability in Germany and India. Perceived greenwashing negatively and directly influences environmental and product perceptions in consumers who are exposed to claims about green marketing (Szabo and Webster, 2021). The latter risk is increased in cynical consumer groups, where the lack of trust towards the green clothing companies grows exponentially in case the claim about sustainability is deemed as a ditched (Policarpo et al., 2023). The motivations of purchasing sustainable clothes also get entangled with the reasons of conspicuous consumption that tend to either encourage or act as deterring factors to making real sustainable purchases along the plausibility of the brands (Apaolaza et al., 2023). Hence, strategic potential of substantiation of the third party verified sustainability statements is greater when compared with the general promotes sustainability statements by Adidas.
[bookmark: _Toc237509199]8. Recommendations
[bookmark: _Toc237509200]8.1 Cultural and STP Recalibration
Adidas would be suggested to continue to promote some promotional stories separately between Germany and India which are countered by the individualism, uncertainty avoidance and long-term orientation gap in Section 3. There are further recommendations to clarify segmentation to the regional level in India because the records indicate that even in the groups of consumers on a national scale, the culture values do not become identical in terms of their expression (Matharu et al., 2023). The essential elements of positioning should be extended to a greater extent with the German country-of-origin engineering clues, whose compatibility between the origin stereotype and brand positioning can improve consumer reactions in the cross-culturally different markets (Wang et al., 2022).
[bookmark: _Toc237509201]8.2 Marketing Mix Adjustments
Adidas is advised to have standardization of core technical product lines on a hybrid basis and continue to adjust price differentiation, intensity and promotional content of distribution as well as remain consistent with current international marketing mix guidance (James, Inyang and Eze, 2024). The ongoing support of store-level physical evidence in India should rest on an integrated and technology enabled experiential design since this can be demonstrated to affect consumer evaluation (Basu, Paul and Singh, 2022). The franchise network should be strengthened through training the front-line workers in India such that uniformity is in service delivery even though the ownership is decentralised.
[bookmark: _Toc237509202]8.3 Ethical Governance
Adidas is urged to strengthen the independent and third party-checking of the adherence to the supplier pay, and labour industry across its board because same actions reporting compliance to the code-of-conduct has been found to fall short in improving actual performance (LeBaron et al., 2021). Verifiable, product-specific evidence, as opposed to general environmentally mentalized marketing claims, should justify sustainability marketing claims, and exposure to perceived greenwashing and consequent loss of trust (Policarpo et al., 2023). These improvements of governance would add strength to brand acumen in the most-regulated German market and the image-conscious Indian consumer market.
[bookmark: _Toc237509203]9. Conclusion
In conclusion, this report has contrasted an international market entry strategy and marketing mix of Adidas in both Germany and India using PESTEL, Hofstede, STP and 7Ps models. This comparison reveals that the macro-environmental, cultural and structural conditions in Germany and India are the opposites and suggests the necessity of differentiating and not homogenizing marketing strategies. Franchise-based mode of entry, which the case of Adidas to India is the right mode of response to the size of the market, cultural distance, and resource efficiency, but the ultimate success of the company depends on the improved governance mechanisms, rather than a mode of entry. Ethical review also adds that credible and verifiable labour and sustainability operations are also of great importance in upholding brand confidence in both markets. Altogether, the comparative evidence could serve to approve the further development of the hybrid strategy of standardization-adaptation that would be optimally modified according to the specific national and institutional context, which this report unveils.
[bookmark: _Toc237509204]Section 2: Reflective Account
[bookmark: _Toc237509205]1. Introduction
I use Gibbs six stage reflective cycle (1988) to reflect on my research, analysis and writing, preparation of the comparative report of marketing strategy of Adidas AG in Germany and India contrasting between the two countries. This framework has been selected because it is a logical approach to analysing experiences and describing how they can be improved in further academic practice (Ocampo et al., 2025). I am not regurgitating what the report found but rather commenting about my research procedure, critical analysis, literature selection and writing an academic paper. I also reflect on how the different phases of the assignment enhanced my learning and enabled me to build better research, analytical and reflective thoughts on future postgraduate assignments.
