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SECTION 1: INTERNATIONAL MARKET ENTRY STRATEGY AND MARKETING MIX
1.1 Company Overview
Adidas AG is a global leader in the sportswear industry with its main offices in Herzogenaurach, Germany. The company was established in 1949 by Adolf Dassler and today has operations in more than 160 countries, with the company reporting EUR 21.4 billion in net sales worldwide in 2023 ( Statista, 2025). 
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Figure 1: Net sales of the adidas 
(Source: Statista, 2025)
The brand has over 59,000 employees across the globe and a strong dual-market presence; Germany as its home market and the USA as the largest host market (about 22% of total revenues) in the world (‌Adidas.group, 2023). This report compares the macro-environmental, cultural factors, segmentation-targeting-positioning (STP), International Marketing Mix (7Ps), market entry strategy, ethical issues and future recommendations of these two markets. 
1.2 Macro-Environment: PESTEL Analysis
Table 1: PESTEL Analysis - Germany
	PESTEL Factor
	Key Indicators and Observations - Germany

	Political
	Stable liberal democracy; Membership in EU single market; robust consumer protection laws; government support for sustainable manufacturing. Germany has a federal system which establishes consistent national trade policy (trade.gov, 2025). 

	Economic
	GDP: EUR 4.12 trillion (2023); GDP per capita: EUR 49,200 (approx.) ; Unemployment rate: 5.7% (profit.org, 2026).
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Figure 2:Unemployment rate
(Source: profit.org, 2026)
Consumer purchasing power is high; Sportswear market: EUR 7.8 Billion (Statista, 2024). 

	Social
	Population 84.5 million (2024); increased health awareness; trend of athleisure; ageing population (median age 44.6); -41 million Germans regularly participate in sports (Raj Shrivastav, 2024). 

	Technological
	One of the top R&D hubs in Europe, as well as  R&D spending as a share of GDP (Eurostat, 2023) and advanced e-commerce systems, along with Industry 4.0 adoption. On the other hand, online sportswear market growth is projected to amount to 4.0 % in 2025 (Technavio, 2025). 
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Figure 3: Sports wear market
(Source:Technavio, 2025)

	Environmental
	EU environmental regulations, German 2045 carbon neutrality target, of consumers willing to pay a premium price for sustainable sportswear (Nielsen, 2023), environmental regulations of the EU must be adhered to. 

	Legal
	Compliance with the EU GDPR; extremely tight product-safety regulations; German Supply Chain Due Diligence Act (LkSG), which comes into effect in January 2023 and will call for human-rights audits throughout supply chains. 



PESTEL Analysis - Germany: Discussion
Adidas operations in Germany are supported by a stable and favourable political environment. Under the EU single-market principle, supply chains and marketing strategies can be coordinated across the EU flawlessly (European Commission, 2023). From an economic point of view, consumers are in a good position in Germany, as GDP is EUR 4.12 trillion and approximately EUR 49,200 per capita in 2023 (profit.org, 2026). This provides a strong overall commercial opportunity for Adidas.
Socially, there is a clear trend towards health and wellness lifestyles in Germany. The Germans population participate in sports regularly, which is at the core of the product and communication strategy of Adidas (Adidas 2018). 
Adidas is under heavy pressure to decarbonise its value chain due to the EU's Green Deal and the German 2045 net-zero target. In response, Adidas has launched its "Move for the Planet" initiative and pledged to utilize sustainable materials for 9 out of 10 articles by 2025 (adidas.group, 2024). From January 2023, the German Supply Chain Due Diligence Act (Lieferkettensorgfaltspflichtengesetz, LkSG) will impose a much stricter compliance obligation on Adidas to audit human rights compliance in global supply chain, which is relevant for sourcing in Asia (Bundesregierung, 2021).
Table 2: PESTEL Analysis - United States

	PESTEL Factor
	Key Indicators and Observations - USA

	Political
	Federal democratic republic; complex federal-state regulatory landscape; Section 301 trade tariffs on Chinese imports: protectionist policy tendencies (ustr.gov, 2026).

