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[bookmark: _Toc214717933]1. Introduction to the report 
The report will examine the international expensive strategy of Adidas on the challenges and opportunities that are associated with the company entering an emerging economy like that of Nigeria.  Being a multinational corporation in the Global sportswear sector Adidas has significant brand recognition which gives it ownership advantages on innovative technology, a high brand equity and advanced manufacturing method.  Using the ownership, location and internalization model there will be evaluation of the firm’s expansion in Nigerian market whereas the use of a Hofstede cultural dimension model will be done to understand the cultural difference between the home and host country of the company.  This will be very significant and understanding the key differences based upon which strategic adjustments to standard operating procedures can be made to achieve long term operational success and market entry within Nigeria.  
[bookmark: _Toc214717934]2. Benefits and challenges of international operations 
[bookmark: _Toc214717935]a. Explain why your selected company can be designated an MNC/TNC
Adidas is a multinational corporation and to some extent a transnational corporation as well being founded and headquartered in Germany. The company has been operating on the global level offering its products in more than 160 countries (World Economic Forum, 2025). The organization has been developing, designing, sourcing and manufacturing the products all around the world.   Adidas is an organization that has a globally dispersed operation with the Global sales footprint of 23,683 million in the year 2024 (Adidas, 2024). Globally supply chain Network and Sourcing strategy has allowed the company to achieve its multinational corporation status although as a transnational Corporation the organization has a size not just being present in many countries but integrating its operation across borders leveraging from global efficiency and economies of scale.  Adidas has shown these features of global integration with local adoption in markets like that of China and India. An example of this is the Global operation managing production planning, sourcing and distribution in China to create an end to end model of selling its product to shorten the lead time. Global brand recognition and leverage also provide the organization with a global brand with increasing value and customer recognition.  Global recognition or the brand commands premium leverage and marketing campaigns so that the bargaining power within the retail sector is improved. The large retail footprint of Adidas makes it a multinational and transnational company. Diversification of the organization in many markets allows the company to spread the risk of economic cycle regional downtowns, currency fluctuation and regulatory changes as well as helps in stabilizing the revenue generated by the company. This is when one region underperforms the Global operation it is offset by another region. The Global operations of the company allow us to understand various market Trends consumer behaviour and Technology which is very significant in product development and marketing. This is the ‘glocal strategy’ followed by the company which includes Global scaling and local adaptation (Schmidt-Devlin et al. 2022). It must be considered that the organization is learning beyond borders and is using cross border knowledge to benefit the companies multinational and transnational operation. \
[bookmark: _Toc214717936]b. Summarize the nature of the company’s global operations focusing on the different important aspects of the value chain
Considering the value chain there would be examination of the organization's Global operation.  The value chain of the organization comprises research development, Sourcing, production manufacturing distribution, financing and managerial function. 
1. Research and development: Research and development is an integral aspect of the value chain where advertising focuses more on the following in its Global operation.  The organization is focused on development of Ideal infrastructure system and process to enable Innovation and sustainable manufacturing capability. An example of this is the companies technological innovation which includes boosting Cushing 3D printing and speed factory concept (Adidas, 2024) 
2. Sourcing: Adidas has been Sourcing in a highly globalized environment where Vietnam has rebated its largest Sourcing country with 27% of materials being sourced from the following, followed by Indonesia at 19% and China at 16% (Adidas, 2024). The organization has shown almost hundred percent of production from independent manufacturing partners which are spread across the world but travelling focused in the region of Asia.
3. Production: The organization outsources its production from independent manufacturing partners the company offers specification Monitors product control while benefiting from the manufacturing scale cost advantage that is offered by Asian countries. In order to shorten the lead time the organization has focused upon the aspect of country for country production so that the\ item is manufactured and sold in the same country (Aragon-Guiller and Barnett, 2024). This not only saves time but also sends better pricing for the product.
4. Distribution, sales and marketing: The distribution sales and marketing of the organization is a critical function in the value chain that allows the company to convert the brand desire in business growth example of this is Adidas ramping up its E-Commerce business and having  more than 1500 retails stores in the Global scale.  The company has leverage from its brand stores, wholesale channels and eCommerce that has enabled them to serve their customers across every country (Duckworth, 2022).
