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[bookmark: _Toc227715358]1. Introduction to the report
This report critically analyses the operation of Adidas in the UK sportswear market with the help of both PESTLE framework as well as the Porters Five Forces to evaluate the external forces influencing its success. Innovation, sustainability, and good marketing strategies have enabled Adidas to become one of the major players in the UK market, which is highly competitive. As the UK continues to shift towards health and fitness-focused consumer habits and environmentally friendly consumption, Adidas has taken advantage of the consumer trend. Nevertheless, the market is also characterized by major challenges, such as the strong competition with Nike, Puma, and new direct-to-consumer brands, such as Gymshark. The political, economic, legal, and cultural forces that will affect the operations of Adidas and the competitive forces that will shape the strategic decisions of Adidas will be analyzed in this report. By evaluating these factors, the report aims to provide a comprehensive view of Adidas' market positioning and future prospects in the UK.
[bookmark: _Toc227715359]Section 1: Industry and Country Overview
[bookmark: _Toc227715360]Introduction to the Industry:
The UK apparel market is an important part of the national economy, with over 60 billion pounds of value every year (British Apparel and Textile Confederation, 2021). Sportswear is one such category within this wider apparel market that has experienced a high growth due to the shifting consumer interest towards health, fitness, and wellness. This trend has led to the growth of the demand in terms of both performance-oriented apparel and athleisure, where functionality intersects with style (Mintel, 2021).
The UK sportswear market, which has been estimated to be worth 5.7 billion in 2020, is expected to expand at a compound annual growth rate (CAGR) of 4.5% by 2026 (Mintel, 2021). With fitness and active lifestyles gaining more and more importance, brands with their products aimed at exercising and daily use wear are poised to win. Adidas, and its rivals such as Nike and Puma have taken advantage of this trend by coming up with products that not only meet the needs of the performance-based consumer, but also meet the needs of the fashion conscious consumer.
Moreover, there is a drastic change towards digital retail in the UK market, particularly enhanced by the pandemic. In 2020, the online sales of Adidas in the UK surged by 45 percent (Adidas, 2020). With the e-commerce trend expected to prevail, brands are turning to enhancing their online presence to satisfy the rising needs of convenient and personalized shopping. Moreover, sustainability has emerged as a critical ingredient to the UK customers, and increasing focus has been placed on eco-friendly and ethically manufactured clothes (Mintel, 2021).
[bookmark: _Toc227715361]Size and Scope and Economic importance of the Industry:
The UK apparel sector is an important part of the economy, with a value of more than £60 billion in 2021, and is an important contributor to retail sales and employment in the UK (British Retail Consortium, 2021). Sportswear market, which is an important segment of this industry has been experiencing an impressive growth due to the changing consumer preferences towards health, fitness and lifestyle. The sportswear market has experienced a boom in sales in recent years, and the UK sportswear market is estimated to be worth £5.7 billion in 2020. It is projected that the sector will experience a compound annual growth rate (CAGR) of 4.5% by 2026 due to the continued demand of performance-based and fashion-oriented products (Mintel, 2021).
Adidas is another leading player in this growing market, with an estimated market share of sportswear in UK, second to none but Nike (Euromonitor International, 2022). The revenues of the company are generated through physical retail outlets and a fast-developing online shopping platform. Indeed, Adidas experienced a 45% growth in online sales in the UK in 2020, and it signifies the growing significance of online channels in the contact with consumers (Adidas, 2020). This tendency towards e-commerce has been especially prominent with the COVID-19 pandemic driving the online shopping uptake.
Another factor that is driving the growth of this industry is the increased demand of sportswear that can be worn daily, yet offer high performance. There is a growing demand among consumers in the UK to find clothing that provides them with the versatility of athletic and casual wear; Adidas has taken advantage of this demand with its wide range of products.
