[image: ]
Master of Business Administration
International Business pathway

[image: ]
Contemporary employability skills
Assessment 1: Individual report

Module name: International Marketing: Principles and Practices

Module Code: LCMB7026

Lecturer Name: Amir Homayounfard

Student Name: Neetkumar Maganbhai Bajariya

Student No.: 2520872

Word Count: 5133
Submission Date: 13th August, 2026
AI Use Acknowledgement 
I acknowledge the use of ChatGPT (https://chatgpt.com/c/6a7b75d9-0810-83e9-ad8b-a19778361861) on 12 August 2026 to support research, proofreading and visual development activities for my Strategic Management assignment. I used the prompt(s):
1. Review the information I provide about Adidas in Germany and the United Kingdom. Help me identify the key international marketing issues that emerge from my existing analysis. Focus specifically on differences in PESTEL factors, Hofstede cultural dimensions, STP, and the 7Ps marketing mix. Highlight the most important strategic tensions, opportunities, risks and standardisation-versus-adaptation issues that I should investigate further. Do not write the assignment for me, introduce new arguments, or make unsupported assumptions. 
2. Proofread my existing Adidas Germany versus UK International Marketing report against the assessment requirements. Identify grammatical errors, spelling and punctuation mistakes, unclear sentences, repetition, inconsistent terminology, weak academic phrasing and areas that are overly descriptive or informal. Focus on the PESTEL, Hofstede, STP, 7Ps, UK market-entry strategy, ethical issues, recommendations and reflective account. Suggest precise improvements while preserving my original arguments, structure, meaning, evidence and references. Do not introduce new substantive content, theories, examples or recommendations.
3. Based only on my completed Adidas Germany versus UK analysis, suggest how the relationships between PESTEL, Hofstede cultural analysis, STP, the 7Ps marketing mix, UK market-entry strategy, ethical considerations and my recommendations could be represented in one clear academic figure. Do not add new analysis or assumptions. Show the logical flow from country-level environmental and cultural differences to marketing decisions, then to market-entry implications, ethical considerations and the final recommendation of selective glocalisation. Recommend the appropriate boxes, hierarchy, arrows, labels and layout so the figure demonstrates how the analyses connect rather than simply presenting the frameworks separately.

Table of Contents
1. Introduction	1
2. Adidas and Market Context	1
3. PESTEL Analysis: Germany vs United Kingdom	3
3.1 Political factors	3
3.2 Economic factors	3
3.3 Social factors	4
3.4 Technological factors	4
3.5 Environmental factors	4
3.6 Legal factors	5
4. Hofstede Cultural Analysis	6
5. STP Comparison	7
5.1 Segmentation	7
5.2 Targeting	7
5.3 Positioning	7
6. International Marketing Mix: 7Ps	8
6.1 Product	8
6.2 Price	9
6.3 Place	9
6.4 Promotion	10
6.5 People	10
6.6 Process	10
6.7 Physical Evidence	10
7. UK Market Entry Strategy	11
8. Ethical Issues	12
9. Recommendations	14
10. Conclusion	15
11. Reflective Account	16
11.1 Description	16
11.2 Feelings	17
11.3 Evaluation	17
11.4 Analysis	18
11.5 Conclusion	18
11.6 Action Plan	19
References	19

A Comparative Analysis of Adidas' International Marketing Strategy in Germany and the United Kingdom
[bookmark: _Toc237169049]1. Introduction
In order to cope with the challenges of local market conditions, firms are faced with a challenge of reconciling the efficiency of global integration with its need to do so in international marketing. The standardisation–adaptation debate is no longer merely one of using the same approach across all countries or developing entirely new approaches for each country. International marketing research in recent years has indicated that the successful strategies depend on the degree of fit between the global capabilities and specific market conditions (Mandler et al., 2021; Poulis, 2024). 
In this report, the international marketing strategy of adidas is examined critically in Germany and United Kingdom as its home and host-market respectively. Germany is of strategic importance in terms of Adidas' history and corporate history, whereas the UK offers an established foreign market with unique consumer, cultural and regulatory characteristics. The analysis is done using PESTEL and Hofstede's cultural dimensions followed by comparative evaluation of segmentation, targeting and positioning (STP) and the 7Ps marketing mix. This is followed by an evaluation of the UK market approach of adidas and the ethical question of advertising in the environment.
The report suggests that the company should aim for selective glocalisation: standardise some of the key brand assets and capabilities, while tailoring the brand execution on the front end where cultural, technological and regulatory differences offer material strategic value to the consumer markets.

