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[bookmark: _Toc237027517][bookmark: _Toc237432093]Section 1: International Market Entry Strategy and Marketing Mix
[bookmark: _Toc237027518][bookmark: _Toc237432094]1. Introduction and Company Background
Introduction: This report discusses the comparison of Adidas in Germany and China to study the adaptation of a sports brand in different international situations. It utilises the PESTEL and Hofstede's cultural dimensions, and compares the concepts of segmentation, targeting, positioning and the 7Ps marketing mix. Political, economic, social, technological, environmental, and legal issues are considered, in addition to product width and depth, price, promotion, people and physical evidence. Perceptual map is used to analyse positioning and ethical / unethical marketing practices is analysed in Germany. The analysis recognizes positive and negative, similarities and differences, then makes recommendations and presents a Gibbs Reflective Cycle report of the research process.
Company Background: Adidas was created in 1949 by Adolf “Adi” Dassler (Adidas, 2024) from the small town of Herzogenaurach, Germany with 47 workers. It evolved from performance footwear to a global sporting-goods company supplying footwear, apparel & accessories in performance & lifestyle categories. The mission of Adidas is to be the best sports brand in the world (Adidas, 2026d) and the purpose which serves as the long-term vision is “Through sport, we have the power to change lives” (Adidas, 2026e). Adidas achieved the net sales of EUR 24.811 billion and a currency-neutral growth of its brand of 13% in 2025 (Adidas, 2026a). It continues to have its home market in Germany, while Greater China is an important overseas market. This contrast is ideal for the study of how a global brand can standardise and adapt in two culturally, regulatory and consumer behaviour different markets and maintain the quality, identity and international marketing goals of the brand in both market segments.









[bookmark: _Toc237027519][bookmark: _Toc237432095]2. Comparative Macro-Environment Analysis
[image: How to Conduct a PESTLE Analysis]
Figure 1. Germany: Real Activity
(Source: https://www.ibisworld.com/)
[bookmark: _Toc237432096]2.1 Political Forces
Germany has stable democratic institutions – a good basis for long-term brand planning. But weak disclosure of environmental and labour standards doesn't make political and stakeholder checks on these standards appealing. Germany also generates significant pressure for supply-chain accountability, as customers are now asking for information on environmental and labour standards in the supply chain. Legitimacy can be enhanced through supply-chain transparency, which, however, may not always be high quality due to institutional pressures and management commitment (Fraser and van der Ven, 2022). This is where Adidas thrive when it comes to traceability as a guarantee for product claims and supplier management. On the other hand, if disclosure is not complete, it can easily lead to legal and reputational risk in a highly-transparent home market. International businesses have a larger market opportunity in China, but a more state-controlled political environment. Favourable: policy driven market scale facilitates growth, unfavourable: market scale is policy driven, so policy sensitivity and execution risk increases, necessitating local policy expertise.
[bookmark: _Toc237027521][bookmark: _Toc237432097]2.2 Economic Forces
Despite recent economic weakness, discretionary purchases and premium spending are under pressure in Germany, but the country remains rich. The German gross domestic product (GDP) increased by just 0.2 percent in 2025, two years after the first recession (Federal Statistical Office, 2026). 
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Figure 2. Germany: Real Activity
(Source: IMF, 2026: https://doi.org/10.5089/9798229038546.002)
Although premium sportswear is still a high income segment, with weak growth, it's more critical now than ever to convey value and offer product options that are accessible. The overall economy is not really upbeat, but that does not imply it's bad news for growth. Germany's favourable high income boosts premium demand whilst weak growth makes for value sensitivity.
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Figure 3: Policy measures supported growth in some sectors of the economy
(Source: World Bank, 2025: https://documents.worldbank.org/curated/en/099642407082542793)
China: The overall retail sales were 50.1202 trillion yuan in 2025, which rose by 3.7 percent per year (National Bureau of Statistics of China, 2026). The wearable goods increased 15.7 percent and on-line physical goods sales grew 26.1 percent of consumer goods revenue. Results are positive in the categories. Favourable: category growth, digital growth; unfavourable: prudence of consumers, strong local competition.