	Economic
	GDP: $27.81 trillion (2023) (Statista, 2020); GDP per capita approx. $80,412; unemployment 3.7%; world's largest consumer market; US athletic footwear market valued $24.0 billion.
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Figure 4: GDP in USA
(Source: Statista, 2020)

	Social
	335 million people (2024), very diverse multicultural population, sports culture is strong (NBA, NFL, MLB, MLS), purchasing behaviour is influenced by influencers, and a majority of non-white people is expected by 2045 (US Census Bureau, 2023). 

	Technological
	Smartphone penetration 91%; AI-based personalisation in retail becomes a growing reality; advanced logistics (same-day delivery) makes its way into reality; AR virtual try-on technology becomes more mainstream. 

	Environmental
	Growing sustainability awareness; SEC climate-disclosure rules require Scope 1-3 emissions reporting; state-level regulations; increasing ESG investor pressure (Fisch and Miazad, 2026).

	Legal
	FTC advertising standards and Green Guides; IP/trademark, USPTO, 2023); Americans with Disabilities Act (ADA) and digital accessibility; CCPA data privacy (California). 



PESTEL Analysis - United States: Discussion
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Figure 5: Total sales 
(Source: Gaius Ufondu, 2025)
Its biggest single revenue market is, naturally, the United States, where Adidas total sales were around $90M billion, down from $5.0 billion in 2022, in part due to the impact of the termination of the sponsorship with Ye (Kanye West) (Gaius Ufondu, 2025). The political situation in the USA is intricate. Manufacturers must pay an effective duty of up to on goods from China, due to Section 301 tariffs on Chinese-manufactured goods, and this will raise the cost of Adidas's Chinese imports (ustr.gov, 2026b). This has led Adidas to expand its production in Vietnam, Cambodia and Indonesia, as by 2023 of the company's footwear production took place there.
Competitive gap is a strategic challenge. From a social perspective, sports culture and celebrity influence are great drivers of consumer behaviour within the USA. Adidas has official partnerships with the NBA, MLS and many NCAA programmes, bringing a strong consumer connection with sports-engaged consumers. By 2045, the non-white population in the United States is expected to exceed the white population (US Census Bureau, 2023), making it crucial to have proactive multicultural marketing strategies.
Retail innovation is all the rage in the United States, technologically speaking. An AI-backed data analytics system is used to provide personalized product recommendations in the Adidas "adiClub" program, which has been adopted by around people across the world by 2023, with the rate of usage being particularly high in the US market (Barr, 2026).
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Figure 6: AdiCLUb 
(Source: Barr, 2026)
The proposed climate disclosure rules (2024) by the Securities and Exchange Commission (SEC) have an immediate impact on the US regulatory obligations of listed companies, including Adidas, by mandating that they report on Scope 1, 2, and 3 emissions. Adidas continues to invest in the courts in the United States to defend the iconic three-striped mark (USPTO, 2023), which it has been using for years.Adidas is constantly spending in the United States courts to safeguard its own brand identity, which has been in use for years and is being used by Adidas.
1.3 Cultural Analysis: Hofstede Cultural Dimensions Framework
Table 3: Hofstede Cultural Dimensions - Germany vs United States
	Hofstede Dimension
	Germany (Score)
	USA (Score)
	Comparative Marketing Implication for Adidas

	Power Distance
	35
	40
	There is a relatively equalitarian character to both markets. Flat consumer-oriented messages and easy-to-access brand representatives are employed instead of the authoritative/celebrity authority messages in both nations. 

	Individualism
	67
	91
	The personal-achievement campaigns that are ingrained in American society are stimulated by high US individualism. The focus of the adidas US campaign is on individual expression. German campaigns are about individual performance and a sense of community/club identity (‌Slepičková, 2026). 

	Masculinity
	66
	62
	They both score moderately high and performance, achievement, and competition messages work for them both, as does community wellness for the German market. 

	Uncertainty Avoidance
	65
	46
	Germans like products to be well-specified, backed up by quality promises and confirmed sustainability data. American consumers are more willing to take chances, accept novelty and hyped drops, and embrace experimental collaborations (hinessh Kumar, 2025). 

	Long-term Orientation
	83
	26
	Germany has a high LTO and there is an immense receptivity for sustainability storytelling and legacy brand narrative. US low LTO calls for short-term trend relevance and hype-driven limited releases. 

