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[bookmark: _Toc236695800]1. Introduction
Adidas AG, a leading sportswear brand, is a legacy of German engineering, performance-oriented design, and integration (Ayub, 2025). In July 1924, Adolf “Adi” Dassler and his brother Rudolf began making spiked athletic shoes in their mother's laundry room in Herzogenaurach, Bavaria (Lewis, 2024).
Adidas became famous for its performance products after Jesse Owens won the 1936 Berlin Olympics using its shoes (Lewis, 2024). Adidas' popularity increased after West Germany won the 1954 FIFA World Cup with Adi Dassler-designed boots (García and Justin, 2018). Adidas extended its distribution network to include official companies and made key acquisitions, including Salomon in 1997 and Reebok in 2006, to strengthen its product portfolio and market position (Segura et al., 2023). It has developed a worldwide plan to target distinct customer groups using central brand and local market strategies (Ayub, 2025).
Adidas AG’s international marketing strategies are examined in the United States and Greater China. The report covers PESTEL and Hofstede’s cultural analysis, STP (Segmentation, Targeting and Positioning), the 7Ps international marketing mix, promotional tactics and IMC, market entry methods, ethical issues, strategic recommendations, and a reflective analysis using Gibbs’ Reflective Cycle.
[bookmark: _Toc236695801]Background 
Founding and Establishment
Who first created the company? Adolf “Adi” Dassler founded the company after working with his brother Rudolf in the earlier Dassler family enterprise (Lewis, 2024).
When was it established? The original family shoe business began in July 1924; the independent company “Adi Dassler adidas Sportschuhfabrik” was officially registered on 18 August 1949 (Chen, 2023).
Mission Statement
Adidas’s stated mission is “To be the best sports company in the world,” which the company interprets as delivering the most innovative, sustainable, and engaging products, services, and experiences to customers (Ayub, 2025).
Vision Statement
Adidas’s guiding vision is “Through sport we have the power to change lives,” which shapes its strategic choices, partnerships, and sustainability policies globally (Chen, 2023).
Host-market entry timing (United States and Greater China)
United States: Adidas products reached the U.S. market in the 1950s–1960s via independent regional distributors (indirect exporting) and grew in popularity through the 1970s; Adidas established a formal U.S. subsidiary, Adidas USA Inc., in 1986 and later consolidated North American operations in Portland, Oregon in 2002 (Lewis, 2024; Segura et al., 2023).
Greater China: Adidas began building brand presence in Greater China in the early 1980s through sponsorships of local teams, and it officially established a corporate presence in China in 1997, later accelerating retail expansion around events such as the 2008 Beijing Olympics and adapting design strategies to local tastes (Walters, 2021; Chen, 2023).
[bookmark: _Toc236695802]Section 1:
[bookmark: _Toc236695803]1.1 The Macro Environment: A Comparative Analysis of the Market in Both Countries
International marketers use PESTLE analysis to analyse the volatile external macro-environmental factors of these varied host markets in a systematic manner. The PESTLE Analysis (also known as PESTEL Analysis) is a strategic framework used to evaluate the external environment that a business operates in (García and Justin, 2018).

[image: ]
Figure 1: PESTEL analysis (Iqbal, 2025)
Political Environment
The political macro-environment in the United States is rated at favourable, but complex. The political climate is stable, democratic institutions are well established, commercial laws are robust, and the country has long had an open-market capitalistic structure (Anggini and Aprianingsih, 2025).
Domestic political dynamics within the US also demand proper handling of company diversity, equity and inclusion (DEI) communications. Multinationals are under high public profile to fit into modern social justice movements, which are actively called for by western consumer groups (Anton, 2024). When a brand doesn't do its best to meet these expectations, it may be subjected to quick public boycotts and dilution of its brand.
Greater China's political macro-environment is rated as favourable and volatile. The Chinese government has a centralized system where foreign companies with national interest can enjoy a very stable administration (Ayub, 2025). There is a supportive legislative base in the Chinese government actively promoting the sports industry and the national fitness programs, including the Nationwide Physical Fitness Program (Civera and Morelli, 2025).