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Figure 6: Gibbs Reflective Model
(Source: Dutta, He and Tsang, 2023)
[bookmark: _Toc237509206]2. Description 
To begin the assignment, I picked the Adidas AG and two markets I selected to compare them are the India and Germany market. I used the PESTEL analysis, dimensions of culture as provided by Hofstede, the STP analysis, 7Ps marketing mix, market strategy entry and ethical issues as the basis of my research. I used academic databases to find the latest peer-reviewed research so that the evidence can have the required standards of postgraduate academic research (Mitchell and Rich, 2022). I analysed all sources and put them into the relevant section of the report. I then broke down the results and matched them with the selected frameworks to come up with coherent discussions and recommendations. I made sure I kept on consulting the scholarly material and made sure that I came up with a well-balanced, evidenced based and coherent report as far as I could.
[bookmark: _Toc237509207]3. Feelings
The first reason why I felt overwhelmed was that I had to do comparisons between two markets, which were culturally different and apply two or more strategic marketing models in one report. This left me perplexed as to how to space out the word count needed and my own preferences on what the best evidence on each part would be and how to weigh a detailed analysis with the needed word count to put in each part. I also felt progressively self-assured when I had a systematic plan of studying since my systematic planning made me handle the number of works better (Faza and Lestari, 2025). I started becoming natural and comfortable as I acquired good base knowledge on the literature and the concept of international marketing. I was also not dissatisfied with myself by the time of completing the report as I realised that my confidence and academic skills improved because of the constant engagement in the process of research and writing (Zhan et al., 2023).
[bookmark: _Toc237509208]4. Evaluation 
I think that the fact that I could apply acknowledged analytical models that helped me to breaks down quite a complicated comparison into clear and consistent parts could be considered one of my strengths. To further support the quality of my, discussion, I was able to substantiate each of the points with current scholarly evidence. I could also do an adequate academic referencing, and I was committed to making a well laid out report during the assignment. The collected literature was then synthesised and linked to each framework before developing logical recommendations supported by academic evidence. My most detrimental weakness was time management as I used to spend more time than I expected in searching the relevant peer-reviewed literature on certain matters. I consequently was given less time to read through and revise the final report. I realised that these issues are prevalent in postgraduates when they are required to carry out extensive literature reviews and little time deadlines to devote to assessment (Zhang et al., 2025).
[bookmark: _Toc237509209]5. Analysis
I have understood that my experience had been influenced by the enhancement of more powerful metacognitive abilities as I became more conscious of the way I research (Zarestky et al., 2022). The first time was not very comfortable as I was not used to performing cross-cultural marketing analysis and combining different strategic models. I became increasingly skilled in synthesizing academic evidence, as I received more involved with literature. Another thing that I gained more confidence is since practice enhanced both my writing and analytical abilities (Zhan et al., 2023). I understood that I might have minimized the stress that I experienced during the process of literature search earlier and could have maximized the number of times that I revised and reviewed my end-product (Faza and Lestari, 2025). As my understanding of literature increased, confidence also improved, particularly when analysing cultural differences and marketing strategy. However, the process revealed weaknesses in time management because considerable time was spent identifying suitable peer-reviewed evidence for highly specific topics.
[bookmark: _Toc237509210]6. Conclusion
I conclude that writing the Adidas comparative report enhanced my analytical as well as my reflective skills. I also got a lot of experience in the field of strategic marketing frameworks use analysis of academic sources and organization of evidence-based positions. One more lesson which I learned during the academic endeavor was the importance of systematic literature search, and regular introspection when doing research. Gibbs reflective cycle proved to be especially helpful to me, as it allowed me to view my learning process in a coherent and systematic manner as opposed to concentrating on the result. I believe that I am now more confident and prepared to do my future postgraduate writing and research work.
[bookmark: _Toc237509211]7. Action Plan
	Action
	Specific Activities
	Timeline