	Indulgence
	40
	68
	Indulgence marketing leads to premium lifestyle aspirations and luxury collaborations in the US. Adidas US marketing is more raunchy in using high-end looks than in more conservative Germany. 


Table 3 (Hofstede Insights 2023) shows that there are meaningful differences between Germany and the USA in the cultural dimensions that are relevant to Adidas's marketing communications. Individualism score 67 is significantly lower than the score for the US with 91, showing a moderately collectivist attitude that is manifested in community. Adidas US campaigns, on the other hand, are clearly focused on individual empowerment stories in line with the individualistic culture in America, such as the 'Impossible is Nothing' revival (2021) or the 'You Got This' campaign (Adidas Annual Report, 2021).
Germany has a high score of 65 on the Uncertainty Avoidance dimension, making customers in Germany more concerned about product quality, material composition and sustainability information prior to purchases. With comparatively low uncertainty avoidance, the United States encourages experimentation, which allows for limited-edition releases, like the so-called "drop" of the Adidas line, and for experimental collaborations, like the one with artists such as Beyonce (Ivy Park) or Bad Bunny (Forum shoe line) (Adidas Annual Report, 2021).
1.4 STP Analysis
Table 4: STP Analysis – Germany

	STP Element
	Detail - Germany

	Segmentation - Geographic
	Urban centres (Berlin, Munich, Hamburg, Frankfurt, Cologne); secondary cities; national online reach via adidas.de.

	Segmentation - Demographic
	Core: age 14-45; middle to upper-middle income (EUR 30,000-EUR 70,000 p.a.); sports participants and athletes; both genders; growing senior wellness segment.

	Segmentation - Psychographic
	Health-conscious; environmentally aware; brand-heritage loyal; Bundesliga and DFB football culture; premium-quality seekers; outdoor lifestyle enthusiasts (‌adidas, 2025).

	Segmentation - Behavioural
	Regular and frequent buyers; buyers that are members of the adiClub loyalty programme; high priority on premium products.

	Targeting
	Primary: 18-35 young city dwelling professionals and amateur sportsmen. Secondary: fans of football, segment DFB/ Bundesliga. Tertiary: consumers of all ages with an interest in sustainability issues. 

	Positioning
	Adidas the global champion of Germany, performance heritage 


STP Analysis - Germany: Discussion
Table 5: STP Analysis - United States

	STP Element
	Detail - USA

	Segmentation - Geographic
	Major metros (NY, LA, Chicago, Houston, Miami, Atlanta); Sunbelt growth markets; adidas.com/DTC e-commerce via ads and apps across the country. 

	Segmentation - Demographic
	Age 13-40; highly diverse ethnic communities (multicultural marketing imperative); household income $40,000-$120,000; gender-inclusive sizing strategy since 2021; women's segment fastest growing.

	Segmentation - Psychographic
	Consumer driven; celebrity obsessed; streetwear crazy; sports fan; Gen Z green; StockX / “GOAT” resale market 

	Segmentation - Behavioural
	Loyalty programme members, social-media-influenced purchasing decisions, frequent online shoppers (‌Dzreke and Dzreke, 2025). 

	Targeting
	Primary: 16-34 multicultural Gen Z/Millennial consumers. Secondary

	Positioning
	Creativity and sport as a force for change - Adidas US as a challenger brand that is culturally relevant (Bhatnagar, 2026), diverse and inclusive. Takes advantage of celebrity partnerships (Beyoncé, Bad Bunny, Pharrell Williams) and social justice pledges. 



STP Analysis - United States: Discussion
The US market requires a more culturally sensitive segmentation strategy due to the country's deep demographic diversity, as the non-white population is expected to surpass 50% by 2045 (US Census Bureau, 2023). Adidas US has responded with planned multicultural marketing, such as promoting a variety of athletes and artists through various media. The women's segment is a fast-expanding strategic priority, with the successful partnership with Beyonce on the Ivy Park brand has proved effective at targeting women on lifestyle and sport occasions.
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Figure 7: USA athletic market
(Source: Data Forecast, 2026)
Positioning-wise, Adidas is up against a structural disadvantage with Nike, having lots of the US athletic footwear market (5.35 %) in 2026 to 2034. The most evident move that Adidas US has taken to position itself as different is to go with a ‘creativity first' approach, including the appointment of Human Race Creative Director Pharrell Williams in 2023 and the continued Ivy Park line featuring Beyonce. 
1.5 International Marketing Mix (7Ps)
Table 6: 7Ps Marketing Mix – Germany

	7P Element
	Germany Strategy

	Product
	Full portfolio: performance (Adizero, Ultraboost, Predator football boots), Originals (Superstar, Stan Smith, Gazelle) and sustainable collections (Parley for the Oceans, Stan Smith Mylo mushroom leather). German football heritage is at the centre, especially DFB national team kits. 