Economic Environment
Adidas benefits from the US economy's enormous athletic industry, high disposable income, and robust consumer spending. Adidas may profit from the USD 95.1 billion US sportswear industry by 2026, especially in performance footwear and luxury sportswear (Priyadharshini and Indhuja, 2026). However, inflation, interest rates, and consumer purchasing power may increase cost and demand.
The Greater China economic environment has been rated as favourable. Although transitional growth adjustments are expected in Greater China, the domestic sportswear market is expected to continue growing at a double-digit rate reaching USD 19.65 billion by 2026 (Priyadharshini and Indhuja, 2026). Growing urban disposable income, fueled by the fast growth of the Chinese middle class, has created a demand for premium foreign brands. Overall, the economic environment is favourable.
Greater China's economy is relatively good. A sizable urban middle class, growing disposable income, and sportswear demand offer development potential. In key cities, Adidas confronts pricing pressure, high operational costs, and fierce rivalry from Anta and Li-Ning (Chen, 2023).
Social Environment
Social conditions in the United States are good. There is a long-standing, intergenerational fascination with competitive athletics, high school and college sports, and recreational outdoor pursuits among Americans. For instance, in 2018-2019, about 7.9 million students played high school sports, creating a huge and highly receptive population of potential buyers of sports equipment (Cuofano, 2023).
The social climate in Greater China is good. China has traditionally been a nation of passive consumers, but recently, the nation has been transitioning into an era of active physical fitness and individual wellness, with the government's drive on physical fitness being a significant catalyst (Dutta, He and Tsang, 2023). Greater China has a good society. Fitness, wellness, and active lifestyles are popular among younger urban consumers, driving sportswear demand.
Cultural Factors
[bookmark: _Toc236695804]Hofstede Cultural Dimensions Analysis
Geert Hofstede's Cultural Dimensions model is used to break down the different cultural forces in the US and Greater China.
[image: A comparison of Hofstede's cultural dimensions for the United States and China; adapted from LaBrie et al. (2017).]
Figure 2: Hofstede's cultural dimensions for the United States and China (Kosal and Putney, 2022)
The most culturally divergent aspects between the United States and Greater China are Individualism vs. Collectivism and Power Distance.
The United States is an extremely individualistic country with an Individualism score of 91, which implies that consumers are very concerned with personal identity, uniqueness, and self-reliance (Edwards, 2020). Individual behaviour is influenced by specific objectives. The US is the territory of individual athletic success, one-of-a-kind style statements and personalization, which must all be celebrated for Adidas to market. This cultural value is directly exploited and harnessed in campaigns such as “Calling All Creators” which focuses on consumers who are not conforming, but showing their personal creativity (Freitas and O’Rorke, 2024).
In contrast, China has a low Individualism score of 20, indicating a very collectivist society with "we" power dynamics, harmony and interpersonal relationships. The Chinese consumer is a highly social-proofed, group endorsed and peer group approved consumer (Fu, 2022). Therefore, the highly popular collectives, community integration and social connectivity are very effective features to include in advertisements in China.
This division is also reflected in the Power Distance dimension. The United States is in the low 40s, which means that there is a high level of expectation of social equality and an informal system of organization (Fundinguniverse, 2025). American consumers value direct, personal and informal brand messaging, and they are not the type to fall for a very corporate posture.
The score for China is very high, 80, which reflects the general acceptability of the idea of natural hierarchies and vertical structures of authority within society. There is an expected relationship between superiors and subordinates as they accept unequal power distribution (Gankhuyag, 2025). For Adidas, it's a fondness for relying on famous people, top athletes and official state-sponsored campaigns for brand approval.
In terms of Time Orientation, the USA (26) is a very present-oriented culture, craving instant gratification, convenience and short-term trends (Hasbullah Hadi Bahador, 2019). This makes for quick product releases and quick delivery. China (87) is very pragmatic and long term oriented, appreciates perseverance, thrift, and a steady, progressive approach to cultivating oneself and athletics.
Lastly, when it comes to the Indulgence vs. Restraint index, the US (68) is highly indulgent which means that consumers are urged to indulge in their impulses and given priority to leisure and material luxuries (Kosal and Putney, 2022). China (24) is a very reserved country, self-indulgence is tempered by the social obligations, and some indulgence is sometimes subjected to moral questions.
[bookmark: _Toc236695805]Critical Analysis of the Hofstede Model
While Geert Hofstede's model remains a foundational paradigm in international marketing, its application carries structural advantages and disadvantages.