	Plan research before writing
	Identify the assignment requirements, search for and tabulate scholarly journal articles, books, and credible sources before drafting any section of the report.
	At the beginning of each assignment (Week 1)

	Follow a weekly study schedule
	Develop a weekly study outline with dedicated time for research, reading, drafting, editing, and proofreading to avoid last-minute work and reduce stress.
	Throughout the project

	Seek early feedback
	Share outlines and draft sections with supervisors and peers during the early stages of the writing process and incorporate constructive feedback into subsequent drafts.
	After completing the research and first draft

	Maintain a reflective journal
	Record weekly reflections on achievements, challenges, feedback received, and improvements made throughout the project. Review reflections regularly to adjust strategies where necessary.
	Weekly throughout the project

	Review and evaluate progress
	Compare completed work against assignment criteria and personal goals before submission, identifying strengths and areas for future improvement.
	Final week before submission


Table 3: Action Plan
I will start planning my future homework by finding and tabulating scholarly materials prior to writing any part of the report. I will have a weekly study outline to create a better portion of my work and avoid feeling compulsive when I complete the writing process. I will also refer to supervisors and peers at the early phases of writing process because constructive feedback will help me to develop the quality of the research process and academic confidence. I will also maintain a short reflective/journal in each project so that I can be able to analyse my progress throughout the project and implement the lesson on the spot where necessary and not focus on the lesson till the project is completed.
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The following appendix tables provide supporting detail for the comparative analysis presented in the main report. They are referenced from, and should be read alongside, Sections 3, 5, 6 and the reference list.
[bookmark: _Toc237509214]Appendix A: Hofstede Cultural Dimension Scores — Germany and India
	Dimension
	Germany
	India
	Difference
	Implication for Adidas

	Power Distance (PDI)
	35
	77
	+42 (India higher)
	Supports Adidas’s reliance on local franchise partners, who are better placed to navigate hierarchical retail and family purchasing dynamics (Section 6.2)

	Individualism (IDV)
	67
	48
	+19 (Germany higher)
	Underpins personal-benefit product messaging in Germany versus social- and family-validated purchasing appeals in India (Section 3.1)

	Masculinity (MAS)
	66
	56
	+10 (Germany higher)
	Both markets respond to achievement-oriented sport marketing, though competitive/performance cues resonate more strongly in Germany

	Uncertainty Avoidance (UAI)
	65
	40
	+25 (Germany higher)
	Reinforces quality-verification and durability messaging in Germany; supports greater openness to novel formats and impulse purchasing in India (Section 3.2)

	Long-Term Orientation (LTO)
	83
	51
	+32 (Germany higher)
	Aligns with durability-focused positioning in Germany versus more immediate, aspirational campaign framing in India

	Indulgence (IVR)
	40
	26
	+14 (Germany higher)
	Both markets are comparatively restrained; this dimension offers limited standalone differentiation for campaign design


[bookmark: _Toc237509215]Appendix B: International Entry Mode Comparison 
	Entry Mode
	Operational Control
	Risk and Capital Exposure
	Speed to Market
	Relevance to Adidas in India

	Exporting
	Low
	Low risk; low capital commitment
	Fast
	Limited relevance given the need for embedded local retail presence

	Licensing
	Low to moderate
	Low to moderate risk; low capital commitment
	Fast
	Used selectively for peripheral, non-core product categories

	Franchising
	Moderate
	Moderate risk; moderate capital commitment
	Fast
	Adidas’s chosen approach; balances geographic coverage with local retail expertise (Section 6.2)

	Joint Venture
	Moderate to high (shared)
	Shared risk; moderate to high capital commitment
	Moderate
	Alternative mode offering shared resource exposure, contingent on structural and social governance mechanisms (Ali et al., 2021)

	Wholly Owned Subsidiary
	High
	High risk; high capital commitment
	Slow
	Reserved in practice for flagship metropolitan operations requiring full brand control


[bookmark: _Toc237509216]Appendix C: Segmentation, Targeting and Positioning (STP) 
	STP Element
	Germany (Home)
	India (Host)

