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[bookmark: _Toc235395721]Executive Summary 
In this report, the marketing of Adidas will be assessed in comparison to its international marketing approach involving its mother country, Germany, and the host country, Japan. It argues out that, though the two markets are equally economically developed, they have very dissimilar cultural values, consumer behaviour and marketing expectations. Applying both PESTEL and the Cultural Dimensions by Hofstede, the report points out the higher localisation, high quality retail experience and online interaction in Japan. A comparative study of the STP strategy and the 7ps marketing mix reveals that in Japan, Adidas make more adjustments to its products and promotions, customer experience and omnichannel strategy; however, the global brand remains consistent all over the world. The report further analyses the success of Adidas in its market introduction by a wholly owned subsidiary with support of strategic alliances and internationalisation theories. Sustainability, labour standards, the transparency of their supply chain and consumer protection are priority areas of ethical evaluation. Lastly, the recommendations are directed towards AI-based localisation, customisation of sustainable products and improvement of the omnichannel. The reflective report finds that the practice of the international marketing theories and methods with reference to the modern business facts enhanced research, critical and strategic analysis capabilities.
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[bookmark: _Toc235395722]1. Introduction 
[bookmark: _Toc235395723]1.1 Adidas Overview, Purpose and Report Objectives
Adidas AG is one of the most successful multinational sportswear companies in the world, having its headquarters in Herzogenaurach, Germany, and is involved in the production of footwear, clothing and accessories. The company has a wide range of performance and lifestyle products, which it serves to consumers in professional sports, fashion and everyday active lifestyles. Wholesale, direct-to-consumer (DTC) retail, e-commerce and strategic relations have helped Adidas build a powerful global presence that allows the brand to compete with national global competitors like Nike and Puma (Adidas AG, 2025e). In 2025, Adidas registered a net sale of record net sales of €24.811 billion and operating profit rate of €2.056 billion representing an operation margin of 8.3% (Statista, 2025a). The level of currency-neutral expansion in all key markets of over 10% proves the successfulness of the consumer-based approach, product innovation and omnichannel development implemented by the company (Adidas AG, 2025b). Adidas has nearly 62000 employees across the globe and is selling its products in over 160 countries further strengthening its status as one of the largest sportswear brands in the world (Adidas AG, 2025a). 
This report is a critical comparison of advertisement policies by Adidas in Germany (home market) and Japan (host market). It compares the differences between the macro-environment and national culture using the PESTEL and Hofstede frameworks and then makes comparisons of the Segmentation, Targeting and Positioning (STP) strategy and 7ps marketing mix of the company (Hollensen, 2024). In the report, the author additionally examines market entry strategies that Adidas used in entering Japan, the ethical concerns related to the business operations and concludes the report with strategic suggestions that can enable the company to improve in terms of its future performances in the international marketing (GILLY et al., 2023).
[bookmark: _Toc235395724]SECTION 1 
[bookmark: _Toc235395725]2. Comparative Market Analysis 
[bookmark: _Toc235395726]2.1 Country Profiles
Germany and Japan are some of the fastest growing economies in the world and are also strategic markets to Adidas. Adidas home country is Germany which is the basis of brand image, innovation and company strategy, and Japan is a developed host nation, with advanced consumers with high purchasing power and demand high quality sportswear and lifestyle products. The two countries have stable political systems, well technological infrastructure and developed retail market but there is a significant difference in terms of demographics, cultural values and consumer buying behaviour (Ross, 2024). These similarities and differences play a significant role in the international marketing strategy of Adidas and convince a comparative analysis of two markets.
[bookmark: _Toc235395749]Table 1: Country Profile Comparison
	Indicator
	Germany
	Japan