Advantages:
· The model quantifies abstract cultural differences. Strategic marketing managers can compare cross-country statistics and make empirical brand positioning decisions with this numerical standardisation (Li, de Jong and Karreman, 2020).
· It creates a common academic vocabulary, allowing global marketing teams comprehend and explain their target customers' socio-behavioral distinctions.
· The framework may forecast broad consumer characteristics like risk aversion (Uncertainty Avoidance) and collective social influence (Individualism), which directly affect advertising attractiveness (Li, 2023).
Disadvantages:
· The model assumes cultural homogeneity for various nations like the US and China. Regional, urban-rural, and generational subcultures like Chinese Gen-Z consumers, who are more individualistic than prior generations, are ignored (Mahajan, 2024).
· Between 1967 and 1973, a very particular, male-dominated IBM workforce provided the core empirical data.
Technological Environment
The technological environment in the U.S. is very favourable. The US is home to a well-developed digital infrastructure, high mobile smartphone penetration, and a well-developed direct-to-consumer (DTC) e-commerce ecosystem (Mathews, 2022). Adidas can make use of its own mobile apps, including the Confirmed app for unique sneaker drops, and streamline tailored digital consumer journeys in this setting.
Greater China is a highly conducive environment for technology, and is the global leader in retail digitisation. Greater China has a positive tech environment for Adidas. Mobile commerce, social networking, live-streaming, and integrated digital platforms like WeChat and Alipay engage consumers (Murfree and Police, 2022).
Environmental Environment
The environment of the United States is good but at the same time very restrictive. Eco-consciousness is high among American consumers, especially millennials and Gen-Z who actively seek carbon footprint transparency, circular material sourcing, and waste reduction (Paulyih, 2017). This transition is compelling Adidas to focus heavily on sustainable products like its ocean-plastic and recycled polyester initiatives. At the same time, the federal and state environment protection laws, especially in progressive coastal states, have very strict rules on the output of manufacturing emissions and packaging wastes.
Greater China's environmental environment is good but tightening. The Chinese government has announced stringent national carbon-neutrality goals, starting a structural shift towards green supply chains and sustainable production methods (SGB Media, 2020).
Legal Environment
US law is conducive. Corporate IP, commercial contracts and international trademarks are well protected and highly predictable in the US legal system. Adidas, for example, successfully litigated a number of high-profile trademark infringement actions against trademark dilution in US courts. But the U.S. landscape is a very litigious class action market, especially regarding product claims, consumer privacy, and securities disclosure (Sher, 2023).
Greater China's legal environment is complicated and improving. China's legal IP system and enforcement has been progressively improved and strengthened, with the establishment of dedicated IP courts and cracking down on trademark infringement and counterfeiting for decades (Sun, 2022). However, a good deal of local know-how is needed to deal with the domestic law system.
[bookmark: _Toc236695806]1.2 A Comparative Analysis of STP (Segmentation, Targeting, and Positioning)
Adidas AG employs a systematic Segmentation, Targeting, and Positioning (STP) framework to navigate the intense competitive rivalries in both the United States and Greater China.
	Segmentation Criteria
	United States (Market Strategy & Consumer Attributes)
	Greater China (Market Strategy & Consumer Attributes)

	Demographic
	Age: Core focus on 18–35 (Gen-Z and millennials); secondary focus on 35–50.
Gender: Balanced focus on men and women, with active female athletic empowerment campaigns (Sun, 2022).
Income: Upper-middle-class and high-end consumer groups willing to pay premium prices.
	Age: Heavy focus on Gen-Z (18–25) and active millennials.
Gender: Rapidly rising investment in female athleisure and active sports (Sow, Rasiah and Er, 2024).
Income: Emerging middle class and affluent urban elites in tier-1/tier-2 hubs.

	Geographic
	Urban Focus: High concentration in major metropolitan areas and "Key Cities" (e.g., New York, Los Angeles).
	Tiered Strategy: Flagship retail models in tier-1 metropolises (Shanghai, Beijing, Guangzhou, Chengdu).
Lower-Tier Growth: Accelerated expansion into tier-2/tier-3 cities; digital platform targeting for tier-4 hubs (Singh and Mishra, 2022).