[bookmark: _Toc237169050]2. Adidas and Market Context
Adidas is a leading player across performance and lifestyle in the world of sportswear. This is its contemporary strategy, especially relevant to international marketing since it has consciously abandoned its highly centralised strategy. Adidas (2025d) describes itself as a “global brand with a local mindset”, giving market teams the opportunity to shape the range, activations, collaborations and place where necessary based on their local consumer insights. 
This strategy has been accompanied by good recent returns. According to Adidas (2025a), brand revenues grew by 10% on a currency neutral basis in 2025 across all product categories, namely Performance and Lifestyle. In euro terms European sales came in at €8.136 billion. It is crucial because it suggests that localisation does not necessarily compromise on the level of efficiency of global products or activations, and can coexist with a global brand platform.
Germany is seen as a particularly important region, as Adidas' historical identity and the presence of the Adidas corporate branding are significant in creating brand legitimacy. The company's knowledge of Germany, however, may be a strategic liability as well, since ease of application with customers in Germany can lead to an assumption that it will be as successful elsewhere as well.
It's useful to compare the UK. A fully developed sportswear market that is highly digital and where Adidas has to fight for consumer attention against global and specialist rivals and face a unique regulatory landscape in a post-Brexit world.
So the question is not so much whether Adidas should standardise or adapt, as where it is an additional complexity and cost that will provide sufficient consumer value.
Table 2.1: Strategic comparison of Adidas' German and UK market contexts
	Dimension
	Germany
	United Kingdom
	Strategic implication for Adidas

	Market role
	Home-market context
	Established host market
	Different levels of brand familiarity

	Brand heritage
	Strong Adidas historical association
	Strong international brand recognition
	Heritage can be emphasised more strongly in Germany

	Consumer context
	Performance, football and technical credibility
	Sport, lifestyle, football, fashion and street culture
	Greater cultural activation required in UK

	Digital environment
	Highly developed
	Particularly strong online clothing/footwear opportunity
	UK DTC and digital personalisation deserve greater emphasis

	Regulatory context
	EU framework
	UK-specific post-Brexit framework
	Local compliance capability required

	Sustainability risk
	EU environmental regulation
	Strong UK scrutiny of green advertising claims
	UK communications require rigorous claim verification

	Strategic priority
	Leverage authenticity and heritage
	Build cultural relevance and consumer relationships
	Same brand, different market-facing execution




[bookmark: _Toc237169051]3. PESTEL Analysis: Germany vs United Kingdom 
[bookmark: _Toc237169052]3.1 Political factors
Germany and the UK are both politically stable, advanced economies and are therefore less risky markets for Adidas than emerging or politically unstable economies. A crucial difference, however, is that they have an institutional link with the European regulatory system.
Germany is regulated under EU regulation while the UK has created its own after Brexit. This is important to Adidas as they have intricate systems and processes for products, sourcing, distribution and marketing across the world. EU legislation on sustainable products is also changing, such as the EU's Ecodesign for Sustainable Products Regulation and Digital Product Passport framework. 
The implication of the strategic is that Adidas can't take it for granted that a strategy that works in Germany will transfer to the UK. The level of political stability is generally the same, and regulatory fragmentation increases the need for local compliance capabilities.
This reinforces Adidas' move towards empowering local markets instead of centralised decision making. 

[bookmark: _Toc237169053]3.2 Economic factors
The economic conditions affect the consumption of sportswear because the products that Adidas offers range from functional to discretionary items in the lifestyle. They might choose not to buy a premium product when they are stressed or might be more inclined to buy because of a promotion.
Adidas' recent action however, suggests that not everything about economic uncertainty is bad news for premium sportswear. European Adidas brand revenue increased by 10% across both Performance and Lifestyle categories, showing resilience this year. 
UK is another opportunity with digital retail. Rising UK internet sales in 2025 are driving a rise in internet sales as a share of retail turnover in this sector, from 27.9% in 2024 to 28.3% in 2025 (Office for National Statistics, 2026). 
This makes an essential difference. Economic pressure should never be met by Adidas at the expense of discounts, as this can dilute the premium positioning. Rather than that, it should align to the concept of product tiering: affordable entry products can account for price sensitivity, and innovation-driven ones can command top margins.
Hence, from an economic perspective, it is better to differentiate values than prices.