	Population (2025)
	~84.1 million
	~123.3 million

	GDP (Current US$)
	US$4.9 trillion
	US$4.2 trillion

	GDP per capita
	~US$58,000
	~US$34,000

	Inflation
	~2.1%
	~2.7%

	Sportswear Market Value
	~US$11.5 billion
	~US$8.8 billion

	Internet Users
	93%
	94%

	Urbanisation
	78%
	92%

	Retail Sales Growth
	~2.0%
	~3.1%


[bookmark: _Toc235395727]Source: OECD (2025b); OECD (2025c); Statista (2025b); Euromonitor International (2025).
2.2 PESTEL Comparison
[bookmark: _Toc235395750]Table 2: PESTEL Comparison of Germany and Japan
	Factor
	Germany
	Japan
	Marketing Implication for Adidas

	Political
	Stable EU policies and trade integration
	Stable government with pro-business policies
	Low political risk supports long-term investment in both markets.

	Economic
	High disposable income but moderate growth
	Mature economy with ageing population but strong purchasing power
	Premium product positioning remains viable, although Japan requires greater focus on affluent adult consumers.

	Social
	Health-conscious consumers prioritise sustainability and sport
	Consumers value quality, innovation and fashion alongside functionality
	Adidas should emphasise sustainability in Germany while combining performance with lifestyle appeal in Japan.

	Technological
	Advanced digital commerce and omnichannel retail
	Highly digital consumers with widespread mobile commerce adoption
	Continued investment in AI, digital marketing and personalised shopping experiences is essential.

	Environmental
	Strict EU environmental regulations
	Strong consumer expectations regarding recycling and sustainable production
	Sustainability initiatives should remain central to Adidas' product development and communication.

	Legal
	Comprehensive consumer protection and labour regulations
	Strong intellectual property protection and product quality standards
	Compliance and transparent governance enhance brand trust and reduce regulatory risk.


The comparison illustrates that the two markets offer favourable business environments and that consumer expectations in these two markets vary. Germany has the opportunity with the marketing based on sustainability, whereas Japan has to pay more attention to technological advancement, a high level of quality and culturally modified customer experiences (OECD, 2025c; OECD, 2025b). As a result, Adidas will not be able to implement the standardisation and will have to be selective in the way it tailors the marketing strategy to achieve maximum competitiveness (Sobeih, 2025).
[bookmark: _Toc235395728]2.3 Hofstede Cultural Analysis
Consumer behaviour and marketing effectiveness is greatly influenced by national culture. The framework developed by Hofstede points out key cultural differences between Germany and Japan which impact on the strategic choices of Adidas (Teixeira, Remondes and Zelaya, 2025).
[bookmark: _Toc235395751]Table 3: Hofstede Cultural Comparison
	Dimension
	Germany
	Japan
	Marketing Impact

	Power Distance
	Low
	Moderate
	Germany responds to equality-focused branding, whereas Japan values expertise and respected brand ambassadors.

	Individualism
	High
	Moderate
	German consumers prefer personalised products; Japanese consumers respond more positively to community-oriented campaigns.

	Masculinity
	High
	Very High
	Performance, achievement and competitive sports messaging appeal strongly in both markets, particularly in Japan.

	Uncertainty Avoidance
	Moderate
	Very High
	Japanese consumers expect detailed product information, consistent quality and trusted retail experiences.

	Long-Term Orientation
	High
	Very High
	Innovation, durability and sustainability resonate in both countries, particularly among Japanese consumers seeking long-term value.

	Indulgence
	Moderate
	Low
	German marketing can emphasise self-expression, whereas Japanese campaigns should balance aspiration with practicality.