	Psychographic
	Lifestyle: Individualistic; high appreciation for street-fashion, hip-hop, and skateboard subcultures.
Values: High focus on self-expression, personal wellness, and ecological sustainability.
	Lifestyle: Status-oriented; highly social; strong appreciation for national identity and active sports (running, badminton).
Values: Harmonious social integration, collective fitness goals, and prestige consumption.

	Behavioral
	Purchasing Patterns: Brand-conscious; highly loyal to sub-brands (Originals vs. Performance); driven by exclusive retail drops.
	Purchasing Patterns: Mobile-first shoppers; heavily influenced by live-stream recommendations and influencer (KOL) validation (Song, 2023).



Targeting Strategy
Adidas AG deploys a differentiated targeting strategy in both the United States and Greater China. This approach avoids a single mass-market appeal or a highly restricted niche focus. Instead, it divides the market into specific consumer segments and designs tailored marketing mixes for each. In the United States, targeting focuses heavily on youth athletes, active running enthusiasts, and urban fashion trendsetters who value self-expression (Sow, Rasiah and Er, 2024). In Greater China, the brand targets health-conscious urban professionals, active gym-goers, and culturally proud Gen-Z consumers. This segmentation is supported by clear brand divisions:
Adidas Performance: Targeted at competitive and recreational athletes seeking high-performance footwear and apparel for running, football, training, and outdoor sports.
Adidas Originals: Targeted at street-fashion consumers, urban youth, and collectors who view sportswear as an extension of lifestyle and retro fashion (Straits Research, 2023).
Positioning Strategy
Adidas AG is a high-tech, highly innovative and culturally authentic sport-lifestyle brand that combines state-of-the-art sports performance with high-quality streetwear and sustainable environmental management (Tsai and Men, 2012). The brand is a blend of sportiness and contemporary street style. Its placement in the U.S. highlights creativity, empowerment and pure athletic ability.
[bookmark: _Toc236695807]Perceptual Map for Greater China Sportswear Market
The following perceptual map shows the relative market positioning of Adidas AG in Greater China relative to its key competitors (Nike, Puma, Li-Ning and Anta) on two key strategic axes: Price (Low vs. High) and Brand Focus (High Technical Performance vs. High Fashion/Streetwear).
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Figure 3: Perceptual Map (Anton, 2024)
Nike is centered on the price and technical performance of sports categories, as shown on its perceptual map. Adidas AG appears to be targeting a higher price point, but is moving towards the fashion, lifestyle and athleisure side of things, benefiting from its rich Originals and streetwear heritage (Adidas, 2021). Mid-priced options are also held by local Chinese competitors like Anta and Li-Ning. Li-Ning has been doubling down on streetwear under the way of Wade and Lining Wu Dao sub-brands while Anta has been concentrating on high technical performance, which helps them draw in the sporting federations at national level via corporate acquisitions (Globalgrowthinsights, 2025).
[bookmark: _Toc236695808]Comparative Analysis of the 7Ps International Marketing Mix
The 7Ps marketing mix includes Product, Price, Place, Promotion, People, Process, and Physical Evidence. It helps companies combine controllable marketing aspects to please clients and meet strategic goals (Anggini and Aprianingsih, 2025).
[image: ]
Figure 4: 7P's Marketing Mix (Grand View Research, 2024)
1. Product Strategy
Adidas AG’s product mix is organized across three primary categories: footwear, apparel, and accessories, with footwear serving as the core revenue driver (Grand View Research, 2024). The brand meticulously manages its product portfolio across two dimensions: 
Product Width (Brand Extension): Adidas has expanded beyond athletic footwear into other product categories to maximise brand equity. This includes tracksuits, hoodies, jackets, functional sports accessories (bags, hats, socks), specialised sports equipment (official FIFA soccer balls, golf clubs via TaylorMade, and athletic protection), and sports body care/deodorants produced with Coty Inc (Greene, 2024).
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Figure 5: Adidas Product Width (Greene, 2024)
Product Depth: Adidas offers depth in each product line to meet market niches, performance demands, and fit variances. Adidas offers soft ground, hard ground, and turf boots for football, road and trail options for running, and performance shoes in various widths, such as its "Wide Fit" athletic shoes (Guo, 2025).