[bookmark: _Toc237169054]3.3 Social factors
Social trends have a particular significant impact on sportswear because sportwear has become a fusion of sport, fashion, identity and lifestyle.
Germany and the UK are both sports nation states, but Germany has its sporting heritage advantage with Adidas. The German origin of the brand can support the authenticity, technical expertise, and sporting integrity aura.
In the UK, Adidas has to play in a more culturally diverse field where sport meets football, music, streetwear and youth culture. It provides a chance to engage in cultural partnerships and community-led marketing as well as traditional sports advertising.
The difference is key: while Germany has some brand authenticity, the UK needs to become more culturally active in order to stay relevant.
As Adidas itself recognizes, local trends are growing and should be dealt with by market teams who need autonomy in their responses. 

[bookmark: _Toc237169055]3.4 Technological factors
Adidas and its relationship with consumers has been changed by technology. The company can engage directly with consumers, not just from the brick-and-mortar store, thanks to e-commerce, mobile apps, social media, personalisation and data analytics.
Adidas' channel balance is intentionally even. While wholesale is significant, the company claims, it has also created retail and e-commerce channels for direct consumer interaction. 
Digital engagement is especially appealing to the UK, as online sales of clothes and footwear have become structurally important. According to the Office for National Statistics (2026), this was 28.3% of all retail sales in 2025 via the internet. 
But the technology should not be thought of merely as a channel problem. This strategic benefit is that the local insight is paired with digital data. Adidas can leverage consumer behaviour information to understand the demand pattern in each of the UK and then tailor products and campaigns to those regions.

[bookmark: _Toc237169056]3.5 Environmental factors
Environmental sustainability is an opportunity and challenge.
Adidas is increasingly talking about sustainability via material innovation, recycled inputs and supply-chain campaigns. But the trouble with sustainability marketing is that claims run wild from the evidence that backs them up.
CMA guidance for the UK (Competition and Markets Authority, 2024a) calls upon fashion businesses to make sure that environmental claims are clear, accurate and substantiated. It cautions companies about false claims with respect to product lines, material and environmental properties. 
This importance became evident, especially in 2026, for the Adidas brand. The ASA has upheld a complaint about a Google advertisement that included the phrase “adidas Recycled Running Shoes” from Adidas UK. The ASA found the phrase could be interpreted as applying to a specific line of shoes that were all made from recycled materials, while Adidas did not have such a separate range and the percentage of recycled content in the shoes differed between products. 
This is NOT a communications mistake. It is a good example of how the positioning of the product into the environment can turn into a marketing communication strategy that exceeds the support of product proof.

[bookmark: _Toc237169057]3.6 Legal factors
This is the legal climate, as well. The rules for advertising in the UK require that environmental claims are adequately substantiated, and the Green Claims Code guidance (Competition and Markets Authority, 2026) places an emphasis on responsibility through the supply chain. 
So, for Adidas, sustainability shouldn't be a marketing gimmick. Shared team approval is required for product teams, legal teams, sustainability expert teams and marketers.
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PESTEL strategic judgement
The PESTEL comparison shows that both Germany and the UK are attractive markets but pose different strategic pressures. Germany provides institutional experience and brand legacy, and the UK provides digital and cultural opportunities, but with more exemplification of different brand scrutiny for advertising and the environment.
Therefore, Adidas should have a uniform governance, brand architecture and compliance approach while localizing how to execute campaigns, whom to partner with, what to produce and how to talk to consumers.