	Price
	The Ultraboost range is priced at EUR 180-220, while the Originals range prices in at EUR 80-150. Prices are based on the perception of quality and include EU VAT 19% (‌Victoria, 2025). 

	Place
	Approx. 100 own-retail stores throughout Germany; direct e-commerce via adidas.de; extensive presence in Europe through the SportScheck, Decathlon and Zalando wholesale chains

	Promotion
	Sponsorships with the DFB national team (until 2030, DFB 2023); Bundesliga club sponsorships; digital-first communication through Instagram and YouTube

	People
	Approx. 6,500 employees in Germany (including headquarters staff); certified retail training programme ("Adidas Employee Experience"); customer service and aftersales support in German language; sustainability know-how in sales teams. 

	Process
	Omnichannel integration (click and collect, single stock) (Fränzel, 2025); RFID inventory management in flagship stores

	Physical Evidence
	Performance testing zones and customisation studios in the flagship "Arena" concept store in Berlin, premium recycled material packaging



7Ps Analysis - Germany: Discussion
Adidas product policy is in line with the consumers' demand in Germany for quality, authenticity and intrinsic origin. The DFB national football team kit is a category of flagship products, which is deeply rooted in German national culture and has a strong connection with the consumers' needs around the big tournaments, due to a partnership renewed until 2030 (DFB, 2023). Germany is the largest single European market for Adidas, with sales representing about 18% of the brand's total sales in Europe (Euromonitor, 2026). 
The price in Germany is market oriented and based on the economy. German consumers have a high Uncertainty Avoidance score of 65 (Hofstede Insights, 2023) and they will pay more for guaranteed quality and credibly verified sustainability. The Ultraboost running shoe is a EUR 190 shoe with a high level of brand equity which allows premium positioning. The flagship "Arena" store concept in Berlin is a meaningful differentiation of the physical evidence, as it combines performance testing treadmill areas and customisation studios on-site with an immersive brand experience, thereby highlighting Adidas's positioning as a technically competent, heritage-rich and innovative German brand (‌Radaković et al., 2023).
Table 7: 7Ps Marketing Mix - United States

	7P Element
	USA Strategy

	Product
	Collaborations are at the heart of it, such as Ivy Park by Beyonce, Bad Bunny Forum, Pharrell Williams NMD/Human Race and Jeremy Scott. The rebranded releases are Yeezy replacement strategy.Rebranded releases are a Yeezy replacement strategy. Bring on the performance lines: Harden Vol.8, Damian Lillard NBA shoes, Adizero Boston marathon series. 

	Price
	Diverse pricing models: from mass accessible $60-$100 Pureboost to ultra-premium $250-$400+ limited-edition collaboration drops. This is dynamic pricing on resale platforms such as StockX (average) 30-120% premium). 

	Place
	The Adidas app offers personalized shopping journeys, over 50% of US revenues in 2023 from own stores, Foot Locker, Dick's Sporting Goods, JD Sports; adidas.com (Adidas Annual Report, 2021); Approx. 1,200 points of sale in the United States, including own stores, Foot Locker, Dick's Sporting Goods.

	Promotion
	Influencer-led and celebrity digital campaigns; NBA, MLB, MLS official partnerships; Super Bowl advertising presence; social media product drops (TikTok, Instagram); creator economy partnerships; podcast sponsorships.

	People
	Approx. 4,000 US employees at Portland North America HQ and retail network; DEI commitments (50% women in leadership target by 2025, Adidas Annual Report, 2021); staff trained on inclusive selling and cultural competency.

	Process
	AI-powered personalisation on adidas app; augmented reality (AR) virtual try-on technology (Manalac, 2019); same-day delivery in major cities via Uber Eats partnership streamlined app checkout.