The direct impact of such cultural differences is on the product design, promotional messages, retail experience, and online interactions. The German cultures are highly individualistic and favour customised products/offerings and sustainability focussed communications; Japan has stronger uncertainty avoidance necessitating more product focus, information and superior customer service both online and off-line (Clark and Porter, 2020).
All in all, Japan needs more localisation than Germany. In spite of the fact that both markets value new innovations and high quality, Japanese consumers have their specific cultural expectations of the communication, shopping experiences and brand relationships. Thus, Adidas is forced to change its promotional strategies, retail service and customer engagement in Japan to a greater extent but still conforming to global brand consistency (Solberg and Durrieu, 2022).
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[bookmark: _Toc235395841]Figure 1: Radar Chart Comparing Hofstede Cultural Dimensions: Germany vs Japan
Source: Self-made
[bookmark: _Toc235395729]3. Comparative STP Analysis 
Adidas is also practicing a global brand strategy, but it selectively applies its Segmentation, Targeting and Positioning (STP) strategy to meet the economic conditions, tastes and culture in Germany and Japan. In as much as the company upholds a consistent global premium brand image, its marketing mix indicates different levels of localisation to ensure optimal customer interest as well as competitive edge (Reimann, Carvalho and Duarte, 2022).
Segmentation
In Germany and Japan, the proposals applied by Adidas to divide consumers are the same: the usage of the demographic, psychographic and behavioural variables; nevertheless, the focus is not the same in both markets. In Germany, youth demographics, professional sportspeople and health-aware customers with medium and high disposable incomes are the main targets of demographic segmentation. Psychographically, sustainability, innovativeness and product performance are key values among the consumer whereas behavioural segmentation revolves around participation in sports activities on a regular basis, activities conducted outdoors and demand of environmentally conscious products. The trend in lifestyle in Germany is towards being more about fitness, wellness and an active lifestyle which is also driving high demand on performance based footwear and apparel.
Conversely, Japanese segmentation goes beyond sport lovers to encompass fashion conscious urban consumers who consider sportswear as a daily part of life. Psychographic segmentation concentrates on consumers who are after high quality, exclusivity and technological advancement. Japanese customers are attitude-wise highly brand loyal, frequent online and are also keen on limited-edition collections and collaborations. The culture of streetwear, the trends and digital consumption affect the construction of the lifestyle segmentation; the product design and brand image are not less significant than the sport performance (Le et al., 2025).
Targeting
In each of the countries, Adidas uses differentiated targeting. In Germany the company mostly gives importance to the athletes, the people who are interested in fitness and those consumers are environmentally conscious by focusing on the product functionality, innovation and sustainable manufacturing. In marketing campaigns, the performance technologies and environmental responsibility are often brought into considerable limelight in order to enhance customer loyalty.
On the other hand, Adidas appeals to a wider range of consumers in Japan such as athletes, fashion-conscious millennials, and Generation Z consumer and streetwear fans. Associations with designers, cultural and celebrity icons strengthens brand desirability and attracts those consumers who wish to wear products of premium lifestyle and perform at sports (Su et al., 2022).
Positioning
Adidas is changing geographically to mirror consumer-localized expectations on the market. In Germany, the brand is united around the theme of performance, innovation and sustainability which strengthens its tradition as one of the sportswear manufacturers with highly developed technologies and products which are eco-friendly. At Adidas Japan, performance and fashion is matched with lifestyle, streetwear and innovation and the result is a premium brand image which is effective in appealing to consumers who have a taste of aesthetics, exclusivity and cultural availability. It is this positioning that allows Adidas to compete at the competitive level of the highly sophisticated fashion and sportswear sales in Japan and global brand consistency, as well (Katsikeas, Leonidou and Zeriti, 2019).
[bookmark: _Toc235395752]Table 4: Comparative STP Analysis
	STP Element
	Germany
	Japan

	Segmentation
	Athletes, fitness enthusiasts, sustainability-oriented consumers
	Athletes, fashion-conscious consumers, streetwear enthusiasts, digital shoppers

	Targeting
	Performance-focused and environmentally conscious consumers
	Premium lifestyle, fashion and sports consumers with strong digital engagement

	Positioning
	Performance, innovation and sustainability
	Performance, fashion, lifestyle, streetwear and innovation