In Greater China, Adidas' 2025 growth was thirteen percent, in currency neutral terms, confirming that the company has experienced overall improvement in international markets (Adidas, 2026b). The growth was in Lifestyle (double digits) and Performance (double digits) and there was also some strong growth in Running and Football. While Germany has experienced developed premium demand, China has greater category growth but with more execution risk. Germany is in need of more defensive value investments whilst China needs more adaptive growth investments.
[bookmark: _Toc237027522][bookmark: _Toc237432098]2.3 Social and Cultural Forces
Sport, fashion, digital engagement and internationally recognized brands are the important elements for both German and Chinese consumers, but with different cultural values. While country averages cannot accurately predict every individual consumer's behaviour and innovation, cultural orientations do (Escandon-Barbosa et al. 2022). However, Hofstede offers a helpful background to the study of purchasing behaviour, and not a definitive answer. Adidas need to use cultural interpretation in conjunction with behavioural data and consumer research.
Germany: Hofstede shows less power distance and higher individualism, which are characteristics of being autonomous and using direct evidence of product. Advantage: this will aid them to prove their performance and express themselves. Disadvantage: independent customers might pay closer attention to unsupported claims of the brand and/or sustainability (Leonavičienė and Burinskienė, 2022).
China: Collectivism and long-term orientations are related to the influence of the community and narration of relationships. Advantage: If local creators and community stories can contribute to relevance, this can be strengthened. Disadvantage: superficial localisation or culture insensitive symbolism can harm the trust (Leonavičienė and Burinskienė, 2022).
[image: ]
Figure 4: Hofstede comparison: Germany and China
(Source: The Culture Factor, 2026: https://www.theculturefactor.com/country-comparison-tool?culture1=42&culture2=91)
The usefulness of Hofstede lies in his offering a common jargon for cross cultural analysis of cultural tendencies in a given international context. The research results from abroad support the idea that cultural dimensions can be used to help analyse the management within different institutions (Leonavičienė and Burinskienė, 2022). Like national scores, however, regional and generational and social differences within large, diverse populations may be obscured. Adidas should thus rely on Hofstede in addition to the interviews conducted locally, social listening, evidence from sales and behavioural research conducted at the segment level.
[bookmark: _Toc237027523][bookmark: _Toc237432099]2.4 Technological Forces
Germany: E-commerce, Apps, customer data and connected retail are becoming more and more important to Adidas. Channel consistency and channel seamlessness have been found to enhance customer experience (CX) in omnichannel research (Gao and Jiang, 2024). German consumers are looking for integration on a website, in-store, membership, delivery and returns. Favourable: consistency across all channels - seamless; unfavourable: out-of-stock, wrong pricing or information on services can quickly diminish convenience and trust.
China: Platform ecosystems integrate discovery, entertainment, interaction and livestreaming and purchasing. Local initiatives can be tested by Adidas in a short time and domestic competitors can respond via shorter commercial cycles. Favourable: local platforms will need to partner more effectively, as will mobile commerce; unfavourable: fast local platforms will put added pressure on execution. Data governance is still vital as digital expansion is not possible without irresponsible consumer profiling.
[bookmark: _Toc237027524][bookmark: _Toc237432100]2.5 Environmental Forces
Germany: The apparel industry is plagued with issues with materials, manufacturing, packaging, durability and marketing claims. The sustainable apparel purchase intention is affected by environmental consciousness and perceived value and perceived risk (Lin and Chen, 2022). There is a growing demand for substantiation by German consumers for environmental claims. Likely: Credible sustainability can make the difference for Adidas, unlikely: Unsupported claims create trust and regulatory risks. Product sustainability ought to thus be related to measurable effects.
China: As consumers are interested in circular products, design desirability and trust are still important. The trust and purchase intention for upcycled clothes can be influenced by green brand stereotypes (Pang et al. 2022). Favourable: interest in the creation of circular products on the rise; unfavourable: sustainability challenges fashion, performance and value expectations. It is logical for Adidas to link successful environmental gains with appealing products.