	Segmentation basis
	Performance need and lifestyle affiliation
	Region, language, income tier, and metropolitan versus Tier-2/Tier-3 urban status

	Primary segments
	Serious performance athletes; casual and fashion-driven athleisure consumers
	Premium metropolitan consumers; broader Tier-2/Tier-3 aspirational consumers

	Target group profile
	Established performance-sport participants and style-conscious urban professionals
	Urban millennials and Generation Z consumers engaged with fitness culture and digital content

	Market size dynamic
	Stable, moderately sized target group
	Large and expanding target population, reflecting India’s demographic dividend

	Positioning statement
	Domestically rooted engineering and design authority
	Aspirational global brand associated with international sporting culture

	Positioning basis
	German country-of-origin cues of precision and reliability (Wang et al., 2022)
	Youth lifestyle relevance and global sporting association, with German origin de-emphasized


[bookmark: _Toc237509217]Appendix D: 7Ps Standardization–Adaptation Rationale
	Marketing Mix Element
	Degree of Adaptation
	Supporting Rationale

	Product
	Low to moderate
	Core technical product lines are standardised for brand consistency, while peripheral features are adapted for India, consistent with hybrid strategies identified by James, Inyang and Eze (2024)

	Price
	High
	Broad tiered pricing is required in India to reach price-elastic segments without excluding lower-income consumers, whereas Germany sustains stable premium pricing (James, Inyang and Eze, 2024)

	Place
	High
	Franchise-led distribution extends coverage into Tier-2/Tier-3 Indian cities at lower capital exposure than Germany’s owned-store and wholesale model (Ali et al., 2021)

	Promotion
	High
	Promotion shifts from engineering-led storytelling in Germany to influencer-, athlete- and cricket-linked campaigns in India, reflecting divergent cognitive and affective consumer pathways (Bonfanti and Yfantidou, 2021)

	People
	Moderate to high
	Frontline franchise staff training in India is adapted to regional service expectations, reflecting cross-cultural differences in customer engagement behaviour (Connell, Marciniak and Drylie Carey, 2023)

	Process
	Moderate
	Indian retail processes require more flexible fulfilment models to accommodate variable logistics infrastructure outside metropolitan hubs, versus Germany’s mature, consistent processes (Bonfanti and Yfantidou, 2021)

	Physical Evidence
	Moderate to high
	Store design shifts from minimalist, design-forward environments in Germany to vibrant, technology-integrated environments in India, reflecting the influence of atmospherics on brand perception (Basu, Paul and Singh, 2022)



Hofstede Cultural Dimensions: Germany vs India

Germany	Power Distance	Individualism	Masculinity	Uncertainty Avoidance	Long-term Orientation	Indulgence	35	67	66	65	83	40	India	Power Distance	Individualism	Masculinity	Uncertainty Avoidance	Long-term Orientation	Indulgence	77	48	56	40	51	26	

Index Score (0-100)




Degree of Adaptation Required for the Indian Market
Score (1=Low, 5=High)	Product	Price	Place	Promotion	People	Process	Physical Evidence	2	5	5	5	4	3	4	Marketing Mix Element
Degree of adaptation required (1=Low, 5=High)

Entry Mode Comparison: Control, Risk, Resource Commitment
Control level	Exporting	Licensing	Franchising	Joint Venture	Wholly Owned Subsidiary	1	2	3	3.5	5	Risk exposure	Exporting	Licensing	Franchising	Joint Venture	Wholly Owned Subsidiary	1	1.5	2.5	3.5	5	Resource commitment	Exporting	Licensing	Franchising	Joint Venture	Wholly Owned Subsidiary	1	1.5	2	4	5	Relative Index (1=Low, 5=High)

PESTEL Comparison: Germany (Home) vs India (Host)
Germany (Home)	Political	Economic	Social	Technological	Environmental	Legal	2	3.5	3	2.5	4	4	India (Host)	Political	Economic	Social	Technological	Environmental	Legal	4	4	3.5	4.5	2	2.5	
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