[bookmark: _Toc237169058]4. Hofstede Cultural Analysis 
Hofstede's cultural dimensions (Hofstede, Hofstede and Minkov, 2010) are still relevant for international marketing because they allow to define societal values' differences in a structured manner. Their use is, however, limited as they are national scores and not individual consumer behaviour. Modern research also shows that cultural variables can impact on consumer reactions and that the national-level models can overlook the growing diversity of society. 
Table 4.1 Hofstede cultural comparison: Germany and UK
	Cultural dimension
	Germany
	UK
	Marketing interpretation

	Power Distance
	35
	35
	Limited difference; hierarchical communication should not be central

	Individualism
	67
	89
	UK provides stronger potential for individual expression

	Masculinity
	66
	66
	Both support achievement/performance positioning

	Uncertainty Avoidance
	65
	35
	Germany may respond more strongly to detail, reliability and technical proof

	Long-Term Orientation
	83
	51
	Germany offers stronger potential for durability and long-term-value narratives

	Indulgence
	40
	69
	UK provides greater potential for lifestyle and experiential communication



Germany is at 67 for Individualism, with the UK at 89. Themes of personal identity, self-expression and personal choice may have particularly strong effects on UK communications. This aligns with the Adidas lifestyle categories where consumers might wear products as symbols of their culture and identity.
The greatest difference in Uncertainty Avoidance is also a strategic one. Germany out-scores the UK by 65 (35). Adidas can therefore focus more on technical information, product details, reliability and proof of performance in Germany.
Germany's high score on LTO (83) versus the UK's score of (51) may further facilitate communication about durability and technical development and about long-term value, while the UK's higher score on Indulgence (69) versus Germany's (40) may facilitate experiential and lifestyle oriented communication. 
But that doesn't mean that Adidas should stereotype consumers. Hofstede should be used as a hypothesis-generating tool; consumer data should be used to validate the decision.
The implication isn't really “German consumers want X and British consumers want Y”, however. Instead, Adidas needs to determine if such cultural trends result in real-world differences in how the message resonates, product attitudes, and purchasing actions.

[bookmark: _Toc237169059]5. STP Comparison 
[bookmark: _Toc237169060]5.1 Segmentation
Adidas is a complex category in which consumers can't be segmented effectively by demographics. Relevant segments include professional athletes, recreational athletes, runners, football consumers, fitness participants, sneaker enthusiasts and fashion/lifestyle consumers.
The more practical and strategic division between Germany and UK is the expression of consumption.
Adidas can push on top of its proven track record of success in Germany. The same performance segments are present in the UK, but the sport is deeply embedded within the wider culture of sport, including streetwear, music and youth culture and football.
This means Adidas should keep the majority of its segments the same across the world, but allow local sub-segmentation.

[bookmark: _Toc237169061]5.2 Targeting
Adidas' wide umbrella approach indicates that the approach of targeting multiple segments can be commercially successful. The Performance and Lifestyle categories were both strong in Europe for 2025 growth. 
Germany should therefore persist in tackling performance consumers, football participants and Adidas heritage consumers. The brand enjoys an authenticity advantage, as it's home-based.
A slightly different focus is needed for the UK. Younger consumers, football communities, runners, sneaker consumers and those with an interest in lifestyle should be more involved, as they relate sportswear to identity and cultural engagement.
But the big mistake would be to aim at the “young British consumers” as a single market. The UK is a culturally diverse place, and digital platforms enable Adidas to segment the market according to interests as opposed to nationality.

[bookmark: _Toc237169062]5.3 Positioning
One of the central challenges is to create a look the team can identify with but doesn't sound too international.
Comparative research in the international arena indicates that the choice of standardisation/ adaptation is situation dependent and that neither option is always preferred. Standardisation and adaptation have been found to yield mixed results by Mandler et al. (2021), and Poulis (2024) favours a more relational standardisation, based on the concept of “fit” between global and local conditions. 
Adidas can build its brand on true sporting tradition, engineering, performance and innovation for Germany.
In the UK, the focus must move in the direction of sport as a cultural, individual, community and lifestyle phenomenon.
This doesn't need to be two different brand identities. Instead:
· Global brand promise = Adidas' core identity.
· Local interpretation = what means to German and British consumers.
This is in line with the current “global brand with a local mindset” approach of Adidas. 
The selective adaptation is thus confirmed by the STP analysis, not the extreme standardisation or full localisation.
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[bookmark: _Toc237169063]6. International Marketing Mix: 7Ps 
[bookmark: _Toc237169064]6.1 Product
The first place Adidas can differentiate between standardisation and adaptation is product strategy.
Common core technologies, quality requirements and global product architecture provide economies of scale and ensure brand consistency. Studies on international marketing indicate that harmonised standards can lower the adaptation costs associated with different countries and make international trade easier (Schmidt and Steingress, 2022). 
But consumer relevance still needs to be adapted.
In Germany, Adidas needs to focus on the performance technologies, football, running and technical credibility. Product stories can leverage on the historical legitimacy of the brand.
For the UK, Adidas should focus more on crossover between lifestyle and performance, limited editions, collaborations and street-football related products.
Hence, the product platform should be standardized, and assortment and cultural storytelling should be adapted locally.