[bookmark: _Toc235395730]4. Comparative International Marketing Mix (7Ps) 
Adidas utilizes an internationally coordinated marketing approach and it chooses in selective ways to align the aspects of its 7Ps marketing framework to address the economic realities, consumer behaviours and cultural demands of both Germany and Japan (Ross, 2024). Despite the similarity in the brand positioning pattern across all the premium brands by the company, its implementation is quite different in an effort to ensure that the company maximises the market relevance and customer engagement.
[bookmark: _Toc235395731]4.1 Product
Adidas adheres to a product standardisation approach with selective localisation (Sobeih, 2025). In both Germany and Japan, the company has globally recognised product offerings such as performance footwear, in addition to football, running, training and life time, footwear and apparel and accessories. Nevertheless, adapting products is more widespread in Japan because people demand exclusivity, innovation of fashion and designs.
The German consumer values functionality, durability, and sustainability so that Adidas focuses on products that have technologies like BOOST cushioning, LIGHTSTRIKE midsoles, and recycled materials, as part of their Made to Be Remade campaign (Adidas AG, 2025c). The most popular types of products are football and running, which has a high sporting culture in Germany.
Japanese customers appreciate fashionable designs, exclusivity, and designer collections and partnerships with designers, celebrities and streetwear brands. Adidas thus presents unique colourway, Japan exclusive collections and high-end lifestyle sneakers which can combine sportiness and style. Football and running is still vital but lifestyle footwear and streetwear are also influential to the demand of the consumer (Euromonitor International, 2025).
[bookmark: _Toc235395753]Table 5: Product Comparison
	Product Aspect
	Germany
	Japan

	Product focus
	Performance and sustainability
	Lifestyle, fashion and performance

	Product adaptation
	Limited
	Extensive

	Design preference
	Functional and minimalist
	Premium, stylish and exclusive

	Key sports
	Football and running
	Running, football and streetwear



[bookmark: _Toc235395732]4.2 Price
The firm has a premium pricing strategy in both nations which is based on its high brand equity and product innovation (Nguyen-Viet, 2022). However, local buying power, competition and currency swings will inform the choices concerning pricing.
Premium prices are competitive with seasonal discounts, outlet stores and loyalty reward plans in Germany to compete with Nike and Puma. Product value is usually measured by the quality of the product, sustainability and technical innovation by consumers.
Premium prices can be easily accepted in Japan since consumers correlate a high price of the product with high excellence, and exclusivity and prestige. Limited-edition goods and partnerships typically fetch a higher price whereas psychological pricing and promotions that are only made available online can increase perceived value. The exchange rates between the Japanese yen and the euro also affect retail pricing and profitability (OECD, 2025a).
[image: ]
[bookmark: _Toc235395842]Figure 2 Price Positioning Graph Comparing Adidas in Germany and Japan
Source: Self-made Adapted from (Statista, 2025b; Euromonitor International, 2025).
[bookmark: _Toc235395733]4.3 Place
Both markets feature a comprehensive network of omnichannel distribution networks devised by Adidas. Distribution is a combination of flagship stores, branded retail stores, licensed retailers, department stores, sporting goods retailers and direct-to-consumer e-commerce.
In Germany, flagship stores add to brand heritage and digital channels allow the integration of online shopping with physical shopping. There is rapid adoption of click-and-collect and m-app by the consumers.