[bookmark: _Toc237432101]2.6 Legal Forces
Germany: The new EU Regulation (European Commission, 2024) on Digital Product Passports will allow sustainability information and future product compliance. Favourable: Transparency can be improved through credible transparency which can increase the differentiation and customer trust. Unfavourable: Compliance costs are increased due to compliance costs in terms of traceability, redesign, supplier co-ordination and data systems for large product ranges.
China: The data collection, data transfer and data processing are impacted by the Personal Information Protection Law (Calzada, 2022). Favourable: when customers are concerned about data security, a good level of compliance will boost their trust in the platform. Unfavourable: Inability to target aggressively, use customer profiling and move data, can limit data personalisation.
PESTEL Summary: Germany is good for institutional stability, purchasing power, digital information reliability and sustainability credibility and bad for low growth and compliance load. China is good for category growth and social commerce and localisation, however it is not favourable for regulatory complexity, and faster competition. Both need to be strong omnichannel performers – Germany has an emphasis on evidence and consistency, and China has an emphasis on speed and adaptation.
[bookmark: _Toc237027525][bookmark: _Toc237432102]3. Comparative Segmentation, Targeting and Positioning
[bookmark: _Toc237027526][bookmark: _Toc237432103]3.1 Segmentation and Targeting
Demographic (age, gender, income), geographic (city/tier), psychographic (sport-fashion/sustainability), behavioural and benefit variables are included among the segmentation variables. Core groups comprise performance, recreational consumer, fashion oriented sneaker buyers, sustainability oriented customers and young, digitally engaged customers. The attitudes and behavioural intentions in emerging markets may be determined by both perceived brand localness and globalness (Safeer et al. 2022). Adidas needs to thus keep their world-class status and make them relevant enough locally for their high-priority target groups.
Germany is in need of deeper segmentation as it is a mature market with well-established segments of sporting, lifestyle and sustainability interest. Social-media behaviour is also relevant for segmentation as the acceptance of shoppable ads varies among the groups of fashion consumers that can be identified (Serrano-Malebran et al. 2023). To make audience precision better, Adidas must merge the loyalty data, sports participation, product preferences, and channel behaviour. This will help minimise waste and maintain a wide presence in key sports and lifestyle sites.
China needs to pay more attention to younger urban consumers, to females, to runners, football fans, the fashion community, and to lower tier cities. 
[image: ]
Figure 5: Market Opportunities Across China’s Apparel Segments
(Source: BCG, 2023: https://www.bcg.com/publications/2023/the-next-decade-of-china-fashion-market)
Brand personality, culture and perceived value can improve customer experience and purchasing intention of Chinese consumers (Zong and He, 2022). Local product stories and creative collaborations then can enhance relevance while not destroying international brand awareness. Prioritisation of segments remains to be different across cities, income level, sport participation and platform behaviour.
[bookmark: _Toc237027527][bookmark: _Toc237432104]3.2 Positioning
German positioning needs to be technically credible, have a legacy of German products, a modern lifestyle, be of football relevance and have a proven track record of sustainability performance. Liu (2022) found that the credibility, attractiveness, trustworthiness and expertise of influencers can impact the intention to purchase fashion products. Rather than being based on celebrity, Adidas should look to athletes and creators who can bring their knowledge and skill to the product, rather than their reputation. Direct communication and product proof can help build the brand's trustworthiness with consumers who are already familiar with the brand.
Local creativity and cultural cooperation and community engagement should be developed in China with regards to positioning. Personal norms and corporate-responsibility expectations could potentially shape sustainable apparel intentions among younger consumers (Lin et al. 2023). Design desirability and performance should thus be enhanced by sustainability. Figure 5 situates Germany in a global direction of standardisation/performance and China in a local direction of adaptation/lifestyle, the latter of which is more important under one global Adidas identity.