5. Financing: At the global level the organization is offering annual reports managing Global operations and also carrying out corporate governance activities to maintain the interest of stakeholders and follow the shareholders wealth maximization policy.  The organization operating at the global level access to different capital markets offers Global brand licensing and partnership to make sure that there is risk diversification.
6. Value chain integration:  Adidas Global operation function is managed at multiple stages of the value chain. The centralized Global coordination of value chain activities helps in local responsiveness in the market and maintenance of hybrid Global integration with local adaptation (Fuchs,  2022) 
[bookmark: _Toc214717937]c. Identify the different entry modes used by the companies in entering the different international markets 
Adidas as a global brand has used multiple modes of entries depending upon the market Regulation and strategic context.  Licensing and franchising is an evident mode of market entry that has been used by Adidas market to offer lessensing agreements so that they are able to access the market in a cook and fast weather with low amount of investment.  An example of such a market entry is the entry of Adidas in India with licence agreement with Bata India (JK and Mokshita, 2025). It is to be understood that the organization used franchising to make sure that local regulations and Markets can be exploded whereas it will also require lower investment. Exporting and distribution agreements were also a very significant method of market entry that has been used by the country where brands like Adidas have been exporting products from regional manufacturing sides to foreign markets by accounting local distributors.  The organization went and carried out joint ventures in markets where there was high investment regulation and requirement for commitment (Aversa et al. 2021).  Adidas, using joint ventures, was able to enter markets of Asian countries setting up Wholly owned subsidiaries in many core markets with direct control of operation. The organization in markets of Europe, North America and China used only on subsidiaries flagship stores at company stores to have full control of the brand.  The organization was able to control the product and its positioning to operate in a highly competitive market. 
The dominant entry mode that Adidas has used includes a mix of modes where company owned retail operations combined the Outsourcing manufacturing and global Sourcing in terms of market entry boards franchising became the dominant market entry mode for Adidas.  The brand Global footprint and need of Control for brand and customer experience are significant reasons because in  mature markets direct investment and joint ventures prove to be very important methods of market entry (Liu et al. 2025). Adidas mostly follows the hybrid strategy but has a high Reliance support direct investment and wholly owned operations in major markets. 
[bookmark: _Toc214717938]d. Explain the key benefits obtained by the company from its international operations
One of the key benefits that Adidas has obtained from International operations is access to larger market and revenue growth.  The company has been able to operate in 160 countries which has ultimately allowed the comparative to have improved revenue beyond domestic and regional constraint. Economies of scales and cost efficiency are another benefit that the organization has been able to achieve with its International operation as it has allowed the organization to produce volumes and outsource manufacturing to low cost countries reducing unit cost. The Global Outsourcing to optimise supply chain and agility is another International operation benefit generated by the company that allowed the organization to have flexible sourcing, cost arbitrage and shorter Lead time.  The organization has also benefited from global brand recognition and leverage because of its Global operation.  As it is globally recognised they have getting power with retail partners. Through operating on the international level it has been able to diversify its risk to stabilize the revenue and Profit margins.  The access to multiple markets allowed it to maintain regulatory changes, currency fluctuation and regional down turns. Organization through its International operation has also been able to learn knowledge from cross border operation which has improved its innovation research and it is able to improve its research and development to stay ahead of the competitors. 
[bookmark: _Toc214717939]3. Critically discuss how the OLI factors (Ownership, Location and Internalization) impact the international market entry mode
The paradigm of OLI (Ownership- Location- Internatilisation) is also known as the eclectic Framework, which is an effective theory that helps in explaining how the transnational and multinational corporations choose their International Strategies for market entry (Batschauer et al., 2022). Looking at the company Adidas, which is the German headquarters company with a strong Global valuation, it has also become clear that OLI  factors play an important role in providing shape on how the company decides to enter and emerging markets like Nigeria. It is also evident to understand that each part of the OLI paradigm, like the ownership advantages, Location advantages, and the internalization advantages, works together to influence the most effective as well as suitable entry mode for the Adidas company.  The current section explains the three factors that guide Adidas in choosing the best way to enter Nigeria, which is an emerging economy where the company does not have any detailed established presence. 