The focus on premium retail situations is even more eminent in Japan. Adidas is sold in flagship stores within Tokyo and Osaka in the luxurious department stores and fashionable shopping areas. Consumers of Japan are buying products with their phone more and more frequently, which makes efficient logistics and fast delivery of products necessary (JETRO, 2025).
Both nations enjoy the advantages of advanced supply chains yet Japan needs more coordination when it comes to exclusive product release and limited editions publications.
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[bookmark: _Toc235395843]Figure 3 Adidas distribution channel flow diagram
Source: Self-made
[bookmark: _Toc235395734]4.4 Promotion
One of the most localised marketing activities partaken by Adidas entails promotion. International brand uniformity is ensured in global campaigns, whereas cultural inclination is evident in local execution (Silva et al., 2023).
Promotions in Germany are focused on sponsorships of football events and major sport events, sustainability campaigns, and elite sportsmen. Campaigns add strength to the Adidas legacy in professional sport, as well as conveying innovation and environmental responsibility.
The Japanese promotion synthesizes sport, fashion and entertainment. The use of celebrity ambassadors, anime partnerships, musicians and influencers and streetwear figures contributes more to brand perception. The use of social networking sites like Instagram, X and LINE is much exploited in personalised communication and opening of products.
These could be the Adidas sponsoring of international football tournaments in Germany, and working with Japanese designers and fashion influencers that reinforce cultural relevance.
[bookmark: _Toc235395735]4.5 People
In both countries, people are a source of competitiveness. Retail associates are equipped with constantly upgraded product knowledge and customer service training in order to provide uniform brand experiences.
German customer care emphasizes on professional product consultation, efficiency and sustainability training. The levels of customer expectation with respect to the quality of hospitality and service are very high in Japan. Employees are well trained in personalised customer contact, attention to detail and relationship building skills which is cultural importance of the high standards of service (Reinartz, 2026).
[bookmark: _Toc235395736]4.6 Process
The digital transformation has boosted the customer experience of Adidas in both markets. Consumers may enjoy click-and-collect, flexible-return policies, mobile, personalised recommendations and membership programs.
Germany exhibits high uptake of digital shopping with direct complementary omnichannel services. Digital activity is even higher among Japanese consumers via mobile commerce and AI use of products recommendation and customised loyalty programmes. Digital only releases and app purchases are now crucial values of targeting younger customers and transaction enhancement (Li and Gong, 2022).
[bookmark: _Toc235395737]4.7 Physical Evidence
Similar store design, visual merchandising, and packaging and digital interfaces serve to support the premium brand image of Adidas in both markets as physical evidence.
German stores focus on modern layout in their sustainability that ensures a recycled material and environmentally friendly packaging since consumers are environmentally conscious. Japanese flagship stores mix minimalist architecture with cutting-edge digital displays and interactive technologies to build into immersive shopping experiences. Localised visual merchandising and high-class presentation reinforce brand prestige but ensure global identity of Adidas (Adidas AG, 2025d).
[bookmark: _Toc235395754]Table 6: Comparative Summary of the 7Ps
	7P
	Germany
	Japan
	Stronger Strategy