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Figure 6: Perceptual map
(Source: Self-developed)
[bookmark: _Toc237027528][bookmark: _Toc237432105]4. Comparative International Marketing Mix
[bookmark: _Toc237027529][bookmark: _Toc237432106]4.1 Product
In Germany as well as in China, product-mix width refers to footwear, apparel and accessories, and depth to football, running, training, Originals and lifestyle variants. Germany's focus is on global performances and heritage ranges; China takes the focus on local design, cultural elements and partnerships with Chinese athletes and designers. The economies of scale are preserved and the local relevance is enhanced, through selective adaptation. Too much localisation will be counterproductive to recognisable Adidas design principles while too much standardisation will be culturally distant in China.
[image: ]
Figure 7: 7Ps framework
(Source: Self-developed)
[bookmark: _Toc237027530][bookmark: _Toc237432107]4.2 Price
Germany employees premium/value-based pricing, and promotions are controlled; Adidas Germany, 2026, for instance, lists the Adizero EVO SL for €150 on its website adidas.de. This helps to build premium brand equity, albeit with subdued growth, encouraging the need for an affordable entry product. Sustainable fashion consumers might be willing to spend more when environmental value is believable, which means that Adidas should not over discount their products to an extent that encourages customers to put off full price purchases. Adidas China sells the Adizero EVO SL at tiered adaptive pricing, ¥1,199 in China (adidas.com.cn). Price difference is due to local currency, purchasing power, competition and channel conditions. The strategy is to keep the flagship product protected and provide a separate, lower-priced product range to make it accessible to consumers who are price sensitive, but not give any connotation of inferior quality in the China market (Zaborek and Nowakowska, 2024).
[bookmark: _Toc237027531][bookmark: _Toc237432108]4.3 Place
Germany uses direct stores/e-commerce plus indirect wholesalers. During consumer search and buying steps, clothing e-store image can impact intentions in different ways (Jiang et al. 2023). Digital merchandising should, therefore, be used to help discover a product before it helps to remove friction in the form of payment, delivery, stock information and returns. Physical stores will still be useful, as people can respond to a product and test it out while experiencing the brand first-hand.
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Figure 8: Average return rates for clothing, Europe, per cent
(Source: EEA, 2024: https://www.eea.europa.eu/en/analysis/publications/the-destruction-of-returned-and-unsold-textiles-in-europes-circular-economy)
China fuses into the combination of Flagship stores, marketplaces, Livestream commerce and Local Digital platforms. Consumers can find their products in social content before buying via apps, livestreams, marketplaces or stores. Adidas should therefore consider the distribution as an ecosystem and not just an online/offline decision. In Germany, the ability to be reliable across all channels is paramount, and in China, the conversion rate from social to commerce is a key metric that needs to be improved, especially on key social media platforms.
[bookmark: _Toc237027532][bookmark: _Toc237432109]4.4 Promotion
The integrated marketing communications (IMC) strategy is employed in promotion: Germany focuses on credible athletes and football heritage, as well as on evidence-based sustainability; China focuses on creators and livestreaming and on culturally relevant storytelling. Consumers' sense of a strong fit between the sport, audience participation and the sponsoring brand has a positive impact on the effectiveness of sports sponsorship (Shi et al. 2024). Adidas needs to focus on collaborations that can be easily understood and are sporting. Claims from history and the environment must also be carefully placed in context, before final publication is given to a campaign.
There is a need for China to be more active on social media, have more local creators and integrate entertainment into their campaigns, more live streaming and culturally relevant campaign storytelling. When there is interaction and content that is relevant to consumers, social-media strategies can help reinforce consumer attraction that leads to purchase (Islam and Sheikh, 2024). Congruence, as well as consumer co-creation, is more important than followers' quantity in influencing the effectiveness of influencers, and not just any followers (Kilumile and Zuo, 2024). Adidas should bring a star presence and community creators together who can provide authentic community engagement.
[bookmark: _Toc237027533][bookmark: _Toc237432110]4.5 People
People are the people who work for Adidas and work with Adidas; 8,364 people in Germany and 7,874 people in China work for Adidas in 2025 (Adidas, 2026c). The research on virtual sports communities reveals that value co-creation can enhance brand experience and purchase intention (Zhuo et al. 2022). German teams need to focus on knowledge, clarity of direction and effectiveness at both physical and digital touchpoints. Chinese teams also need to be proficient in the platform, knowledgeable about culture, familiar with the region, and quick to respond to consumer trends.