[bookmark: _Toc227715362]Key Players in the Industry:
The UK sportswear market is very competitive, and Adidas competes with well established brands such as Nike, Puma and Under Armour, and with emerging direct-to-consumer brands such as Gymshark (Matos, 2022). Nike is still the leader of the market, but Adidas distinguishes itself with the focus on sustainability and product development (Mehrin, 2023). It has been using eco-friendly materials and innovative technologies, such as Boost sole in shoes, which made it find a niche in the market (Euromonitor International, 2022).
Adidas is a good competitor since it is a blend of traditional retail and increasing e-commerce. Its brand identity is also enhanced through strategic partnerships with sportspeople and celebrity designers (Rahman, 2025). Moreover, the fact that Adidas has been keen on localizing its product lines to suit the local preferences of UK consumers means that it is hitting more on a more personal note to its consumers which boosts its marketability and brand loyalty in a highly saturated and competitive market (Basalat and Priyanka, 2024).
[bookmark: _Toc227715363]Competitive Positioning:
Through innovation, sustainability, and successful marketing, Adidas has positioned itself strategically to be among major players in the UK sportswear market, competing directly with Nike (Nicoletti, 2025). The UltraBoost line and the high-profile associations with sportsmen, such as Dina Asher-Smith, make it more attractive to a wide range of consumers (Adidas, 2020). The End Plastic Waste initiative, concentrating on recycled ocean plastics, became a significant point of difference in the UK market, as the population is becoming more environmentally friendly (Adidas, 2020).
The strategy of Adidas focuses on sustainability and high-performance products in comparison to Nike, which has a significant investment in celebrity-led digital campaigns. The fact that it uses recyclable materials in its footwear and apparel together with the environmental-friendly production process is in line with the increasing trend of environmentally friendly products (Singh, n.a). Moreover, its competitive positioning has been enhanced by strategic relationships with both sports and cultural celebrities which have increased brand loyalty and market share of Adidas in the UK.
[image: ]Figure: Competitive Landscape table (Made by author)
[bookmark: _Toc227715364]Section 2: Michael Porter’s Diamond Model 
Section 2 uses the Diamond Model to evaluate the global competitiveness of the apparel industry, which is Adidas. The model looks at such factors as factor conditions, demand conditions, related industries, and firm strategy and how they affect the competitive position of Adidas in the global and UK markets. This discussion offers the understanding of the engines of success and innovation in the sportswear industry.
[bookmark: _Toc227715365]Factor Conditions
The factor conditions in the UK are of great benefit to Adidas. The UK has a very qualified labour force especially in engineering, design and sports science and Adidas can take advantage of this local talent by using it to innovate its products and integrate technology (Allen et al., 2025). UK has some of the leading universities and research centers, including Loughborough University and The University of Manchester, which are leaders in sports science and material technology (Kavaliauskas, Lord and Thomas, 2026). Adidas is teaming up with these organizations to create innovative products, including the Boost and Primeknit technologies that improve performance and comfort.
In addition, the UK has a highly-developed digital infrastructure that will facilitate the shift of Adidas towards e-commerce. Following the pandemic, Adidas has been able to exploit the increasing demand to use online retailers with 45 percent of the UK sales of the company coming through its e-commerce platform (Cocco, 2025). The transportation network and international shipping terminals, such as Heathrow and Felixstowe, allow transporting goods easily, which increases the distribution capability of Adidas even more (Kalinin et al., 2025). Therefore, the factor conditions of the UK, such as skilled labor, technological infrastructure and logistics, are important in the further competitiveness of Adidas.
[bookmark: _Toc227715366]Demand Conditions
The demand conditions in the UK are also very promising to Adidas. The well-educated, health-conscious and affluent consumer base in the country is more inclined towards sports and lifestyle products. Li (n.a) believes that approximately 39 percent of consumers in the UK buy sports-related clothes every year, with the demand being on the rise as the interest in fitness and wellness increases. This offers a huge market to the various lines of products offered by Adidas, such as high performance in running shoes to the athleisure products that combine both fashion and functionality (Hansson, 2025).