	Physical Evidence
	Digital try-on walls and interactive brand installations in flagship stores in New York City and Los Angeles; premium box packaging for collaboration drops (limited-edition); storytelling in the store with the brand's visuals and the stories of the athletes.



7Ps Analysis - United States: Discussion
In the U.S., Adidas's product strategy is based on culture, not technical performance alone, and is a key contributor to brand equity. In October 2022, the end of the partnership with Ye saw a significant gap in the product line, as Ye had provided about $1.5 billion in annual revenues for the company (Reid and Golden, 2022). To counter this, Adidas repurposed the leftover Yeezy stock in the core “Adidas” brand, earning around EUR 750 million from it by the end of 2023, which was EUR 250 million donated to anti-discrimination charitable organisations (Adidas Annual Report, 2021). 
The share of Direct-to-Consumer (DTC) channels in the US has also undergone a significant shift with adidas.com and the native Adidas mobile app accounting for more than 50% of the revenues generated in 2023. This comes as part of a trend in the retail sector across the United States: The direct-to-consumer model continues reshaping retail, with U.S. DTC ecommerce reaching $239.75 billion in 2025- accounting for 19.2% of total retail ecommerce (Swell.is, 2026). Social and influencer media dominate promotional strategy, and Adidas' US TikTok account has over 1.5 million followers, while campaign postings have an average engagement rate of 4.2% (Williams, 2025) compared to the industry average of 2.1% for apparel brands on the same platform. The process element is particularly innovative; the AR virtual try-on technology used in the US app in 2022 has clearly reduced product returns by around 8% 
1.6 Market Entry Strategy - United States
Adidas went to the U.S. market mostly by means of wholly owned subsidiaries (WOS), and gradually moved towards the Direct-to-Consumer (DTC) business model. In 1994, Adidas officially opened its North American headquarters in Portland, Oregon, taking a Greenfield investment strategy to create its own US distribution and retail network, as opposed to an existing American competitor (Adidas Annual Report, 2021). 
The most impactful strategic deepening in Adidas' US entry strategy came in 2006 when they acquired Reebok International for $3.8 billion, giving them instant access to Reebok's large network of more than 5,000 wholesale touchpoints and loyal fitness and aerobics consumers. The acquisition approach (horizontal integration with a proven US player) had a dramatic effect on Adidas's physical distribution presence and on US revenue growth in comparison to organic 'green field' growth. Reebok, however, continued to disappoint against the acquisition price and in 2022, Adidas eventually sold the brand for EUR 2.1 billion to Authentic Brands Group, a significant financial loss but a strategic shift of capital and management focus to the core Adidas brand in the United States.
Following Reebok, Adidas US has adopted a DTC-first approach as part of its five-year strategic plan "Own the Game", which will see DTC revenues account for 50% of the company's total net sales in the region (adidas-group.com, 2025). The strategic evolution involved moving away from wholesale intermediaries, such as Foot Locker, which accounted for about 8% of Adidas's global revenue in 2020, but was significantly reduced in importance from then on (Untaylored.com, 2026) and towards the direct connection with consumers, supported by the adhesion to the adiClub loyalty ecosystem, which, by 2023, had reached a total of around 40 million US members (Adidas Annual Report, 2021). Theoretically, this DTC market deepening approach fits into the Uppsala model's incremental commitment framework (Johanson and Vahlne, 2009), which assumes that companies gradually build psychic and resource commitment in foreign markets as their knowledge and understanding of them grow and uncertainty levels decline. 
1.7 Ethical Issues in Marketing Mix - United States
The biggest ethical issue in Adidas' marketing plan for the United States is the handling of the Yeezy partnership and its subsequent demise. Despite Ye (Kanye West) making numerous well-publicised and antisemitic and racially offensive remarks in 2022, Adidas did not break up with him until end-of-October 2022 when there was significant public outcry and pressure from institutional investors (Butler et al., 2022). The slow implementation of the separation has left deep doubts in the minds of many consumers whether the company's promises were sincere or strong enough to warrant being bought by Adidas, especially younger, ethically conscious consumers in the United States, who are increasingly making buying decisions based on perceived corporate ethics. 