Ownership Advantages 
The ownership advantages refer to the specific strengths, assets, managerial experience, brand equity and technological abilities of the firm, which provide Adidas with an advantage over the local businesses in countries like Nigeria. It is also necessary to understand that it has a strong proprietary Technology know-how that includes Primeknit Technology, Boost Cushioning, Sustainable Materials, and 3D printing. These innovations that have been mentioned take a lot of research as well as money for developing, and they can also be beaten easily in the markets with weak regulations (Cui et al., 2024). Due to these factors, Adidas will prefer the entry modes that provide great control over its own Technology. As per the internalization theory, the companies also avoid licensing when there is a single chance of losing their competitive advantage through the leakage of knowledge. If the technology of Adidas is being licensed to the Nigerian firms, it will also risk imitations as well as loss of its unique value. This simply means that Adidas will not want any low control entry modes that include simple franchising or licensing. 
Adidas also has a strong brand equity, knowledge of design, expertise in supply chain, along with a Global marketing reputation. These types of ownership require protection as the brand depends on Swift control for maintaining its premium image on a global scale. Therefore, if a low control entry mode in Nigeria is being used by Adidas, like weak oversight with franchising, then it risks damage to its brand through poor quality of service, imitation, or products. Hence, ownership advantages encourage Adidas to choose high control entry modes like carefully designed joint ventures or owned subsidiaries. These options also allow the company to protect its Technology, keeping a strong control over its operation and security brand identity. 
Location Advantages
The location advantages in Nigeria are also effective for shaping the entry strategy of Adidas.  Nigeria is one of the most populous countries in Africa, with more than 200 million people, along with a young population and a rapidly growing number of people who are living in the cities (Worldometers, 2025). These factors create a strong market demand, especially among the young generation who are highly engaged in sports, global brands, and streetwear fashion. The Youth Culture of Nigeria also aligns well with the product categories of Adidas, like the lifestyle shoes,  sports apparel, and athletic footwear. Nigeria has also seen a rise in e-commerce platforms like Jumia and the wide use of smartphones.  This growth also offers opportunities for the Adidas company to use both the offline and online retail channels.
Apart from the advantages that have been given in the above, Nigeria also has various types of challenges. For instance,  the country also suffers from weak infrastructure, like poor transport networks and unreliable electricity, along with bureaucratic delays and import dependency in the process of business. Corruption seems to be another challenge that increases the complexity and cost of doing business in the country. The economic and political instability is also at risk, and these factors together make it difficult for the Nigerian market, with high uncertainty and high potential. The Global operations of Adidas also depend heavily on outsourcing production to countries like Vietnam, Indonesia, and China in Asia (Hikmah, 2025). Nigeria, on the other hand, also does not have the advanced manufacturing facilities, experienced labour force, or any efficient logistics system that is required for the company's quality production.  It is also not a suitable location for production-seeking or any efficiency-seeking FDI. In this context, it may also be stated that Adidas needs to continue its production in Asia, and it will focus on distribution, marketing, and retail in Nigeria. Based on the mentioned factors, the possible mode of entry includes joint ventures with any strong Nigerian retail partner, strategic alliances for the distribution, as well as e-commerce and flagship stores that are wholly owned.
Internalization Advantages
An important role is also being played by internalization advantages in the entry strategy of Adidas. It has been stated by the internalization theory that companies prefer to keep certain activities within the firm while using external partners to create a lower cost of transaction or risks.  In Nigeria, licensing or franchising will require heavy monitoring to ensure the franchises follow quality standards, along with protecting the intellectual property rights and maintaining the guidelines of the brand (Okonkwo and Yaqoub, 2022). Additionally, Nigeria also has a huge counterfeit market in cities like Abuja and Lagos, which increases the risk of poor customer experience and brand dilution. If Adidas licenses distribution or production, then it may also lose control of its premium brand positioning. 
In addition, due to this factor, Adidas is also likely to choose an entry mode that will allow the business to internalise important activities like marketing control, protection of brand, and quality management. However, the full internalising operations also require wholly subsidiary that is phone, which is risky and expensive due to the regulatory challenges, high cost of operations, and unstable currency in Nigeria. Therefore, a joint venture is effective for reducing these types of risk that will also let Adidas control the strategic functions, while on the other hand, the Nigerian partner will be handling local distribution as well as regulatory issues. 
[bookmark: _Toc214717940]4. Conduct a critical evaluation of how cultural differences between the home country of your selected company and the chosen emerging economy 
Cultural differences are essential for shaping the international strategies of business of multinational corporations.  It is necessary to know that when a company is entering into a foreign market, along with having very different cultural values , it must carefully address its strategy. Using the ideas of Hofstede’s Model of National Cultures frameworks, the section will explain how the cultural differences between Germany (home country of Adidas) and Nigeria (chosen emerging economy) affect the market entry strategy of Adidas, along with its long-term success in Nigeria (Muleya et al., 2023).