Adidas has capitalized on this need by producing products that can satisfy both the performance and fashionable consumer market (Obeto and Munap, 2026). As an example, UltraBoost shoes are the comfortable and performance-focused shoes of the company, which target serious runners, whereas partnerships with designers, such as Stella McCartney and Kanye West, are fashionable, athleisure-based products that are attractive to a wider range of consumers (Adidas, 2020). Moreover, the growing attention towards sustainability among the UK consumers correlates with the fact that Adidas is committed to environmentally friendly innovations, including recycled ocean plastic in its product range (Kocaj and Murzyn-Kupisz, 2026). This leads to the alignment of the products that Adidas offers with the demand of consumers of the UK, which improves the competitiveness of the brand.
[bookmark: _Toc227715367]Supporting and related industries.
The UK also has a set of related and supporting industries which further enhance the competitive stance of Adidas. The infrastructure of retail and e-commerce in the UK is developed, and the Adidas has an opportunity to get to consumers both in the physical stores and online (Chakraborty, 2026). Retail giants such as JD Sports and Sports Direct are powerful collaborators in the distribution of Adidas products, with Adidas owning direct-to-consumer channels, such as its online store, enabling the brand to connect directly with its customers (Tan and Islam, 2026).
Furthermore, textile manufacturing and logistics of the UK help Adidas. Having available suppliers of premium materials and producers who can satisfy the strict requirements of the brand regarding performance and sustainability, Adidas can be sure that its products will be created with the most recent technologies and materials (Galluccio and Agrell, 2022). Such proximity to major suppliers and distributors makes Adidas be able to provide innovative products in a timely and cost effective fashion.
[bookmark: _Toc227715368]Strong Strategy, Structure and Competition.
The UK strategy of Adidas is based on innovation, sustainability, and localization. Adidas modifies its global brand to fit local consumer tastes in a strategic way, which is seen through its collaboration with UK athletes, including Dina Asher-Smith, and the incorporation of British cultural aspects into its marketing efforts (Gashi, 2025). Furthermore, Adidas has also established itself as a sustainable industry leader by its eco-friendly campaign End Plastic Waste, which appeals to the UK customer who value sustainability.
Competing successfully with Nike, Puma, and newcomers such as Gymshark, Adidas concentrates on product differentiation based on innovation and sustainability (Harju, 2023). Where Nike focuses on celebrity endorsements and online promotions, Adidas focuses on environmental sustainability and quality of its products to establish a strong product value. This approach can enable Adidas to be differentiated, particularly among the UK consumers that appreciate environmental-friendly products (Mintel, 2021).
Another competitive aspect of the UK market is the growth of such brands as Gymshark that has upset the traditional retail format due to its concentration on social media-based marketing and direct-to-consumer sales (Gomes, n.a). Nonetheless, Adidas managed to keep its leading status with its balanced approach of international brand awareness and local market orientation, which makes it not lose its competition with smaller yet fast-evolving brands.
[bookmark: _Toc227715369]Section 3: Foreign MNC Evaluation
[bookmark: _Toc227715370]Factors Impacting Adidas' Success in the UK
Adidas has positioned itself strategically in the UK sportswear industry as a market leader, which has been built on its innovation, brand strength and sustainability programmes (Riquet and Lachenaud, 2024). The UK has many health-conscious and digitally savvy consumers, which are a dynamic market to grow. The success of Adidas is affected by a number of external factors, such as political, economic, legal and cultural factors. This will analyze these elements through the PESTLE framework and market competitiveness through Porters Five Forces and analyze how they affect the performance of Adidas in the UK.
[image: ]Figure: Porters Five Forces (Source: Made by author)
[bookmark: _Toc227715371]Threat of New Entrants
New entrants in the UK sportswear market are threatened with a comparatively low level as there are various barriers to entry (Larsen, 2023). First, the market will need high capital investment on brand building, distribution channel and technology (Li et al., 2022). Having a high brand equity and global brand recognition, Adidas has advantages of high consumer loyalty and a large supply chain infrastructure (Fanny abd Hidayat, n.a). New entrants would find it hard to compete with Adidas in terms of size and resources. Nevertheless, the emergence of direct-to-consumer online brands such as Gymshark, which take advantage of the e-commerce platforms and social media marketing, is an increasing threat (Auvinen, 2025). Such brands have the potential to serve niche markets more efficiently and at a lower cost with a threat to the conventional retail dominance of Adidas.