The second important ethical question is regarding the environmental marketing communications of Adidas being labelled greenwashing. Environmental advocacy organisations have challenged Adidas' green content claims arguing that they only refer to the materials used in products and do not capture the full lifecycle environmental impact of their products, such as the carbon embodied in their manufacture, or in long haul logistics, or at the end of life as waste. (Changing Markets Foundation, 2021). The Federal Trade Commission's (FTC) Green Guides offer guidance on environmental marketing claims, and the claims must be truthful, non-deceptive, and based on competent and reliable scientific evidence.
A third ethical angle relates to the US market, which is directly supplied by the global Adidas supply chain, in terms of the standards of labour they apply. In 2021, the Worker Rights Consortium (WRC) uncovered evidence of unsafe working conditions and wage theft at Adidas-contracted factories in Indonesia (workersrights.org, 2026). These practices are inconsistent with the reasonable expectations that can be derived from Adidas' published support for UN Guiding Principles on Business and Human Rights (UNGP) (Adidas Annual Report, 2021). The Bundesregierung, (2023) requires companies to audit and remedy such supply-chain issues, but meanwhile, the marketing statements on U.S. packaging do not always make it clear that the supply chain is not entirely compliant with the ethical standards set by the LkSG, leading to a misaligned impression that it is. 
1.8 Recommendations for International Marketing Strategy
1. Accelerate DTC and AI-driven personalisation: the extent to which DTC and AI-driven personalisation are to be developed is to be considered deeply with investments in AdriClub infrastructure and AI-driven personalisation in Germany and in the United States. The support of localised sustainability dashboards in the app, that show the carbon footprint and material provenance of the products on an individual basis, would resonate well with the high Long-Term Orientation (Hofstede Insights, 2023) and environmental sensitivity of the market in Germany in particular.
2. Rebuild US brand credibility post-Yeezy:  According to a 2023 Edelman Trust Barometer survey, 63% of US consumers are actively purchasing from, or boycotting, brands based on their social values, making the need for the restoration of credibility a commercially imperative and financially important issue. 
3. Strengthen sustainability communications in Germany: 
As the regulatory framework in Germany is tightening with Bundesregierung (2021) and consumers have reported a preference for sustainability information in independently audited reports and on the product level, including carbon-footprint data, Adidas should make sustainability information available on their website adidas.de in German language and provide QR codes in stores. Strategic partnerships with legitimate German environmental groups, like Deutsche Umwelthilfe (DUH), would be valuable to boost the credibility of certifications, thus satisfying the high levels of Uncertainty Avoidance (Hofstede Insights, 2023) among German consumers and delivering the necessary proof and detail before they make premium sustainable purchases.
4. Diversify manufacturing to mitigate US tariff exposure: In light of likely further tariff escalation on Chinese products under new proposals in the US trade policy (ustr.gov, 2026a), Adidas should urgently step up its manufacturing diversification from China to tariff-friendly countries, including Vietnam (as part of the EVFTA), Jordan and Morocco. In 2023, Adidas had around 94% of their footwear made in Asia (Adidas Annual Report, 2021). 
5. Strategically capture the women's sportswear opportunity in both markets:The growth of women's sportswear is a fastest-growing segment in the global market, expected to grow at a CAGR of 6.8% till 2028. In the past, Adidas has lagged behind its biggest rival Nike in the innovation of women's performance products. A dedicated women's performance line, an expanded list of women athletes like Beyonce to wear their products as well as the endorsement of Olympic athletes, especially in Germany, and proactive inclusive sizing policies would create a huge unfulfilled market opportunity while adding to the DEI's credibility in both markets. 