Customer facing employees should be trained on common service principles, with local interaction styles and decision making kept. In the absence of global governance, greater local authority can facilitate quicker response when global standards and ethics are maintained. This combination ensures a balance that is consistent on a global scale with a culturally responsive approach to each country market.
[bookmark: _Toc237027534][bookmark: _Toc237432111]4.6 Process
Process is related to search, comparison, purchase, delivery, returns, reviews, loyalty, and post-purchase support throughout the customer journey. Germany needs stable privacy, correct stock information, easy returns, clear information, and uniform membership benefits. China needs the same level of reliability, mobile-first travel, local payment options and seamless platform integration and speedy social customer service. Even though in both markets the products seem to be getting rather similar, in both cases process quality can be a differentiator for Adidas.
The authentication, privacy, service quality, returns and ethical communication of international operations should be under the control of central governance. Within those standards local teams should be responsible for managing the execution of the platform, modes of payment, the timing of campaigns, and culturally-appropriate service interactions. This building helps to save from unnecessary standardisation, while at the same time not compromising the consumer protection and international brand accountability.
[bookmark: _Toc237027535][bookmark: _Toc237432112]4.7 Physical Evidence
Physical evidence: stores, presentation, apps and websites (adidas.de, adidas.com.cn). German websites should contain technical information, product history and reliable and trustworthy information on the circularity without any environmental jargon. Local design, digital interaction, community events and limited collections are all options for Chinese flagship stores, which can be employed to meet the requirements of high-engagement consumers. Graphics, navigation, materials and service hints must be unmistakably Adidas. Consistency: uniform worldwide identity and omnichannel support. Differences: In Germany, the concern is to demonstrate reliability through evidence and in China, it's about localisation, platform speed and interaction.
[bookmark: _Toc237027536][bookmark: _Toc237432113]5. Market Entry Strategy in China
Adidas arrived in China in the 1990s and set up a subsidiary in 1997, thus directly setting up the organisation. Later, China was one of the company's strategic markets, which allowed the company to continue investing and innovating in the region. (Shanghai Municipal People's Government, 2024). 
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Figure 9: Net sales share by market
(Source: Adidas, 2026: https://report.adidas-group.com/2025/en/group-management-report-our-company/description-of-business-model/markets-and-sales-channels.html)
China's entry mode into the country is a wholly owned subsidiary/direct investment. Disadvantage: high costs and difficulties in managing the brand, distribution and market information. Disadvantage: Expensive, increased regulatory, competition and operating risk (Wan et al. 2023).
[bookmark: _Toc237027537][bookmark: _Toc237432114]6. Ethical Evaluation of Adidas Marketing in Germany
[bookmark: _Toc237027538][bookmark: _Toc237432115]6.1 Ethical Practices
One of the examples of ethics is that of Adidas who has distanced itself from Ye due to his antisemitic and hateful comments. Adidas ended the production and payments and had been expecting a net-income impact in the short-term of up to €250 million in 2022 (Adidas, 2022). The ruling applies to promotion, people, product and brand governance as Yeezy endorsed at the same time as he sold commercial products. When the standard is consistently applied, accepting the financial loss for the stated values will give the moral authority to the financial standard. When it is consistent, it gives the moral authority to the stated financial value if accepted as a financial loss.
There is a second area of ethics, the materials/circularity which should not be over-claimed. In addition to that, Adidas has achieved a ninety-nine per cent recycled polyester in 2024, and a certified cotton sourcing of one hundred per cent (Adidas, 2025). These actions bring product and physical evidence together with quantifiable environmental action. When consumers see substantive organisational commitment, responsible (ESG) activities can boost the trend of buying ethical fashion brands and reputation building (Yu et al. 2023). Ethical value must be founded on clear metrics and ongoing progress, not on aspirational advertising.