[bookmark: _Toc227715372]Supplier Power.
Adidas has a moderate bargaining power of suppliers in general. Although the company has a wide variety of suppliers of raw materials, the growing supplier power has been experienced in some segments due to the growing demand of sustainable and environmentally-friendly materials (Dubey et al., 2025). With Adidas moving to recycled ocean plastics and sustainable materials in product lines, low supply of those materials may increase the costs, providing suppliers with more bargaining power (Kennelly, 2022).  Nonetheless, Adidas has a global supply chain and long-term agreements with its major partners contributing to the reduction of this risk, which offers it cost stability and resilience of the supply chain (Müchler, 2025).
[bookmark: _Toc227715373]Buyers (Consumer) Bargaining Power.
The UK sportswear market has a great bargaining power of buyers. The consumers of UK are well-educated and are exposed to many sportswear brands which supply a variety of similar products (Zafran, 2022). The emergence of online shopping and price comparison sites allows consumers to have ready access to other alternatives and thus bargaining power is enhanced. Also, the increasing demand of sustainable products further empowers the consumers who can easily switch brands should another company provide more sustainable products (Park et al., 2022). The capacity of Adidas to fulfill this need of sustainability and quality performance products is essential in retaining the customers.
[bookmark: _Toc227715374]Threat of Substitute Products.
The threat of substitutes is average to high. The athleisure sector, a category that blends the boundaries between fitness and regular clothing, is expanding at a very fast pace, and such brands as Gymshark and Lululemon provide the functionality and style of apparel that can be used in place of conventional sportswear (Ceylan et al., 2024). These alternative products which consumers wear both as exercise and as everyday wear are threatening the traditional sportswear lines of Adidas (Dhinessh Kumar, n.a). Additionally, the development of sustainable fashion is also a threat to Adidas as the brands that concentrate on sustainable and fashionable designs attract the attention of consumers.
[bookmark: _Toc227715375]Industry Rivalry
The UK sportswear market has a high level of industry rivalry and well-established players such as Nike control the industry. The use of innovative technologies, celebrity promotion, and massive marketing campaigns makes Nike a strong competitor (Chen, 2024). Adidas competes through its vision of sustainability, product differentiation, and local market involvement, including partnering with British athletes like Dina Asher-Smith (Kouakou, 2024). Nevertheless, there has been an influx of smaller, digitally-first brands such as Gymshark that relies on social media influencers and direct-to-consumer models, which has added to the competition. Adidas has to be ever-innovative and change its marketing approaches in order to remain competitive.
[bookmark: _Toc227715376]Attractiveness of the UK Market for Adidas
When considering the attractiveness of the UK market to Adidas, a PESTLE analysis gives a straightforward explanation of the externalities which influence Adidas capacity to operate and thrive. This will be critically analyzed based on the political, economic, legal and cultural environments that influence the performance of Adidas in the UK, and the social, technological and environmental factors.
[image: ]Figure: PESTEL Analysis for Adidas
[bookmark: _Toc227715377]Political Factors
Political situation in the UK has a great influence on the work of Adidas, especially in terms of Brexit and trade relations after Brexit (English, 2022). Ever since the UK left the European Union, Adidas has been experiencing problems with import/export laws, such as imposing tariffs, conducting customs, and logistical shocks. These political shifts complicate the efficiency of the Adidas supply chain as it is a global brand with important manufacturing and sourcing within the EU (Xu, 2023). The imposition of tariffs may also increase the prices of Adidas goods, and eventually affect the cost and the sales of the goods in retail outlets and consumer buying patterns. Nonetheless, Adidas has diversified global supply chain that alleviates some of these issues by obtaining materials in different countries, thus not relying on one region only (Holtbrügge and Schuster, 2024, April).
