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[bookmark: _Toc237294286]SECTION 1: INTERNATIONAL MARKET ENTRY ANALYSIS
(ALDI's Potential Entry into New Zealand)
[bookmark: _Toc237294287]Section 1: Introduction 
ALDI is a major international discount supermarket operator with a strong low-cost business model. New Zealand offers a potential expansion opportunity because its grocery market remains highly concentrated, with major supermarkets holding over 80% of national market share. This section evaluates ALDI’s strategy, market attractiveness, OLI advantages and entry mode.
[bookmark: _Toc237294288]1. Organisational Classification and Global Strategy                                                                                                                                                                                                                                                                                                     
[bookmark: _Toc237294289]1.1 ALDI: Organisational and International Business Profile 
Aldi is a multinational discount retailer based in Germany. Its business model is based on limited ranges, mostly private-label products and a strict control of operating costs. Overall, it enables Aldi to offer prices that are consistently and significantly lower than those of competitors. Academic research identifies limited ranges and high private-label penetration as defining characteristics of hard-discounters, with such retailers typically carrying fewer than 2,000 stock-keeping units (SKUs), compared with around 40,000 in conventional supermarkets (Geyskens et al., 2023). ALDI SOUTH operates in 11 countries with over 7500 stores and a workforce of 200,000 people. The markets it runs in include Germany, the UK, the US, Australia and China (Aldi, 2024). Its stores typically offer only 1,484–1,835 core products, reinforcing its cost-efficient model (Aldi, 2024). By selling private-label groceries and simplifying operations, ALDI is able to enhance its bargaining power as well as differentiate itself from its competitors (ter Braak et al., 2013).
[bookmark: _Toc237294290]1.2 Bartlett and Ghoshal Strategic Classification 
According to Bartlett and Ghoshal’s framework, ALDI primarily adopts a global strategy with selective local responsiveness. ALDI SOUTH has more than 7,500 stores and over 200,000 employees in 11 countries. And this shows a big international standardisation. With only 1,484–1,835 products in its core range, Aldi supports purchasing efficiency and operational and cost control (Aldi, 2024). Nonetheless, ALDI adjusts their product ranges to meet the national requirements of customers and works with country-specific sustainability teams. A study of 126 retail CEOs and expansion managers reveals that international retailers attain success by striking a balance between centralisation and local implementation (Swoboda et al., 2018). Consequently, ALDI’s model integrates a certain level of global integration with some degree of local adaptation that can, in theory, be applied to New Zealand (Burt et al. 2008).
[bookmark: _Toc237294291]1.3 Critical Evaluation of ALDI's International Strategy 
ALDI’s international strategy generates scale economies through a limited-assortment, private-label model. Hard discounters typically carry fewer than 2,000 SKUs, compared with approximately 40,000 at conventional supermarkets. Private labels can exceed 70% of assortment, supporting lower purchasing and operating costs (Shirin Yazgulieva, 2026). But, limited option might restrict consumer appeal whereas global expansion tends to raise logistical and adaptation cost. The introduction of national brands can lessen perceptions of hard discounters as generic retail stores but may reduce assortment simplicity for hard discounter customers (Geyskens et al., 2023). ALDI should keep its low-cost core for New Zealand while making selective changes to products and sourcing.
[bookmark: _Toc237294292]1.4 ALDI's Global Geographic Configuration 
ALDI currently operates in 11 countries with its presence concentrated around Europe and the US, Australian and China (Faithfull, 2026). ALDI Australia alone has more than 550 shops, while its international expansion shows movement beyond geographically proximate European markets (Pearson, 2026). Research finds that far-away market strategies create larger sales volumes for generalist retailers than proximate-market strategies (Stein, 2021). New Zealand has a replicable, scalable model of internationalisation and footprint. 
[bookmark: _Toc237294293]1.5 International Operations and Competitive Advantage 
ALDI’s extended international presence significantly boosts its purchasing power, helps learn better operational learning and supply-chain capability, and ensures great economies of scale. Further, the network allows the retail giant to transfer its low-cost retail model across its network of markets. Research indicates that internationalization may improve the performance of retailers by increasing market access (Batsakis et al., 2023). Entering in New Zealand can bring about these benefits, however, geographical distance may escalate logistics cost and reduce scale benefits.