	Product
	Performance and sustainability
	Fashion, lifestyle and innovation
	Japan

	Price
	Premium with promotional discounts
	Premium with exclusive pricing
	Japan

	Place
	Strong omnichannel retail
	Advanced omnichannel and premium retail
	Japan

	Promotion
	Sports and sustainability focused
	Fashion, influencers and digital engagement
	Japan

	People
	Professional customer service
	Highly personalised service quality
	Japan

	Process
	Integrated digital shopping
	AI-enabled, mobile-first customer experience
	Japan

	Physical Evidence
	Sustainable retail environment
	Premium experiential retail
	Japan


In general, Adidas is able to balance global standardisation and local adaptation in both markets. Nonetheless, Japan has indicated high levels of marketing localisation in all the seven marketing mix components with great emphasis on product design, promotional communication, customer experience and retail innovation. This will help Adidas to tackle the high consumer demands of Japan without losing its internationally recognised name. Germany on the other hand is more aligned to the standardised global strategy of the company with its main competitive advantage credit sources being performance, innovation and sustainability (Teixeira, Remondes and Zelaya, 2025).
[bookmark: _Toc235395738]5. Market Entry Strategy in Japan 
Japan is one of the most strategic foreign markets of Adidas as it has a high purchasing power, a mature retail market, and an effective consumer of superior sportswear and lifestyle related products (OECD, 2025b). Adidas got into the Japanese market in the 1970s but initially, it ventured the market using local distribution networks later consolidating its footprint by initiating Adidas Japan K.K. which was a wholly owned subsidiary, which did the marketing, retail business and expansion. The company has grown over the years by opening flagship stores, online stores and partnership with popular department stores and other specialty retailers of sporting goods. By 2025, the Japan/South Korea market already provided the company with 14% of neutral growth in terms of currency and the revenue grew to €1.406 billion, which are the results of the successful long-term market development strategy of Adidas (Adidas AG, 2025b).
The key entry mode that Adidas uses is the wholly owned subsidiary and that the company supplements this entry mode with the strategic retail partnerships and distribution alliances. This strategy will allow the firm to have complete brand control, product innovation and customer experience with local market strengths and expansive retail networks. The opening of flagship stores in large cities like Tokyo and Osaka, along with accesses to collaboration with departmental stores and e-commerce platforms, has enhanced brand recognition and impact in the market (JETRO, 2025).
Dunning has developed the OLI Paradigm that can be used to explain the effectiveness of this strategy. Adidas has good Ownership strengths such as world brand equity, technology and marketing skills. Japanese owns desirable Location factors, including wealthy consumers, robust digital infrastructure and strong demand of high-quality sportswear. Having a wholly owned subsidiary also enables Adidas to enjoy the benefits of Internalisation by securing its proprietary technologies, guaranteeing the same quality product and exercising strategic control (Clark and Porter, 2020). On the same note, the Transaction Cost Theory would indicate that the internalisation of operation saves on cost of coordination and ensures protection of intellectual property than using independent distributors only. Moreover, Internationalisation Theory shows that Adidas progressively became more committed to Japan through decline to direct investment by gradually developing its operations which started as a distributor into direct investment as the market deepened their knowledge and consumer demand (Solberg and Durrieu, 2022).
Although these have advantages, the strategy would entail heavy investment cost, complexity in operation and susceptibility to fluctuations in the exchange rate. However, the fact that Adidas has been growing its revenue, broadening its omnichannel network and maintaining its premium brand status is a testament to the fact that its market entry strategy has been incredibly effective in providing a sustainable competitive advantage in the Japanese market with its highly developed sportswear segment (METI, 2025).
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[bookmark: _Toc235395844]Figure 4 Adidas' expansion timeline in Japan
Source: Self-made
[bookmark: _Toc235395739]6. Ethical Issues in Japan 
Business in Japan means that Adidas has to be very ethical since consumer attach great value to corporate responsibility, product quality and transparency. Although Adidas has achieved a lot under its Environmental, Social and Governance (ESG) towards the aim of being profitable without compromising on good business practice within the global supply chain in which it operates, there still exists ethical issues that it needs to balance between the need to make profit and to operate a responsible business within its global supply chain (OECD, 2025a).
Ecological sustainability is a key ethical concern. Adidas has invested in carbon emission, the utilization of recycled materials, and enhancement of resource efficiencies. Nevertheless, the Japanese buyers are more demanding single measures of environmental performance as opposed to corporate pledges. As a result, the differences between the sustainability claims and real environmental performance might put the company in the danger of being labeled as a greenwash, which can damage consumer confidence (Adidas AG, 2025c).
Social standards in labour and transparency in supply chains also need constant monitoring. Despite the fact that Adidas publicly disclosed the information about the suppliers and performed frequent inspections of their factories, the global sourcing network still faces the threat of labor rights violations, especially on the part of third-party manufacturers. Adidas should also be careful not to harm its reputation through any compliance programmes because Japanese consumers have linked the brand of ethical production to high-end products (Adidas AG, 2025f).
Another challenge is fair pricing. Adidas in Japan pursues the high-end pricing, determined by the innovation, exclusivity and product quality. Although this approach is economically viable, when mark-ups on the limited-edition products are high, this might create a sense of unfair prices and accessibility will be lowered by certain groups of consumers. On the same note, advertising ethics need to be handled with care since celebrity endorsements, influencer marketing as well as digital campaigns should be clear and should not make any false promotional intentions. It is important in terms of long term credibility that Adidas Japan adheres to the strict consumer protection regulations in the country (World Economic Forum, 2025).
[bookmark: _Toc235395755]Table 7: Ethical Evaluation of Adidas in Japan
	Ethical Issue
	Evidence
	Impact
	Adidas Response

	Environmental sustainability
	Carbon reduction and recycled materials initiatives
	Strengthens reputation but creates greenwashing risk if expectations are unmet
	Science-based climate targets and sustainable product innovation