Also, the political stability and the regulatory environment of the UK have both challenges and opportunities. The UK government has also taken major steps towards ensuring sustainability, and it has set high targets of achieving net-zero emissions by 2050 and a pledge of cutting down on plastic waste (Mitchell, n.a). These policies are consistent with the environmental objectives of Adidas and will give the company the chance to further solidify its brand as an environmentally conscious fashion brand. The recycled ocean plastics used by Adidas in its products and its adherence to carbon neutrality are directly connected to the green efforts of the UK, which gives Adidas a competitive advantage in an environment where consumers are becoming more demanding of the brands to be sustainable (Kennelly, 2022).
Nevertheless, Adidas will have to negotiate persistent political uncertainties in terms of future trade agreements and regulations in the post-Brexit UK (Alaofin, 2023). The policies of the government on foreign direct investment and trade tariffs may affect how Adidas can stay competitive especially when disruption in the supply chain increases.
[bookmark: _Toc227715378]Economic Factors
The economic environment in the UK is a significant factor impacting Adidas' operations. The UK sportswear market is estimated to be 5.7 billion in 2020, and it is expected to be growing robustly with a CAGR of 4.5% until 2026 (Mintel, 2021). This growth is favorable to Adidas because a growing number of consumers are spending money in sports apparel as a result of the growing interest in fitness, wellness, and athleisure (Matos, 2023). Its wide range of products, including performance shoes and fashionable athleisure wear, attracts a wide range of consumers in the UK, so the company is in a good position to take advantage of the increasing demand.
The positive outlook of growth notwithstanding, economic uncertainty in the UK caused by various factors such as inflation, increase in living cost and economic shocks in the world may affect consumer behaviors (Shenderova, n.a). The high pricing strategy at Adidas can be challenged as people will have less disposable income to spend particularly when the economy improves following the recovery after the pandemic or a possible recession (Barbosa, 2022). The company will have to be flexible and adaptable to consumer purchasing power changes by providing a blend of luxury goods and cheaper, entry-level items to retain wide marketability.
Another economic trend that Adidas has been able to adopt is the emergence of online retail and the transition to online shopping. The UK recorded 45 percent e-commerce sales of Adidas during the pandemic (Adidas Annual Report, 2020). Online shopping is taking over the retail industry and as the company, Adidas is now in a good position to grow since it has undergone a digital transformation. Continued investments in e-commerce platforms and online marketing will keep selling products, especially with the UK consumer focusing on convenience and personalisation in shopping (Potwora et al., 2025).
[bookmark: _Toc227715379]Social Factors
The health-conscious and fitness-oriented consumer market in the UK is one of the factors that will increase the demand in the sportswear sector, as 39% of consumers in the UK purchase sportswear every year, and athleisure is becoming more popular (Al Quirem, 2025). Adidas is satisfying this need by providing multifunctional products with a combination of performance and style (fENG ET AL., 2026).  Multiculturalism in the UK enables Adidas to create products that resonate with a wide range of consumers, by taking advantage of collaborations with local sportspeople such as Dina Asher-Smith (Fataar, 2025). Also, the UK is eco-friendly and thus, is in need of sustainable products. The project, End Plastic Waste, by Adidas coincides with the development of sustainability in the UK, but is experiencing growing competition by environmentally-conscious brands.
[bookmark: _Toc227715380]Technological Factors
The technological landscape in UK is a key to the success of Adidas, especially in product innovation and e-commerce. The highly developed digital infrastructure in the UK gives Adidas an opportunity to improve its digital presence with personalized shopping and augmented reality (AR) try-ons (Mintel, 2021). Adidas is also ahead in product innovation with the use of such technologies as Primeknit, Boost cushioning, and Futurecraft 4D to improve their performance and comfort (Adidas, 2020). Furthermore, the orientation towards wearable, as well as smart sportswear, enhances the presence of the company in the connected fitness market. On-going R&D and sustainable innovation is essential to ensure competitive advantage in the market.