[bookmark: _Toc237169065]6.2 Price
While providing consistency, a global pricing strategy can't remove purchasing power, currency, competitive pressure, or promotional needs differences.
Adidas must, then, adopt a multi-level value proposition instead of being aggressive with their discounting. Entry level products to safeguard accessibility and premium technical footwear and limited releases to preserve perceived exclusivity.
This is especially important as price-led competition may hinder Adidas's differentiation from its competitors. For premium products, one must sell on price, but also on the value of the product.
Germany could have a greater focus on technical content and durability, while UK communications can include product value in addition to cultural desirability.

[bookmark: _Toc237169066]6.3 Place
Adidas (2025b) operates a hybrid channel model. Consumers mainly buy via wholesale partners, while Adidas also does retail and e-commerce sales directly. 
This should stay in place as it offers reach and scale for wholesale, and control and consumer insight for DTC.
The UK offers an excellent opportunity for further digital integration. In 2025, online textiles, clothing and footwear retail is expected to account for 28.3% of category retail, so Adidas should consider seamless online-to-offline journeys. 
It is not to just increase sales via the website. Consumer intelligence should feed into local product and campaign decisions via the DTC channels.

[bookmark: _Toc237169067]6.4 Promotion
Promotion is definitely the most localisable of the marketing-mix elements.
Adidas gets the power of the brand and football and performance credibility in Germany. Communications that make the most of sport and music, fashion and football and youth culture within the UK.
Much more significantly, it is not sufficient to ensure that cultural adaptation works for the better of advertising performance. Recent meta-analytic results indicate that cultural-value adaptation can be effective but is not guaranteed, and thus, cultural effects should be tested, not assumed. 
Therefore, Adidas should use test-and-learn localisation. Campaign ideas can share shared global creative elements and local teams can try different stories, influencers and cultural partnerships.

[bookmark: _Toc237169068]6.5 People
People can impact brand experience through retail employees, customer service, community management, digital interactions.
German workers can build up technical skills and product knowledge. It is also important for UK teams to highlight cultural fluency and community engagement.
The problem is not different service standards, but different capabilities in the same global service standard.

[bookmark: _Toc237169069]6.6 Process
The purpose of Adidas should be to minimise the friction in e-commerce, retail, returns, delivery and membership.
Convenience is an important factor in the UK market, where digital penetration is high. Process standardisation should not take the place of experimentation in the local context, however. Local teams should have the ability to tweak campaign launches, product drops and community activations on the fly.
This ties in directly with Adidas' aim of enhancing its speed and agility by making it more marketable. 

[bookmark: _Toc237169070]6.7 Physical Evidence
Adidas' identity is communicated before interacting with employees through stores, packaging, websites, apps and product displays.
A strong visual identity should thus be very uniform. Too localised might allow for less recognition.
But in selected physical spaces, local culture can be woven in with product displays, collaborations and community events. A UK Adidas store, for instance, can be undeniably Adidas while taking into account the native sporting and cultural communities.
Table 6.1: Comparative Adidas 7Ps strategy
	7P
	Germany
	UK
	Degree of adaptation

	Product
	Performance, football, technical heritage
	Sport-lifestyle crossover, collaborations
	Medium

	Price
	Technical value, durability
	Value + cultural desirability
	Medium

	Place
	Established network
	Strong omnichannel/DTC opportunity
	Medium-high

	Promotion
	Heritage, performance, football
	Sport, culture, music, individuality
	High

	People
	Technical/product expertise
	Cultural/community expertise
	Medium

	Process
	Reliability and consistency
	Speed and convenience
	Medium

	Physical Evidence
	Heritage and brand consistency
	Brand consistency + local activation
	Low-medium



Overall 7Ps judgement
When considering adaptation, it's not an all or nothing proposition as indicated by the 7Ps analysis.
The overall message is in line with current marketing-mix studies: global marketing is a process of customisation and fragmentation, and of maintaining global consistency. 