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Figure 6: Product Depth (Footwear Example) (Guo, 2025)
Adaptations for US vs. Greater China
The US product line features high-performance running (Adizero, Ultraboost) and North American sports footwear including football studs and basketball shoes. This performance collection is worn with Samba, Spezial and Gazelle trainers, which are popular in urban street fashion (Harkavy, 2024).
The Greater China product assortment is highly localised to match cultural preferences. Adidas has succeeded by producing items that honour Chinese culture, even though technical running and badminton products are still popular.
2. Price Strategy
Adidas utilises competitive pricing and price skimming. For new, innovative, or exclusive product lines like Adizero, Ultraboost, and limited-edition design collaborations like Y-3 with Yohji Yamamoto, price skimming is used (Holtbrügge and Haussmann, 2024). Affluent early adopters will pay high initial pricing to promote prestige and exclusivity before falling into the market average as the product life cycle matures. To compete with Nike, Puma, and local Chinese producers, high-volume, standard garments and footwear are priced competitively.
Adaptations for US vs. Greater China
Consumer prices in the US remain steady, based on retail margins, and purchasers expect to pay more for brand equity and quality. Pricing is influenced by strong consumer purchasing power, brand equity, competition from Nike and Puma, retail margins and promotional discounting.
Greater China requires flexible, dynamic pricing. The larger consumer market is promotion-sensitive, while the elite urban group willingly pays premium skimming prices for status-driven, exclusive drops (Jiang, 2023). Pricing is more sensitive to local competition from Anta and Li-Ning, consumer price sensitivity, exchange rates, retail costs and promotional activity.
3. Place (Distribution) Strategy
The place and distribution strategy relies on a hybrid framework that balances wholesale partner networks and direct-to-consumer (DTC) channels, Adidas uses both direct and indirect distribution channels (Nickerson, 2025).
Direct channels: Adidas-owned stores, official websites and mobile applications.
Indirect channels: Sporting-goods retailers, department stores, franchisees, distributors and third-party e-commerce platforms.
Adaptations for US vs. Greater China
Distribution in the US has relied on wholesale partners like Dick's Sporting Goods and Foot Locker, who account for a large share of regional income.
Greater China's distribution landscape is digital and concentrated. Adidas has about 3,000 retail locations, including high-end flagship shops in Shanghai, Beijing, Guangzhou, and Chengdu and a large network of franchised stores in tier-2 and tier-3 cities (Sow, Rasiah and Er, 2024).
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Figure 7: Adidas Stores in China (SGB Media, 2020)
4. Promotion Strategy
Integrated Marketing Communications (IMC) is the coordinated use of different promotional tools and communication channels to deliver a consistent and coherent brand message to target audiences (Straits Research, 2023). Adidas operates a dynamic promotion mix encompassing high-impact global television advertising, strategic public relations, localized digital campaigns, and massive sports sponsorship deals (Song, 2023).
Adaptations for US vs. Greater China
Celebrity partnerships, professional sports sponsorships, and highly individualistic influencer networks dominate US promotional strategies. The brand targets NBA stars (Damian Lillard, James Harden) and NFL powers, as well as high-fashion partnerships (Singh and Mishra, 2022). US promotional narratives emphasise grit, creativity, and self-expression, reflecting the country's individualistic culture.
Greater China promotional efforts use Chinese social media ecosystems, cultural trends, and digital humour. Adidas collaborates with famous Chinese brand ambassadors like actor Li Xian to increase brand resonance and social approval among young customers (Straits Research, 2023).
[bookmark: _Toc236695809]Promotional Tactics & Integrated Marketing Communications (IMC) 
Adidas AG executes sophisticated, high-impact IMC campaigns in both the United States and Greater China, adapting the combination of promotional channels to match the distinct technological and cultural dynamics of each market (Adidas, 2021).
US Campaign Example ("Calling All Creators" - 2017):
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Figure 8: Adidas - Calling All Creators - 2017 (Paulyih, 2017)
Advertising: Adidas released a high-production-value TV commercial featuring a roundtable of 25 brand ambassadors, including athletes (Lionel Messi, James Harden, Damian Lillard), fashion icons (Alexander Wang, Karlie Kloss), and musicians (Pharrell Williams), discussing the power of raw human creativity (Adidas, 2021).