[bookmark: _Toc237027539][bookmark: _Toc237432116]6.2 Unethical or Problematic Practices
The most obvious German worry is environmental promotion as this can lead to confusion about consumers' choices and lose credibility. Adidas' previous climate-neutrality advertising was deemed misleading as the roadmap was not sufficiently explained, in a German court (Dpa, 2025). The issue is promotion/physical evidence because consumers may think they have greater certainty than is warranted based on the physical evidence. The sustainability goals are still important, but communication should help to clarify how, what, where and when.
This illustrates the impact of greenwashing on altering environmental concerns and intentions to be circular consumers (Lopes et al. 2023). Adidas thus risked more than a court battle as ambiguous wording would jeopardize other positive developments. Promotion of the environment in the future should be open and transparent about scope, intermediate goals, measuring techniques, potential offsets, and independent verification. This field should enable more sustainable communication to be credible without charges of opportunism.
The second one is a problematical example of the SL72 campaign, which was done in partnership with Bella Hadid and the 1972 Munich Olympics. In response to the criticism about the painful history and campaign imagery, Adidas came up with the idea to revise the campaign (The Guardian, 2024). The concern is with promotion and people, as there was not enough screening of the context leading to reputational issues around identity and historical trauma arose. International campaigns need to be looked at in greater depth where products, personalities and historic events can interact in an unpredictable way.
[bookmark: _Toc237027540][bookmark: _Toc237432117]7. Recommendations
[bookmark: _Toc237432118]7.1 Germany
Adidas must create a checklist with measurable material targets and a link to Digital Product Passports for all German sustainability actions that it promotes. It needs to allow for high quality hero products to be protected and have distinct entry points for budget-conscious customers. Full-price sell-through, return rates and complaints concerning environmental claims should be included in quarterly KPIs.
[bookmark: _Toc237432119]7.2 China
Adidas is to pilot locally designed running and lifestyle capsules in Shanghai and Chengdu, ahead of rolling them out nationwide, via livestream and marketplace. Global principles of quality, ethics and data should be implemented with quicker creative approval for local teams, and tiered pricing based on the channel and the purchasing power. Adidas should monitor conversion from social to commerce, repeat purchase and commerce through collaboration however only scale those ideas that fulfil the predetermined targets.
[bookmark: _Toc237027541][bookmark: _Toc237432120]8. Conclusion
Adidas should keep the quality of the products high globally, and also maintain ethics and brand identity while adapting the execution towards Germany and China. Germany needs disciplined regulations, proof-based sustainability, dependable service over various channels and a transparent value communication. China is a better category and digital growth opportunity, but needs localisation speed and platform fluency, culturally appropriate products and flexible pricing. In both markets, therefore, the 7Ps should be a blend of common global standards and of selective local adaptation. Local teams determine assortments, channels, pricing, communication and experience; global governance protects consumer data and product quality and ethical claims. This integrated approach minimizes cultural and regulatory risk along with sustainable growth internationally.
[bookmark: _Toc237027542][bookmark: _Toc237432121]Section 2: Reflective Account Using Gibbs’ Reflective Cycle
[image: ]
Figure 10: Gibbs’ Reflective Cycle
(Source: Self-developed)
[bookmark: _Toc237027543][bookmark: _Toc237432122]Description
I started off reading the assessment brief and come up with a checklist of all the points in the brief including PESTLE, Hofstede, STP, 7Ps, entry strategy, ethics and recommendations. I then chose Germany and China as they provided a good contrast to the environment with which Adidas was familiar and an important host market. I used a search engine to find some recent open access journal research before gathering evidence of the current market from a variety of companies, government, European and newspaper sources. Reflective practice is more useful when experiences are related to structured interpretation, and future competence development (Heymann et al. 2022). The use of purposeful searching, evaluating sources and confidently using different information resources are also highlighted in the study of information-literacy (Tachie-Donkor and Ezema, 2023). This work produced a more coherent systematic evidence base prior to my entering into the creation of comparisons.
[bookmark: _Toc237027544][bookmark: _Toc237432123]Feelings
I was sure about my skills with regard to Adidas, but not so sure about my skills in writing a good enough critical international comparison. The most challenging aspect was to avoid a descriptive catalogue of German and Chinese facts without elucidating their strategic meaning. When students have to integrate their own experiences with a credible analysis (Ross et al. 2024), reflective writing may prove to be a challenge. I also had to work with the source limitations as all the articles that were used had to be open access, within the last five years, and relevant. As these restrictions, however, slowly helped me gain confidence, and to build up that confidence, I had to argue evidence choices, instead of gathering convenient evidence.