[bookmark: _Toc237169071]7. UK Market Entry Strategy 
Adidas can not be judged as if it were making its debut in the UK. The company has a proven presence in the UK via wholesale, own retail and digital platforms. This is why the issue is not just about what the first mode of entry will be, but about how Adidas will want to strengthen its position.
The current multi-channel model has a lot of merits. Wholesale offers wide market coverage, and gives Adidas access to existing retailers. Direct channels provide control over merchandising, customer experience and consumer data. 
But there is a definitive clash. Increased reliance on wholesale means more control at the expense of the brand and consumer relationships. More reliance on DTC control means more investment and risk of channel conflict. So it's best to use controlled channel integration.
Adidas should keep key wholesale partnerships in place, with differentiated experiences, like early release, member-only releases, personalised recommendations and exclusive partnerships, delivered via DTC. This not only makes DTC more than just another sales channel but also a more effective information gathering platform.
Table 7.1: Recommended UK channel strategy
	Channel
	Current strategic role
	Future role
	KPI

	Wholesale
	Reach and scale
	Maintain strategic partnerships
	Revenue/channel growth

	Own retail
	Brand experience
	Community and experiential retail
	Store conversion

	E-commerce
	Direct sales
	Personalisation + consumer intelligence
	Conversion rate

	Membership
	Consumer relationship
	Loyalty and early access
	Repeat purchase

	Social/digital
	Awareness
	Community and micro-segment discovery
	Engagement



The UK should therefore be seen as a market for the deepening of the relationship, not just an easy market for market entry. The goal should be to build up customer lifetime value, engagement and brand advocacy, not just sales per unit.
[bookmark: _Toc237169072]8. Ethical Issues 
The better contemporary ethical issue is that of Adidas' environmental advertising in the UK.
The Advertising Standards Authority (2026) upheld a complaint regarding a paid Google advertisement with the text “adidas Recycled Running Shoes” and with links to a “Recycled Shoe Range” on 24 June 2026. Adidas explained that recycled materials were used in some products, but there was no standalone recycled-running-shoe range and the amount of recycled content differed between products. 
The ASA determined that the language might suggest that all shoes in the implied range were 100% recycled. The adverts were thus in breach of CAP Code requirements on misleading advertising, substantiation and environmental claims. 
The ethical dilemma goes beyond the regulatory aspect. Environmental information is becoming more important to consumers in assessing fashion products. When companies claim a greater sustainability benefit than is substantiated by the evidence, consumers are unable to make fully informed choices. The case illustrates a conflict between simplicity and accuracy in conveying information.
Adidas should therefore not be making any wide sweeping claims like “recycled shoes” unless the product as a whole meets the implied claim. Rather, communication should identify the part and percentage of the recycled component.
The CMA's advice (Competition and Markets Authority, 2024a) echoes the importance of fashion companies to ensure that environmental claims are clear, accurate and substantiated. 
Therefore, ethical marketing should not be treated as an after-thought in the communications once the products are available, but as a part of the product development process and approval procedure at Adidas.
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[bookmark: _Toc237169073]9. Recommendations 
Recommendation 1: Make the 300% more efficient and sustainable.Recommendation 3: Institutionalise selective glocalisation.
Adidas needs to institutionalise a worldwide model with a local execution. Germany and UK teams should have more autonomy over campaigns, partnerships and assortment, but also be governed by a stronger central brand identity and product standards, and more ethical governance from global HQ.
The advice is a direct reflection of Adidas' current “local-mindset” approach. 
Recommendation 2: Develop priorities for cultural activation separately.
Germany needs to focus on performance, football, technical honesty, and legacy.
Football, running, street culture, music, individual and community should be the focus of the UK. This enables Adidas to leverage on cultural differences without compromising on the brand.
Recommendation 3: Promote responsible product use through regulatory measures
As a consequence of the ASA ruling for 2026 all UK environmental marketing claims must go through a cross-functional verification process – this should include the marketing team, the product team, the sustainability team and legal team.
Claims should identify exactly what is recycled, how much is recycled and what the claim does not imply. 
Reccomendation 4: Aim for using DTC as a consumer-intelligence system.
Adidas needs to leverage its e-commerce and membership system in the UK to discover micro-segments and then inform the process of developing local products and campaigns.
Recommendation 5: Adopt a measure of adaptation by incremental value.
Adidas should not make the assumption that localisation is good. Campaign performance should be evaluated on a local basis according to engagement, conversion, repeat purchase and CLV and brand-equity metrics, and compared to standardised alternatives.
This makes an evidence-based adaptation process, which is not a localisation for the sake of localisation.
Table 9.1 Strategic recommendations and performance measures
	Recommendation
	Strategic problem addressed
	Action
	Suggested KPI