Nigeria and Germany have differential cultural characteristics, as Germany has high individualism, low to moderate power distance, along with strong uncertainty avoidance. Additionally, Germany also has high masculinity and long-term orientation (Gerlich, 2023). In contrast to Nigeria, it has been found it has high collectivism, moderate uncertainty avoidance, high power distance, high context communication, short-term orientation, and also strong respect for the hierarchy. These differences also influence the decision of Adidas regarding market entry mode, advertising messages, style of Management and how the company will be interacting with the customers. 
Power distance is one of the essential cultural dimensions in Hofstede’s Cultural Model. It is evident to understand that Nigeria has a high power distance score as compared to Germany, which means that the hierarchies, social ranking and authority are accepted in Nigerian society.  The business decisions are often made by the senior executives in Nigeria, and people also prefer dealing with the figures of high-level authority (Oluwayemisi et al., 2025). On the other hand, Germany has the flatter organizational style, which also has equal communication levels between. Therefore, if Adidas is entering into the Nigerian market through a holy old subsidiary, then it also may face cultural problems as the German manager expects open communication as well as shared decisions. whereas Nigerian partnerships also expect top-down leadership. One of the most suitable strategies will be a joint venture with the Nigerian partner, as it will align better with the local preferences for hierarchy. Additionally, the local partner will be understanding how to interact with the government officials, community stakeholders, and business leaders in a more culturally appropriate manner.
Individual versus Collectivism is another major cultural difference, as in Germany, it is highly individualistic, where German consumers value personal success, self-expression and independence. The global marketing messages of Adidas, like ‘Impossible is Nothing’, fit properly with the individualistic cultures as they focus on personal goals as well as personal efforts (Adidas Group, 2021). However, Nigeria is more like a collectivist where the people value family, group identity, community, and working together. This also means that it is necessary for Adidas to adapt its marketing strategy in Nigeria. It is also important for the company to promote the themes of teamwork, community sports, and unity along with collective progress. Also, stories that will show shared success along with local athletes who will inspire the communities. 
Another cultural difference is the communication style, where Germany is a low context culture, which means that the people communicate clearly and directly using straightforward messages and explicit words. Nigeria, on the other hand, is a high context culture where it relies more on the body language, social context, relationship and tonality for understanding meaning (Uwatt et al., 2023). It is necessary for Adidas to adapt relationship-building Strategies and emotional appeal. Community leaders, football icons, respected cultural figures and social influencers need to be part of the communication strategy of Adidas. 
Uncertainty Avoidance is also one of the important cultural dimensions, as the Germans have high uncertainty avoidance, which means that the organizations of Germany plan predictability, rules and structures. Moderate uncertainty avoidance can be found in Nigeria, but it also operates in a business environment where the Institutions and rules are something that is unpredictable.  Sudden shifts in policies, changes in currency and irregular enforcement of regulations are very common in Nigeria. This type of cultural difference also supports the need for the local partner who will understand the Nigerian environment and can easily adapt. Therefore, a joint venture will allow Adidas to combine the German planning and system with the local experience and flexibility of Nigeria. 
The Masculinity versus Femininity Dimension of culture is also effective in the business strategy, where the masculinity score of Germans is high, which matches the emphasis on achievement, competition, and performance of Adidas. Nigeria leads toward masculinity, but success is often expressed through style and prestige, along with visible status. The urban Nigerian consumers value Premium products, which show social identity. This also means that Premium list products, stylish lice style sneakers, as well as limited edition Adidas nights perform well in the major cities of Nigeria like Abuja and Lagos. 
Religion also plays an important role in Nigeria, unlike Germany, where the society is much more secular. The strong Christian and Islamic influence in Nigeria shapes the be, colour pre, preferences, modesty Expectations, and also habits of holiday shopping. Hence, Adidas needs to offer modest sportswear options, marketing campaigns, and also culturally appropriate designs that respect the value of religion. If these factors are ignored by the company, then the brand might also struggle to gain trust and acceptance in the Nigerian market. The HR practices and staffing are also affected by the cultural differences ERPG model Adidas also uses ethnocentric and geocentric. However, in Nigeria, a polycentric orientation is more suitable due to high cultural distance (Alugbuo et al., 2022). The local managers also understand consumer preferences, style of negotiations, and cultural norms of Nigeria in a much better way. 