Public Relations: Strategic press releases and high-profile lifestyle and fashion article featured boosted the business messaging.
Digitised Marketing: Targeted Instagram, YouTube, and Twitter campaigns encouraged users to share their creative processes with #CallingAllCreators.
Sales promotions: Exclusive online product launches and Adidas app member-only early access converted cultural buzz into retail sales.
Greater China Campaign Example ("Chinamaxxing & Errands Office" - 2025):
Public Relations: After its Chinese portal's machine-translation error, the brand embraced it.
Social media and advertising: Adidas partnered with China's viral possum meme to display digital illustrations of the character wearing Adidas and the slogan "Wear Adi, Handle Big Things" (Anggini and Aprianingsih, 2025). This was promoted on Xiaohongshu and Weibo, generating huge online traffic.
5. People Strategy
The people element of the marketing mix includes retail service representatives, customer support, and internal corporate talent who influence customer brand perception. Adidas employs a large global workforce covering retail employees, customer-service personnel, marketing professionals, supply-chain employees and corporate staff.
Adaptations for US vs. Greater China:
Retail workers in the US are educated as informal brand consultants and street-fashion gurus. To match the low power distance and individualism of the American consumer, store employees use a conversational, informal, and peer-to-peer service posture to connect with customers over sneaker culture and athletic interests (Anton, 2024).
Greater China retail demands careful attention. Store staff must have extensive technical understanding of product characteristics, materials, and athletic utility, reflecting a more organised client interaction.
6. Process Strategy
Process strategy controls inventory, checkout, and digital-to-physical integration throughout the consumer experience. Adidas can manage customer complaints through a structured process:
Customer Complaint → Customer Service/Store → Complaint Registration → Investigation → Resolution (Refund/Replacement/Repair) → Escalation if Required
Adaptations for US vs. Greater China
US checkout methods emphasise digital ease, including BOPIS (Buy Online, Pick Up in Store) and automated checkout lines in major retail hubs.
Greater China's retail process uses integrated platform applications and mobile technology. WeChat Mini-Programs allow customers to scan product tags, access detailed digital sizing guides, check localised real-time inventory, make instant mobile payments via WeChat Pay or Alipay, and enrol in the brand's loyalty program with a single click (Ayub, 2025).
7. Physical Evidence Strategy
Physical evidence refers to the environmental design, visual elements, and physical touchpoints that reinforce brand quality and equity.
Adaptations for US vs. Greater China:
The sleek, simple "World of Sports" retail concept defines US tangible evidence. These spaces emphasise luxury product design and raw athletic performance with high-tech footwear testing zones, interactive digital displays, and minimalist presentation styles (Chen, 2023).
The Greater China flagship store design emphasises community, social connection, and cultural pride. Interactive places are lifestyle hubs, not transactional environments.
[bookmark: _Toc236695810]1.3 An Analysis of the Market Entry Methods of the Company in Greater China
Adidas AG has methodically improved its Greater China entrance and development plans to expand globally. The brand's introduction and expansion in mainland China include three evolutionary phases:
Phase 1: Indirect Exporting and Sports Sponsorship (Early 1980s)
Adidas indirectly exported to China during China's economic reforms, employing independent regional distributors and trade businesses to negotiate the country's rigorous import-export laws (Civera and Morelli, 2025). The corporation tested local customer demand with this low-risk entrance strategy and modest capital commitment. 
Phase 2: Joint Venture Partnerships (Late 1990s)
Adidas switched from indirect exporting to collaborative ventures with local trade and investment organisations as the Chinese retail market grew. Foreign enterprises entering sensitive retail and industrial industries were often required to form joint ventures by Chinese administrative authorities (Cuofano, 2023).
Phase 3: Wholly Owned Foreign Enterprises (WOFE) and Direct-to-Consumer (DTC) Integration
Post-WTO, Adidas converted its joint ventures into Wholly Owned Foreign Enterprises (WOFEs) and created Adidas Sports (China) Co., Ltd. The brand took full administrative control over its operations, marketing budgets, and supply chain logistics and protected its IP with this transition (Dutta, He and Tsang, 2023). Advantages and Disadvantages of Wholly Owned Foreign Enterprise (WOFE):
Advantages:
· Provides Adidas with greater control over marketing, operations and strategic decisions.