[bookmark: _Toc237294294]2. Macro-Environmental Appraisal and Market Attractiveness 
[bookmark: _Toc237294295]2.1 Rationale for Selecting New Zealand
ALDI considers New Zealand an attractive yet challenging market because of the country’s developed economy, concentrated grocery sector and ongoing price affordability concerns.  Foodstuffs and Woolworths together will have nearly 82 percent of national grocery market share in 2024. In this situation, there is a big gap for a discount competitor to enter the market efficiently (Commerce Commission NZ, 2025). According to the OECD, New Zealand’s grocery prices and retailer profitability continue to be high by international standards, while economies of scale and limited access to wholesale create high barriers to entry (OCED, 2024). ALDI’S value proposition may be further enhanced as a result of its private-label products, limited assortment and cost leadership.  New Zealand's small population and wide area may mean limited store density and purchasing economies. The Grocery Industry Competition Act 2023 introduced regulatory reforms that will make improvement to wholesale access and the implementation of a Grocery Supply Code to reduce these barriers (OCED, 2024). As of 1 June 2026, ALDI’s retail-store, distribution-centre or subsidiary network in New Zealand was not significant, which is consistent with the assessment requirement. Consequently, New Zealand offers a strategically useful test of whether ALDI can transfer its established discount model, while also achieving sufficient scale and local responsiveness.
[bookmark: _Toc237294296]2.2 Political Environment 
2.2.1 Political Stability
The institutional environment in New Zealand appears more predictable for ALDI than in other countries. However, the government has announced a dramatic reform effort in relation to grocery competition and foreign direct investment. It is particularly relevant the political priority to increase grocery competition that Foodstuffs North Island, Foodstuffs South Island and Woolworths New Zealand remain the regulated major retailers under the Grocery Supply Code. Effective 1 May 2026, the revised Code strengthens rules on supplier relationships and transparency (Commerce Commission, 2023). The direction of the policy might benefit ALDI since the government wants a greater competitive entry and not necessarily the protection of existing retailers. Nevertheless, continuous regulatory action also raises uncertainties around future obligations.
2.2.2 Foreign Investment Policy
ALDI needs to take account of foreign investment regulation as establishing stores and acquiring significant business assets in New Zealand may trigger the Overseas Investment Act 2005. For 2026, the standard significant-business-assets threshold remains NZ$100 million, while the threshold for Australian non-government investors is NZ$676 million (Toitü Te Whenua Land Information New Zealand, 2025). According to the Government, New Zealand is happy to have foreign-owned grocery firms entering or expanding in New Zealand - even German-owned ALDI. According to LINZ, no overseas-investment consent application in the grocery sector has previously been declined. Nonetheless, before deploying significant capital, ALDI would need to consider the ownership, land and asset structures.
2.2.3 Government Competition Policy
Competition policy represents a major opportunity. The Grocery Industry Competition Act 2023 of New Zealand seeks to resolve structural competition issues by enhancing access for new retailers. The wholesale-supply regime requires Foodstuffs and Woolworths to provide wholesale access to competing retailers. The Commission believes this access has not improved sufficiently and initiated a formal inquiry in September 2024 (Commerce Commission, 2025). The government is reforming the Overseas Investment Act to specifically enable further overseas investment in grocery retail. As a result, ALDI can enjoy an increasingly friendly political environment with respect to the lowering of entry barriers. However, continuous regulation of prices remains a compliance risk.
2.2.4 Trade and International Relations
The trade relations of New Zealand can help support ALDI’s regional sourcing strategy. According to the New Zealand Ministry of Foreign Affairs and Trade (2024), the Closer Economic Relations Agreement between New Zealand and Australia imposed effective tariffs and quantitative restrictions on eligible trans-Tasman goods and reduced regulatory impediments, including food products. The fact that ALDI operates highly in Australia may allow regional procurement and supply-chain capabilities to be employed to support expansion into New Zealand.