	Labour standards
	Global supplier audit programme
	Potential reputational damage from supplier misconduct
	Supplier code of conduct and independent monitoring

	Supply chain transparency
	ESG reporting and supplier disclosure
	Enhances stakeholder trust
	Increased transparency and traceability initiatives

	Pricing and advertising ethics
	Premium pricing and influencer marketing
	Consumer trust depends on fairness and transparency
	Responsible marketing policies and regulatory compliance


Altogether, Adidas shows a profound engagement in ethical business operations in Japan provided by the detailed report of ESGs and governance framework. However, to keep consumer trust, improving the transparency of supply chains on a constant basis, a quantifiable sustainability performance, and responsible marketing is essential since ethical performance could be measured by quantitative rather than purely corporate performance (Adidas AG, 2025d).
[bookmark: _Toc235395740]7. Recommendations 
Adidas needs to expand its competitiveness in Japan through three strategic enhancements. First, the company is to leverage AI-based localisation, i.e., personalized products recommendations, digital marketing campaigns and product assortments of local relevance, to lock-in closer to Japanese consumer preferences. Second, Adidas must increase sustainable product development by increasing the use of recycled materials, public labelling of carbon and initiatives of the circular economy in order to meet the growing consumer needs on quantifiable environmental performance, and not for the broad claim of sustainability. Lastly, the company ought to enhance its omnichannel ecosystem further by enhancing the functionality of mobile apps, AI-powered reward schemes and smooth click-and-collect options that combine internet and brick-and-mortar shopping experiences. All of these would make customer contact more effective, bolster brand loyalty, increase ESG credibility, and customer satisfaction and form a lasting competitive edge within the highly developed sportswear that is popular in Japan.
[bookmark: _Toc235395741]