	Selective glocalisation
	Global consistency vs local relevance
	Global core + local execution
	Local campaign ROI

	Cultural activation
	Different consumer meanings
	Germany/UK activation priorities
	Engagement + brand equity

	Sustainability governance
	Green-claim risk
	Cross-functional verification
	Regulatory complaints

	DTC intelligence
	Limited direct insight
	Personalised digital ecosystem
	CLV + repeat purchase

	Evidence-based adaptation
	Risk of unnecessary localisation
	A/B test local vs global
	Incremental conversion




[bookmark: _Toc237169074]10. Conclusion 
The Germany-UK comparison shows that Adidas is between a rock and a hard place. Home-market legitimacy, sporting heritage and sporting institutional familiarity are available in Germany and UK, along with large opportunities in digital commerce, lifestyle consumption and culturally diverse sports communities. The analysis suggests that there is no need for total standardisation or total localisation.
The opposite, selective glocalisation, is more appropriate for Adidas, in which they develop a consistent global brand architecture, set product standards and ethical governance practices, but fine-tune product variety, promotional stories, community engagement and specific touches in the channels. The UK environmental advertising ruling is just another example of marketing performance that relies on ethical credibility as well as commercial effectiveness internationally. In a nutshell, it is Adidas' capacity to balance worldwide scale with local wisdom that will determine the company's competitive edge.

SECTION 2 — GIBBS' REFLECTIVE CYCLE
[bookmark: _Toc237169075]11. Reflective Account
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[bookmark: _Toc237169076]11.1 Description
To prepare this report, the marketing strategy of Adidas in the international market has been analysed in Germany and the UK. Secondary materials in the research process included Adidas' annual reporting, academic literature, government publications, regulatory guidance and current advertising rulings. The PESTEL, Hofstede's cultural dimensions and STP and 7Ps marketing mix were the main analytical frameworks.
The first idea was to compare Germany and UK individually in each scenario. But this could lead to a report that was descriptive and provided data on each country without showing how their value was useful in a strategic sense. The assessment specification clearly states that at Level 7, it should be critical evaluation, synthesis and evidence-based judgement instead of the description of information. 
The research process was thus modified so that each framework dealt with three questions: What is different? Why is the difference important to Adidas? So what should Adidas do as a consequence?
However, this is especially significant in considering sustainability. The June 2026 ASA decision on Adidas UK offered up a relevant model in which ethical, legal and marketing issues could be linked. 

[bookmark: _Toc237169077]11.2 Feelings
I was quite confident at the start, as Adidas is a well-known international brand and there is a lot of information that is readily available online. But I soon realised that one could get a false sense of knowledge from knowing a brand. Much of the information available about Adidas' activities offers little or no explanation as to whether or not the activities are strategically appropriate in a specific national context.
I thus started being more careful with the claims of companies without knowing what they were and why they were saying them.
I also had a naive expectation that Hofstede's model would give clear-cut answers to questions on culture differences. The research set to change this view. The scores are helpful for comparison, but can be misleading if applied rigidly, and might result in stereotyping. This made me want to see cultural dimensions as analytical indicators and not as definitive explanations of consumer behaviour.

[bookmark: _Toc237169078]11.3 Evaluation
A key resource of the research process was the different types of evidence.
Adidas' annual report contained information regarding strategy, channels and performance. Independent economic and regulatory evidence was obtained from sources within government. Theoretical perspectives for standardisation, adaptation and cultural analysis were drawn from academic research. The ASA and CMA were of great use in providing evidence of ethical and legal issues.
The best thing that came out of the research was that Adidas has an overarching strategy of becoming a global brand with a local approach. This gave a good linkage between theory and practice, as the report would be able to evaluate if the Germany – UK comparison is in line with Adidas's own strategy.
Another advantage was the practice of not just relying on historical instances but using current evidence as well. The 2026 ASA ruling demonstrated the rapid evolution of ethical concerns in international marketing.
The study also had some drawbacks. Not the same level of detail is available from Adidas for Germany as for the UK. Its financial reporting is structured by segments, many of which are larger geographical segments, like Europe. 
That meant that some conclusions drawn in the UK had to be backed up by evidence from external markets, not Adidas data.