· Protects Adidas’s intellectual property and brand standards.
· Enables direct control of customer experience and supply-chain decisions.
· Allows Adidas to retain a larger share of the profits.
Disadvantages:
· Requires greater financial investment and exposes Adidas to higher market risk.
· Adidas bears full responsibility for operational and regulatory compliance.
· Local cultural and regulatory knowledge may be more difficult to develop independently.
[bookmark: _Toc236695811]1.4 Ethical Issues Related to This Brand’s Marketing Mix in Greater China
Adidas AG's fast global promotion has occasionally caused difficult social, political, and environmental issues. This section explores these concerns through a rigorous ethical audit of the company's Greater China 7Ps marketing mix.
[bookmark: _Toc236695812]Ethical Marketing Practices
1. Environmental Sustainability via Recycled Marine Plastics (Product Strategy)
Adidas' high-profile, multi-year cooperation with "Parley for the Oceans" shows their environmental credentials. To reduce global plastic pollution, the brand adopted Parley's "AIR" strategy (Avoid, Intercept, Redesign) (Freitas and O’Rorke, 2024).
Millions of Primeblue and Primegreen shoes and sporting equipment are made from this material.
2. People/Process Strategy: Supply Chain Accountability and Worker Protection
Adidas enforces strong ethical standards across its worldwide supply chain to address concerns about offshore labour abuse. The Fair Labour Association (FLA) Workplace Code of Conduct certifies the company's social auditing program for third-party manufacturing facility oversight (Fu, 2022).
Adidas requires transparent workplace norms, fair compensation, appropriate hours, and safe conditions for assembly workers in Greater China.
[bookmark: _Toc236695813]Unethical Marketing Practices / Controversies
1. Greenwashing and Deceptive Sustainability Claims (Product & Promotion Strategy)
Adidas has faced legal and ethical greenwashing charges while publicising its eco-friendly efforts. Zero Waste France filed a Consumer Code lawsuit against Adidas in Strasbourg and Paris in 2022, alleging "deceptive commercial practices". Adidas's Stan Smith and "FutureCraft Footprint" shoe collections included "End Plastic Waste," "solution against plastic waste," and "Made to be remade," which were targeted in the case (Gankhuyag, 2025).
Because recycled polyester is polluting to produce, cannot be infinitely recycled, degrades into harmful microplastics, and ends up in landfills, the NGO claimed these claims were misleading.
[bookmark: _Toc236695814]1.5 Recommendations on How This Company Should Go Forward with Their International Marketing Strategies
To ensure sustained profitability, brand alignment, and ethical resilience in both the United States and Greater China, the executive board of Adidas AG should implement the following strategic measures:
United States Recommendations
1. Strengthen Direct-to-Consumer (DTC) and Digital Personalisation
Adidas should expand its own e-commerce, mobile applications and personalised digital marketing to strengthen customer relationships and reduce dependence on wholesale retailers (Greene, 2024).
2. Expand Performance and Sustainable Products
Adidas should continue investing in innovative running, training and sustainable products to meet growing consumer demand for performance and environmental responsibility (Harkavy, 2024).
Greater China Recommendations
3. Increase Localised Co-Creation
Adidas should provide Greater China teams with greater flexibility to collaborate with local designers, artists, athletes and influencers (Jiang, 2023). This can strengthen cultural relevance and support the growing Guochao trend.
4. Strengthen Digital and Social Commerce
Adidas should expand its presence across Chinese digital platforms, live-streaming and social-commerce channels to reach mobile-first Gen-Z and urban consumers (Holtbrügge and Haussmann, 2024).
5. Diversify Supply-Chain Risks
Adidas should use AI-based demand forecasting and diversify sourcing across countries such as Vietnam, Indonesia and India to reduce exposure to geopolitical tensions, tariffs and supply disruptions (Priyadharshini and Indhuja, 2026).
[bookmark: _Toc236695815]Section 2: Reflective Account: Graham Gibbs' (1988) Reflective Cycle
Graham Gibbs' (1988) Reflective Cycle is used to assess this worldwide marketing report's cognitive, administrative, and analytical processes. The writer moves from describing an event to creating a clear action plan for future academic and professional enquiries using this six-stage framework.