SECTION 2: Reflective Account (Gibbs Reflective Cycle) 
[bookmark: _Toc235395742]1. Description 
This report made me follow a rather extensive comparative study of the international marketing approach of Adidas in Germany and Japan. The research procedure was based on gathering the current data of academic journals, company reports and trusted worldwide databases, such as the Adidas Annual Report, World Bank, IMF, OECD and Statista. I examined the external business environments with the PESTEL framework and Andrew Hofstede Cultural Dimensions and compared international marketing mix (7Ps) and the Segmentation, Targeting and Positioning (STP) strategy adopted by the company. Moreover, I assessed the entry strategy of Adidas to Japan through an established global contemporary business theory and analysed ethical concerns applied in sustainability, labour standards and transparency of supply chain operations. My goal during the project was to combine theoretical information with evidence of real business in order to form a balanced and evidence based analysis of the international marketing strategy of Adidas in two economically developed, yet culturally dissimilar markets (Gibbs, 1988).
[bookmark: _Toc235395743]2. Feelings 
When I started the assignment, I was quite confident about my ability to analyse Adidas since it is a globally familiar organisation, and lots of publicly available data is available on the topic. The task was also challenging to me, however, since the assessment demanded a comparative instead of a descriptive analysis. Rather than talking about Germany and Japan separately, I was forced to draw the comparison between both countries throughout always in connection with how Adidas has been able to market itself. The other issue was the choice of the latest and valid data available through various international sources and consistency across the report. It was also hard to reconcile the theoretical models with empirical evidence in the business without surpassing the necessary word volume. My confidence grew with time as the research went on since I had greater knowledge of the ideas of international marketing and that I felt more at ease combining the theory of various forms of organisations with the actual practice. This experience also boosted my writing confidence, as well as my analytical thinking.
[bookmark: _Toc235395744]3. Evaluation 
There are a few elements in my approach that worked during this assignment. The fact that I have used several high-quality academic and industry sources have enhanced the reliability and credibility of my analysis, as it allowed me to present a position and support the arguments with latest evidence (Ross, 2024). The use of existing models like PESTEL, Cultural Dimensions as proposed by Hofstede and the use of STP and the 7Ps marketing mix has given a methodological way of comparing Germany and Japan systematically. My analysis of the market entry strategy used by Adidas was reinforced by the fact that I was able to include the international business theories such as the OLI Paradigm developed by Dunning and the transaction costs theory. Moreover, the comparison instead of description of the two markets assisted me in building better critical thinking, and created a more mirrored analysis. However, I realised that it was essential to prioritize the use of a large amount of quantitative data, theoretical frameworks and real-life examples as I had a limited amount of words to write. This emphasized the need to be concise in academic writing and at the same time have depth in analysis and logical consistency.
[bookmark: _Toc235395745]4. Analysis
Through reflection on this assignment, it is clear that effective research methodology and critical analysis can help to come up with a high quality international marketing report. A systematic approach to research was followed by me and I gathered information on peer-reviewed journals and company reports and recognised international organisations as opposed to using one source. This method enhanced objectivity of my results and allowed me to compare economical, cultural and marketing climate.
As the assignment progressed, critical thinking became all the more significant as I had to compare the impact of environmental and cultural differences on the strategic choices of Adidas instead of merely characterizing each of the markets. To take an example, using the Cultural Dimensions developed by Hofstede helped me to understand why Japan needs more marketing localisation than Germany, whereas the PESTEL framework helped in understanding how political, technological and legal environment influences international marketing decisions. Equally, the use of the OLI Paradigm and the Transaction Cost Theory by Dunning reinforced my insights into the reasons behind Adidas having a fully owned subsidiary in Japan as opposed to solely depending on third parties to promote their products to the Japanese market.
The assignment helped me also to learn how to analyze academic literature critically. Instead of dealing with the sources in the same way I compared reports of the companies with independent international data to come up with balanced conclusions. The choice of the right theoretical frameworks also turned out to be significant since all theoretical frameworks had different questions of strategies. PESTEL described the macro-environmental forces, Hofstede described the differences in culture, the 7Ps described marketing implementation and internationalisation theories described foreign market expansion. The integration of these often-conflicting theories has resulted in a whole picture of the international marketing approach that Adidas operates and has shown that theory has the potential to be a useful tool to business decisions (Le et al., 2025).
[bookmark: _Toc235395746]5. Conclusion 
On the whole, the given assignment helped me to develop my vision of the international marketing strategy and the value of adjusting business activities to various national settings. I also learned that effective international marketing entails organisations to strike the right balance between global brand uniformity and responsiveness to the local market. It was also revealed in the project that making decisions based on evidence requires the use of dependable research, the accurate assessment and proper use of the theoretical frameworks. Above all, I gained a lot more confidence in comparing international markets, assessing strategic choices and making business recommendations that could be supported academically instead of having to rely solely on a descriptive discussion.
[bookmark: _Toc235395747]6. Action Plan 
To enhance my future academic success, I will proceed with developing new skills in high levels of research and critique using a larger scope of peer-reviewed sources and international business databases. I will also focus on improving my capacity to have theoretical frameworks and organisational evidence of reality in a more convincing manner. The quality of my work will also increase by developing my writing of arguments with better clarity, good critical analysis and making my writing to be more concise. Last but not least, I will continue to learn about international marketing, digital transformation and cross-cultural management to become strong enough to effectively analyse global business issues and create more valuable strategic recommendations in the further tasks.
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Figure 4.1: Price Positioning Graph Comparing Adidas in Germany and Japan
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[ Overall Insight: Adidas adopts a premium pricing strategy in Japan with higher perceived value, while in Germany it maintains J
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Figure 4.2: Distribution Channel Flow Diagram
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Flow Summary: Adidas ensures efficient product movement from manufacturing to consumers through a well-integrated distribution
network and multi-channel retail strategy, ensuring availability, accessibility and excellent customer experience.
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Figure 5.1: Timeline of Adidas’ Expansion in Japan
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\ Key Insight: Adidas’ long-term commitment, localisation and omnichannel strategy have enabled strong growth and a leading
aﬁ% as position in the Japanese sportswear market.
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Figure 2: Radar Chart Comparing Hofstede Cultural Dimensions: Germany vs Japan.
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