SECTION 2: REFLECTIVE ACCOUNT 
2.1 Description
This reflective report outlines the research, analysis and compilation of the international marketing strategy for Adidas in Germany and the United States as covered in Section 1 of this assessment. Once the brief of the assignment had been received, I began a comprehensive theoretical literature search that would ensure that I had a sound foundation of the analytical tools I needed, namely PESTEL, Hofstede's Cultural Dimensions Model, the STP framework and the extended 7Ps of the Marketing Mix. Under assessment requirements, I used the university library database to access peer-reviewed academic journals. The overall research process was designed in about three weeks; the first week for familiarisation of the framework and data collection, the second week was for applying the analytical framework to the comparative data, the third week was to draft, verify the citations and revision. 
2.2 Feelings
Initially, there was a great deal of doubt as to how best to combine several analytical approaches in one comprehensive comparative study without it becoming disjointed or superficial in the full scope of the work required. I was especially concerned about getting the right and recent statistical information and data that had undergone a proper process of research and was empirically credible, or at least critically assessed and, in some cases, discarded if no such data existed, so that I would have to be careful with the process of sourcing the information. As the research process unfolded, and frameworks were beginning to produce a clear and coherent structural framework, my confidence in the research process increased significantly. The Annual Report 2023, published by Adidas AG, contained exceptionally detailed, granular first-party information on revenues by market, strategic initiatives, and sustainability commitments, making it a powerful source of information and an authoritative evidentiary anchor which significantly decreased the need for relying on secondary interpretations. 
2.3 Evaluation
There were a number of aspects of the research and analysis process that worked well. The comparative analysis started with Adidas' own key Annual Reports and only branched into secondary sources from outside the company as a last resort, allowing me to base the analysis in business realities, rather than falling into the common trap of relying on theoretical analysis and generalisations that may not be accurate representations of the actual choices made by the company. 
But there were certain issues that needed to be honestly assessed. In the period between 2020 and 2026, there was not much literature available that was directly relevant to Adidas's DTC strategy in Germany and so depended more heavily on credible industry sources such as Euromonitor and Statista, which had an inherent bias of course. 
2.4 Analysis
As I was drafting my PESTEL analysis during the initial stages, I noticed that my business analysis of Germany seemed to be a lot more thorough and had more evidence than my analysis of the USA, which was probably due to my prior experience in Germany, compared to the USA. Once I identified this structural and analytical imbalance, I revisited and updated the US PESTEL analysis in a systematic way to create a relevant analytical balance, which uncovered key trends I had been skirting around, such as the importance of the Section 301 tariff environment and the new SEC climate disclosure requirements. In creating this section I found the Gibbs Reflective Cycle (Gibbs, 1988) useful in a structured and disciplined way of undertaking systematic reflection on my learning rather than superficial reflection.
One section of the entire assessment was the most intellectually challenging: the ethical issues section. As a theoretical basis for my work, I have adopted the framework Business Ethics of Crane and Matten (2020) and the UN Guiding Principles on Business and Human Rights, to set up an appropriate and credible theoretical framework. This analytical underpinning, I think, took the ethical assessment of the level of a surface description of journalistic reporting to a more critically informed academic assessment. 
2.5 Conclusion
This assignment has helped me to gain a deeper understanding of the need for the globally established and recognised brand to tailor their products and especially their marketing strategies to the vastly different national contexts, even in the seemingly common ground of two western developed market economies. I now understand more deeply than I ever really did before that international marketing is far from a translation or adaptation process. The Adidas case study clearly demonstrated how a single strategic occurrence - the Yeezy partnership and its abrupt termination - can have multi-faceted repercussions. I have also gained a much deeper understanding of the increasing importance of environmental, social and governance (ESG) concerns in today's international marketing practice: sustainability more and more is not seen as a “bonus” to be added to the communication of marketing, but rather as a central element of marketing strategy and a possible source of authentic competitive advantages, especially in markets with high environmental consciousness among consumers and growing regulatory demands like for example Germany. 
2.6 Action Plan
After examining the strengths and weaknesses of this research and analytical process, I have come up with the following steps that I believe will be beneficial for future assignments of similar complexity and scope. To obtain more granular, market-specific and company-specific marketing data, I will be exploring Mintel, IBISWorld and WARC databases, as a first step to future research assignments, to lessen reliance on publicly available aggregated marketing data. Secondly, I will start the comparative analysis from the first draft stage onwards in a completely parallel fashion: I will develop analytical framework tables for both countries so that for both countries there will be a structural and evidential equivalence, avoiding the imbalance that was present in the first PESTEL drafting. Third, I plan to devote more conscious time and thought to the ethical evaluation aspects of future marketing strategy evaluations, as business ethics is an area that has been studied, is relevant to business practice, and is academically rigorous. Fourth, and most importantly, I will make use of the Gibbs Reflective Cycle in mid-project phases instead of at the end and this will allow me to make adjustments in the middle of the project and to adapt the research method as the analysis progresses. 
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