Consumer behaviour is also influenced by the culture, as Nigerian consumers value social influence, visible identity, and brand reputation. Adidas should also work with cultural icons, local celebrities, footballers, and musicians. Making a partnership with the local League of football, along with the community Sports program, will also strengthen the brand appeal as football is extremely popular in Nigeria. Overall, the cultural distance requires Adidas to adapt, manage and produce products, for which strategic alliances, such as joint ventures, will be effective to achieve this goal. The success factor in Nigeria also depends on strong local responsiveness, along with strategies that are culturally informed. 
[bookmark: _Toc214717941]5. Critically discuss and recommend three major adjustments
In order to expand into an emerging economy requires a multinational company to understand the competitive landscape, the attributes of the host country, and the implication of cultural differences.  In accordance with the ownership location Internalization, it can be stated that ownership advantage through proprietary technology is an increasing use of Sustainable materials improves the capability of the company to maintain International competitiveness,  differentiation and product leadership. The capability of the organization is coupled with the Global brand equity design experts and strong retail presence which justifies its outward expansion in new markets like that of Nigeria. 
Nigeria's location advantage is attractive because of its demographics and economic potential.  The organised ratio will be entering a market which has over 200 million populations and is also the Population of the youngest media age. It should be considered that Nigeria must be considered as an expanding consumer market with growing interest in pleasure fashion sports wear and footwear. Rapid urbanization and digital penetration would be very important in key cities of Lagos and Abuja giving the firm a significant start, targeting a population which is experiencing rising aspirations. The presence of a strong sporting culture will position Adidas and help in carrying out sports marketing partnerships with retail concepts. The presence of strong Sporting culture, specifically football, will offer Adidas a significant opportunity to enter a sports footwear and apparel retail concept.
The internalization advantage perspective shows that the firm it analyzed key operations and external contracts with arrangements have high transaction cost risk of knowledge leakage and reduced control.  The technology has been identified to be proprietary and needs safeguarding which is why outsourcing production of advanced technology footwear to inexperienced local partners in Nigeria leads to intellectual property loss, brand erosion and poor quality.  Supporting external partnerships with local franchise operators and distribution will help in mitigating local challenges and reducing liability. Adidas must make a hybrid balance of internalized brand critical competencies by leveraging local partnership, distribution, sponsorship and retail. 
Cultural differences will have a direct impact on the international strategy and operational success of Adidas. Adidas' home country is Germany and the country in which it is trying to expand is Nigeria, illustrating essential contrast in shaping the entry mode, leadership behavior marketing and consumer engagement. Germany's high individualism, low to moderate power distance, high uncertainty avoidance, high masculinity and long term orientation determine the organizational operations and value chain. This is why the company has a transparent sector database decision making and low tolerance for ambiguity and efficiency. On the other hand Nigeria has high collectivism, high power distance, short term orientation, moderate uncertainty avoidance, high context communication and strong respect for hierarchical structures.  Hence the collective story orientation of Nigeria emphasis on group relationship, emotional appeal and community identity.  Long term higher structure and promotional expectation are different from the flat organization culture that the company follows in its home country.  In Nigeria people and consumers respond effectively to social influence marketing particularly through ambassadors, sports personality and cultural icons. 
Recommendation 1: Standard operating procedure adjustment in leadership organizational culture and human resource must be done.
The organization needs to adopt a localised management structure because Nigeria has a high power distance culture and collective social structure which is different from the home country culture that is present within the operations of Adidas.  Based on the discussion above due to high power distance in Nigerian culture and collectivist social structure the leadership must move away from the home country's flat, meritocratic and individualistic orientation.  Nigerian employees typically expect authority figures to maintain leadership roles and demonstrate directions.  Hence based on the following Adidas must revise its SOP related to recruitment induction, communication, conflict management and decision making. The key recommendations for the following alignment would be to prioritize recruitment of Nigerian managers that have cultural knowledge and social capital.  The organization must conduct training of cross cultural leadership and communication making sure that there is improvement interest and relationship oriented management (Nguyen et al. 2024).  It must be considered that implementation of employee performance systems would help in incorporating team based recognition rather than individual competition.  Expectation could be achieved through focusing on CSR. The following change will protect Adidas from internal friction and also and has the internalization advantages making sure that there is core operational control building legitimacy through cultural embedded local leadership. A more culturally aligned management system would improve staff retention, brand credibility and consumer engagement which is very important in the market of Nigeria. 