[bookmark: _Toc237169079]11.4 Analysis
The key learning was that international marketing strategy is a fit concern.
The standardisation/adaptation issue started as a two-sided proposition of either one strategy for the entire world or different strategies for different markets. But modern studies contradict this straightforward explanation. The results of the standardization and adaptation are mixed as demonstrated by Mandler et al (2021), and Poulis (2024) provides a conceptualization of the search for relational fit between global and local situations. 
This new insight altered the structure of the report. In some cases, the PESTEL analysis highlighted the fact that Germany and the UK are both politically stable countries, however the UK's regulatory environment is different to Germany. So, Adidas does not require two different political approaches, it requires a common governance framework and compliance in a local manner.
It was a comparable insight that came from the Hofstede analysis. Germany's uncertainty avoidance and long-term orientation may imply a higher value on technical credibility and long-term value, and the UK's individualism and indulgence may imply expressive lifestyle communication. But these are just assumptions and not a definite reaction of consumers. Recent studies have shown that cultural adaptation can have a positive effect on communication effectiveness, but not all the time in all contexts. 
I felt the ethical analysis was really crucial in my learning. The Adidas example of an environmental ad campaign proved that marketing language can also cause difficulties when the product itself is a true recycled product. The problem was not just that there were recycled materials, but that the overall impression of the ad was false. 
This brought to light the technical certainty and consumer interpretation.
That's a big marketing implication. Ethical marketing also means that companies have to think about the lawfulness of the claims but also whether what the reasonable consumer picks up from the entire communication is accurate.
The 7Ps analysis also showed that localisation should not be spread across. The elements of the brand that need to be activated and promoted can be adapted more than the core brand elements. Global consistency of product technologies and quality standards can be exploited and product range can also be customized according to the local demand.
This resulted in the key designation that Adidas needs to standardise its capabilities, but customize how they are expressed towards the market.

[bookmark: _Toc237169080]11.5 Conclusion
I now have a better understanding of the process of research and how a theoretical framework can be used at the postgraduate level.
In previous years, I was more often using framework like PESTEL and Hofstede as ways of structuring information. I now see that their greater value is in generating and testing strategic arguments as opposed to their use as the basis for an argument.
PESTEL is more useful if it is linked directly to Adidas' sustainability communication, for instance. Hofstede is more useful when differences in culture are linked to specific promotion actions but also challenged as national averages do not provide a true picture of consumer diversity.
It was also a demonstration of the significance of triangulation in the process. Corporate sources are helpful to grasp company strategy, but must be considered alongside independent government, academic and regulatory evidence.

[bookmark: _Toc237169081]11.6 Action Plan
I would create an evidence matrix in future international marketing research, before starting the main writing. Sources would be categorised based on academic theory, company evidence, government evidence, regulatory evidence and market research.
Second, I would use the same logical framework of analysis:
Evidence→ Difference→ Strategic significance → Alternative interpretation → Recommendation.
This would limit the descriptive writing and enhance critical evaluation.
Third, I would not focus on the cultural frameworks as determinative. Hofstede would be used to produce a series of questions which would then be assessed with up-to-date consumer evidence.
Fourth, I would incorporate ethics into the analysis and not have ethics as an ending section. Environmental claims, pricing transparency, consumer data, inclusion and responsible communication should be assessed as a part of the marketing mix, itself.
Last but not least, I would rate recommendations on measurable outcomes. What I would suggest is to define indicators like conversion, engagement, repeat purchase, customer lifetime value and brand-equity change, instead of “more localisation”.
In general, the research process has helped me to improve my critical strategic skills in judgment from the information collection. The key point is that there is no need for a dichotomy, between global consistency and local responsiveness, in the process of effective international marketing. Rather, it is necessary to be able to identify which parts of the strategy provide value through scale and which provide value through adaptation in order to be successful at the international level.
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Figure 1: PESTEL-to-Marketing Decision Framework
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Figure 2: Adidas’ Global-to-Local Positioning Architecture
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Figure 3: Ethical Sustainability-Claim Governance Model
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Figure 4: Personal Research Development Cycle
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