[bookmark: _Toc227715381]Legal Factors
The UK legal environment demands that Adidas adheres to the product safety regulations, labor laws, and intellectual property protection. Adidas has made sure that their products comply with the UK high safety standards such as labeling regulations, material safety regulations and quality assurance regulations (Walter and Pethile 2025). Besides, labor laws, especially the fair wages and working conditions are significant to the operations of Adidas. The company has a policy of ethical labor practices in its supply chain and has established guidelines to make sure all manufacturing facilities are in line with international labor regulations (Adidas, 2020).
Another intellectual property risk that Adidas faces is the counterfeit sportswear. The company has good trademark and patent protection in order to secure its designs and technology on products (Singh and Kapoor, 2024). Criminal issues in this sector might have some impact on the brand image and revenues of Adidas.
Lastly, Adidas needs to adhere to environmental regulations, especially on the use of recycled materials and waste management (Yıldırım and Kantarcı, 2022). The UK policies including the Extended Producer Responsibility (EPR) and carbon reduction policies have an impact on the production design and manufacturing of Adidas products, as the company must guarantee that its products are sustainable to meet the increasing demand of sustainable fashion (Brown et al., 2023).
[bookmark: _Toc227715382]Environmental Factors
One of the major drivers of the activities of Adidas in the UK is environmental sustainability. Adidas is in a good position to satisfy the growing demand of sustainable products as a company that has made the effort to cut its carbon footprint. The UK market is also very open to sustainable fashion, and recycled ocean plastics and use of sustainable materials in the production of its products make Adidas products compatible with the environmental ethics of consumers in the UK (Mintel, 2021). Moreover, the fact that Adidas is a company that is dedicated to circular fashion, i.e. products should be reused or recycled, contributes to the environmental positioning of the company even further.
The Climate Change Act 2008 of the UK and the net-zero emission targets set to be achieved by 2050 are key regulatory drivers that prompt Adidas to develop innovative sustainable ways of production. By complying with these rules, Adidas will be able to sustain a competitive advantage and establish itself as a fashion brand with eco-friendly values.
[bookmark: _Toc227715383]5. Conclusion to the report
To sum up, Adidas has successfully positioned itself as a powerful competitor in the competitive UK sportswear market, using its innovative product offerings, sustainability, and strong marketing strategies. The increased demand of the UK on athleisure, performance-based products, and environmentally-conscious fashion has seen the company become one of the first movers in the transition to sustainable consumption. The flexibility of Adidas to digital trends and especially e-commerce has only enhanced its market stance with online sales showing tremendous growth amid the COVID-19 pandemic.
Nevertheless, the company has major challenges, including the stiff competition against other global brands such as Nike, Puma, and new direct-to-consumer brands such as Gymshark, which are using digital-first tactics and celebrity promotion tactics. Moreover, the post Brexit trading conditions, economic challenges, and the necessity to keep up with the demands of the consumer of sustainable products, compel Adidas to act as an innovative leader and keep up with the market trends.
In general, the emphasis on sustainability, local collaboration, and product development enables Adidas to have a competitive advantage in the UK. In order to keep this successful, Adidas needs to remain innovative, interact with the consumers, and address the dynamic nature of the market to remain at the top and realize long term growth in the UK sportswear market.
[bookmark: _Toc227715384]Section 2: Reflective Account of the Process Using Gibbs' Reflective Cycle
The reflection below is a reflection based on Gibbs Reflective Cycle to consider the process I underwent to research, analyze, and write the above section of the assessment. The Reflective Cycle is a popular reflection model developed by Gibbs that has six steps, namely, Description, Feelings, Evaluation, Analysis, Conclusion, and Action Plan (Praveena et al., 2025). The cycle has been very helpful to me to critically analyze the process of completing the assessment and how it has helped me to understand the subject.
[image: ]
Figure: Gibbs reflective Cycle (Researchgate, 2024)
[bookmark: _Toc227715385]Description
In the section above, I had the challenge of studying the activities of Adidas within the UK market and evaluating the external forces that influence its performance. To solve this task, I used PESTLE framework and Porters Five Forces. I started by finding out more about the UK sportswear market, Adidas place in this market and the major trends that influence the industry. I concentrated on the political, economic, legal and social environment and how these variables influence competitive positioning of Adidas. I also evaluated the forces of competition in the market such as the rivalry in the industry and a threat of substitutes, which is crucial in understanding the strategy of Adidas.