Recommendation 2: Adjustment to marketing branding and communication must be done to adopt with localised high context communication strategy
Germany which is the home country of Adidas has a low context fact based national marketing whereas in Nigeria there is a requirement of emotional implicitness which is why narrative driven communication is grounded with cultural symbolism and personal identity.  For the Nigerian audience, the Global message is effective in nature because it is not emotionally resonating. In order to make the following adjustment to the standard operating procedure the advertisement must be done through storytelling, music and symbolism which would reflect in Nigerian identity rather than a standardised message. In this way there would be emotional connection created with the Nigerian audience attracting them towards the brand and its product.  Partnering with Nigerian sport icon influences and musicians will be very significant in order to develop community trust.  This can include the football captains and Afrobeat celebrities making sure that there is higher awareness and reliability of the brand that is being promoted. It should be considered that localized campaign messages would determine the cultural identity, community achievement and passion rather than offering performance analytics of the products that are being offered to the market (Chen, 2023).  This will help in creating a high resonance and emotional connection with the audience making sure that the communication attracts and relates to the Nigerian people.  Lastly, the grassroot football initiative is a very significant way of aligning to the community values and improving marketing and advertisement of the product. This would allow the organization to gain ownership advantage of brand equity while leveraging Nigeria's location benefit where marketing can be adapted to mitigate cultural misrepresentation.
Recommendation 3:  Adjustment in market entry mode and supply chain function
Internalization theory suggests that Adidas must maintain control over the proprietary technology but must externalize the non-core operation which will help in reducing logistical risk cost and liabilities that are associated with uncertainty.  Entering Nigeria through a Wholly Owned subsidiary would expose Adidas to high complexity and bureaucratic risk. Instead it must carry out a joint venture and franchise retail model allowing local insight and resource management while preserving the control over brand standards and product integrity. The critical recommendation is to partner with experienced Nigerian retail groups that have established distribution networks.  There must be integration of strict standard operating procedures so that there is maintenance of retail visibility, efficient handling of products and Governance of price to make sure that there is avoidance of Counterfeit competition. It should be considered that the integrated procedure will help you maintain tight internal control over the detail operations whereas there must be maintenance of eternal control over supplies in planning as well as quality control.  This would make sure that there is efficient management of outsourcing logistics to ensure that the standards of quality are maintained throughout the operations in Nigeria.  Establishment of regional warehouses rather than local manufacturing units would allow the firm to maintain high control over the product quality and distribution.  This will be aligning to the internalization theory which safeguards property technology and brand consistency.  The location advantage of Nigeria's consumer base would be given without any negative exposure to counterfeit competition.  The hybrid model will strengthen competitive positioning and allow the company to scale its business in the future to full ownership as the market predictability is improved.
[bookmark: _Toc214717942]6. Conclusion to the report
Adidas was created and has its headquarters in Germany, making it both a multinational and, to some extent, a transnational firm. The business has been doing business internationally, selling its goods in more than 160 nations. In an increasingly globalized world, Vietnam has emerged as its top sourcing nation, accounting for 27% of materials, followed by Indonesia at 19% and China at 16%. Adidas has an advantage over local companies in nations like Nigeria due to its unique characteristics, assets, management expertise, brand equity, and technology capabilities. These are referred to as ownership advantages. Adidas's entry approach is effectively shaped by Nigeria's location advantages with almost 200 million inhabitants; Nigeria is one of the most populous nations in Africa. Its population is young, and the number of people living in its cities is continuously increasing. Adidas's entry approach likewise heavily relies on internalization advantages. According to the internalization idea, businesses prefer to use external partners to reduce transaction costs and risks while retaining some internal operations (Holubenko, 2024) High collectivism, moderate uncertainty avoidance, high power distance, high context communication, short-term orientation, and great respect for the hierarchy have all been seen in Nigeria. Internalization theory suggests that Adidas must maintain control over the proprietary technology but must externalize the non-core operation which will help in reducing logistical risk cost and liabilities that are associated with uncertainty.
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