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Figure 9: Gibbs' Reflective Cycle (Dutta, He and Tsang, 2023)
1. Description
The author began this assignment with identifying Adidas AG as the focal multinational enterprise (MNE), and compared with host markets in USA and Greater China. This task involved comparing the macro-environments in terms of PESTEL and Geert Hofstede's cultural dimensions. This was followed by a detailed analysis of Segmentation, Targeting and Positioning (STP) frameworks of the company, a comparison of the 7Ps marketing mix, a study of market entry modes and an audit of ethics. The author used secondary sources from peer reviewed academic journals, corporate reports, financial databases and news articles to ensure that the information was credible. Finally, the analysis had to be organized into a coherent story, with supporting Markdown tables and conceptual ASCII diagrams.
2. Feelings
The author was overwhelmed with a feeling of cognitive overload at the beginning of the research process, especially when it comes to the data on the strategic operations of Adidas AG. The balancing act between the positive aspects of the sustainable innovation the brand has developed (including its “Parley for the Oceans” initiative) and the macro-environmental issues it is facing (including controversy over Xinjiang cotton, and the greenwashing lawsuit in 2022) proved difficult (Li, de Jong and Karreman, 2020). Moreover, in creating the reflective account in the third person, with the aim of maintaining a formal and objective voice, constant linguistic monitoring was needed, as the natural voice of reflection is the first person. As the research continued, however, and consistent patterns began to be discerned using structured marketing frameworks, the initial concern shifted to one of intellectual curiosity (Mathews, 2022).
3. Evaluation
The overall research process was very successful, however, there were some challenges. The positive point is that the inclusion of the cultural dimensions of Geert Hofstede with the 7Ps marketing mix was very successful. This method enabled the author to extend the scope of his research beyond listing the differences between the US and China and also allowed him to conduct a deeper and more theoretical analysis into the reasons behind these strategic adaptations and how they were necessary to ‘sell' to individualistic versus collectivist consumers. In contrast, the most difficult hurdle was securing the latest, most specific financial and market share information regarding Adidas in both region markets, since corporate financial reporting typically reports on a more global basis (such as the "North America" and "Asia-Pacific") (Murfree and Police, 2022). Triangulation of various market intelligence reports and academic studies have been used to successfully address this challenge.
4. Analysis
The author related these experiences to existing pedagogical and marketing theories to analyse the research process. The first challenge in the thinking process is why it is so hard to reconcile conflicting ethical issues in Adidas' supply chain and exposes the many complexities of international marketing in reality (Nickerson, 2025). It is important to remember that MNEs are not working in an isolated world; they have to deal with a complex, highly interrelated political, cultural and environmental agenda. The application of PESTEL and Hofstede models proved to be of great value to the author as it helped to structure and manage these complex forces. The analysis showed that the corporate problems facing Adidas are not individual, but a result of the "institutional distance" and cultural differences between the western head office and eastern host markets.
5. Conclusion
The author concluded that the entire marketing operation for a global product is dynamic and ongoing process which involves a delicate balance between maintaining brand identity and extreme local responsiveness. The ability to understand and tailor Adidas's global brand presence to highly unique regional environments, evident in the brand's regional promotional campaigns and digital platforms, is crucial to its success both within the United States and in Greater China. At an individual level, this author gained insight into the need to follow a systematic and step-by-step process to undertake an exhaustive international marketing audit instead of using unstructured web searches. Through the systematic movement of Graham Gibbs' model the author had to go beyond the descriptive text and enter into deep analytical sense making.
6. Action Plan
The author will be able to carry out a more structured project management timeline and data collection plan down the road if he/she is asked to make a similar international marketing report. First, the author will schedule specific research periods in the beginning of the project for the corporate financial databases (e.g., Bloomberg or Orbis), to obtain accurate and detailed financial data to inform the narrative analysis. Second, the author will create a centralized reference database as early as possible during the research process to facilitate the reference process and to guarantee complete compliance with the rules of reference formatting through bibliographic software. Last but not least, the author will continue using structured analytical frameworks like PESTEL and Hofstede to systematically analyse complex macro-economic forces but will be sensitive towards subcultures and quick changing consumer trends at the local level that are not captured by the national model.
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