[bookmark: _Toc237027545][bookmark: _Toc237432124]Evaluation
There were a few things that went well in my route, one of which was the early break down of the factual evidence from the interpretation of the theory. Numerical information was provided by government and company materials, but consumer behaviour, culture, channel and ethical issues were explained in journal articles. Research on critical thinking, which is considered a central focus of higher education, has found that it is better to teach structured analytical judgement than just repeat information, in the sense that students must learn to analyse and interpret information, not just to remember it like a sheet of paper (Andreucci-Annunziata et al. 2023). This principle helped me with my comparison as I was constantly asking myself if each factor was good, bad, alike, or unlike to Adidas. The other advantage was to focus on specific marketing-mix questions, instead of corporate responsibility in general.
I found my greatest problem was the time I spent searching but hadn't got a clear picture of what kind of evidence each subsection needed. An evaluation of critical thinking skills can uncover significant gaps between perceived competence and actual analytical abilities (Galindo-Domínguez et al. 2023). At first, I thought more would lead to better analysis but when loads of sources were added it produced repetition and weak prioritisation. This experience proved that only select and synthesise information for good research not information volume.
[bookmark: _Toc237027546][bookmark: _Toc237432125]Analysis
The most significant learning related to the difference between description, comparison and critical evaluation. I didn't complete the task if I explained Germany and China separately without explaining the changing of the strategy of Adidas. Training in argument has been shown to be beneficial for students, with a focus on supporting evidence and argument structures (Münchow et al. 2023). I therefore adjusted paragraphs to make sure that there was evidence followed by an interpretation, comparison and an implication for Adidas. This approach helped to make PESTLE and the marketing mix more analytical by using each subsection to discuss business implications instead of just facts.
I also learned that reflective analysis is better if I recognize my own restrictions in the decisions that I make while researching. When students observe gaps in their knowledge, online critical reflection can boost student confidence, motivation, and engagement (Awidi and Klutsey, 2025). Hofstede, for instance, was able to provide helpful comparisons across nations, but might run the risk of reducing complex consumers in Germany and China to a single entity. Company reports provided detailed performance information, though management determines the nature of the reporting. Knowing these drawbacks made me double-check arguments and not consider one type of source as being an entirety. This process enhanced my evidence and theory appreciation and analysis.
[bookmark: _Toc237027547][bookmark: _Toc237432126]Conclusion
The research process helped me to strengthen the capability to go from information gathering to building arguments for international marketing. I learned that in order to do good work in the academic realm, there need to be well-defined research questions, disciplined choices in the selection of sources, comparisons and evaluations, and well-founded recommendations. Also, I realized that numbers alone are not sufficient to convey strategic significance, unless used with a theory or context. The best I did adapted macro-environmental evidence to the STP, marketing-mix, entry and ethical decisions. My other remaining weakness is around research efficiency, as still take too long to research before setting evidence priorities.
[bookmark: _Toc237027548][bookmark: _Toc237432127]Action Plan
For future assignments, I will develop an evidence matrix prior to my search and have a row for each analytical question I need to answer. Prior to the drafting process, the evidence type, preferred database, theoretical concept, intended argument, and possible limitation for each row will be indicated. Based on experiential learning, a reflective diary as a learning tool is shown to have the ability to enhance learning engagement and academic emotions (Fu et al. 2025). I will therefore keep brief research notes on the reasons for acceptance, rejection or replacement of evidence during the project. I will also be doing a separate audit of arguments after I write them to see if each argument has evidence, interpretation, comparison, and strategic significance. I will streamline my search by defining my limit on sources for each subsection and then do my wider exploratory search. Lastly, I'll dedicate a further editing phase to the clarity, consistency of citations, word count, and alignment of recommendations. These actions should help to ensure that in the future work is more systematic, but that the critical depth at post-graduate level is retained.
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