[bookmark: _Toc227715386]Feelings
When starting the task, I was excited and felt challenged because I knew that I would be able to interact with a real-life situation with a famous company. The volume of information out there also a little bit overwhelmed me since I was interested in making the assessment both thorough and targeted. After I began to break down the sections and recognise the important sources, I felt better confident. I was also pleased with how the Porters Five Forces, and PESTLE frameworks were used because they gave me a set of processes through which I could evaluate the position of Adidas in the UK market. Nonetheless, there were also frustrations in terms of deciding between the depth of analysis and limited word counts, yet I was able to edit my work and make prudent choices.
[bookmark: _Toc227715387]Evaluation
I have discovered that the PESTLE framework as a macro-environmental analysis tool in reviewing the macro-environmental factors affecting Adidas in UK was very efficient (Edyvean, 2025). It enabled me to consider such aspects as Brexit, consumer trends, and eco-friendly environment, which are the key to the work of Adidas. The framework allowed me to make my thoughts more structured and the analysis more coherent.
The application of Porters Five Forces also contributed to determining the competitive forces in the UK sportswear market, including the high level of competition with Nike, Puma, and Gymshark. Nonetheless, though the Five Forces framework was a good overview of the competitive environment, I struggled to strike a balance between the intensity of analysis with regard to competitive forces and the bigger and more strategic picture based on the PESTLE framework. I think that the two frameworks were useful, but there might have been a more organic flow between the two to provide a more consistent analysis of the market position of Adidas.
[bookmark: _Toc227715388]Analysis
Considering the general process, I can say that the secret of successful completion of this part was that the complexity of a variety of structures was handled. My first issue was to strike the right balance between the elaborate description of the frameworks and the aligned relevance of the content to the context of the operations of Adidas. I also needed to be aware of the word count limits and to make sure that the analysis was concise without losing richness. The top-down methodology assisted in dividing the research into smaller, manageable parts beginning with general market trends and further reducing to Adidas-specific data.
The biggest problem was to be able to integrate information presented by different sources because I needed to make out of different points of view on the UK sportswear market and the strategies of Adidas. The Gibbs Reflective Cycle framework helped me understand that I needed to rely on credible sources and up-to-date data to be sure that my analysis was as relevant and up-to-date as possible.
[bookmark: _Toc227715389]Conclusion
In retrospect of the process, I feel that I have a better insight into the influence of external forces like the economic climates, political changes, and cultural trends on the competitive positioning of a company in a foreign market. PESTLE framework and Porters Five Forces allowed me to learn about the macroeconomic environment and the competitive forces in the UK market. I have learned the need to apply various frameworks to evaluate the performance of a company in various dimensions since they give a more complete picture of the market environment.
Nevertheless, I also understood that schemes such as PESTLE and Porters Five Forces offer an organized method, but must be closely incorporated and distinctly linked with the context of the particular company. I am more confident in my skills in applying these frameworks in the future however will pay more attention to making the integration of the frameworks more straightforward and unified in my future practice.
[bookmark: _Toc227715390]Action Plan
To do the same task in the future, I would spend more time on the data synthesis process, so that I would optimize the research process and make critical decisions on the data points that would most directly correspond to the objectives of the task. Also, I would strive to enhance the mixture of the frameworks, making sure that frameworks such as PESTLE and Porters Five Forces are more intertwined to eliminate the redundancy and deliver a smoother, more unified analysis. Managing time will also be one of the core areas of focus, as I will devote more time to writing and developing the report to make it more lucid and flowing. Additionally, in my next reports, I want to make use of more case-specific examples to explain the essential points more efficiently and present a more comprehensive and relevant analysis. The reflection process has enabled me to identify the strengths and areas I need to improve and this will enable me to perfect my research, analysis, and presentation in future.
[bookmark: _Toc227715391]References
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