[bookmark: _Toc237294297]2.3 Economic Environment 
2.3.1 Economic Growth 
New Zealand is growing again, but slowly. The expected real GDP growth in 2026 is likely to stem from support from the exports, business investment and household spending. Further, Westpac lowered its 2026 GDP-growth forecast to 2.0%. In short, it has high growth potential which can prevent full recession. Though in June 2026, unemployment was 5.6%, indicating weak labour-market conditions (The Treasury – NZ Government, 2026). For ALDI, low growth may bolster demand for cheap groceries, but weaker employment could squeeze total spend. It has been researched that international retailing emphasises the host-market situation and economic conditions. These affect a retailer’s expansion performance and strategic adaptation. 
[image: ]
Figure 1: Real production GDP growth
(Source: The Treasury - NZ Government, 2026)
2.3.2 Household Income and Purchasing Power 
Household purchasing power matters as ALDI mostly competes on value and low prices. Pressure from expense is high on New Zealand household while groceries cost a major household. In the year to June 2025, people incurred $27.4 billion on groceries, one of the 5th highest in OECD per capita terms (New Zealand Gazette, 2025). A powerful combination of a high grocery bill and price sensitivity may bolster ALDI’S proposition. Nonetheless, weaker employment conditions may constrain discretionary spending and impede market growth.
2.3.3 Inflation and Cost-of-Living Pressure 
ALDI sees opportunities and risks due to inflation. In June 2026, New Zealand’s CPI rose 4.1% from a year earlier, above the Reserve Bank’s 1-3% target range. According to Statistics New Zealand, the price of electricity surged 12.5% in the March quarter, while the price of meat and poultry rose 8.6% in the same quarter. Consumers weighing higher prices at supermarkets may seek cheaper alternatives for groceries at ALDI. Nonetheless, inflation is also raising ALDI’s transport, energy, labour and purchasing costs, which may limit its potential to hold margins without jeopardising its low-cost offer.
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Figure 2: Consumers price index inflation (NZ)
(Source: The Treasury - NZ Government, 2026)
2.3.4 Exchange Rates 
Fluctuations in the exchange rate can significantly impact ALDI’s profitability in New Zealand as imports of products, equipment and inputs will incur foreign currency exposures. The Reserve Bank’s research shows that a 1% appreciation in the New Zealand dollar reduces ex-fuel tradable prices by 0.004–0.01% after one quarter and by 0.05–0.3% in the longer term (Brennan and Castaing, 2025). A stronger New Zealand dollar may lower imported costs, while depreciation may increase costs. ALDI could reduce their exposure by utilising local suppliers, sourcing within Australia and currency hedging.
2.3.5 Labour and Operating Costs 
For supermarket operations, a high amount of store and distribution employment is required. Thus, labour costs are of particular relevance to ALDI. New Zealand’s legally mandated minimum wage for adults was raised from April 2026 to NZ$23.95 per hour, i.e. NZ$958 for a 40-hour week before tax (Employment New Zealand, 2024). At the same time, unemployment stood at 5.6%, creating a greater pool of available labour, while wages increased by around 2.0% (Cole, 2026). ALDI’s strategy of having less employees on their staff may help reduce labour costs partially, however, distribution, property, energy costs are key competitive restraints.
2.3.6 Market Size and Economies of Scale 
Market scale is an important constraint as the chain’s discount model relies on purchase volumes, efficiently distributing and high store productivity. Consumers in New Zealand spent NZ$27.4 billion on groceries in 2025. Major supermarkets continue to dominate, with over 80% market share. This indicates strong demand but significant incumbent concentration (New Zealand Gazette, 2025). With the population spread out, distribution could be expensive and purchase economies difficult. In spite of this, high grocery spend and concentrated competition gives ALDI the opportunity to build scale first in major urban centres.
[bookmark: _Toc237294298]2.4 Legal and Regulatory Environment 
2.4.1 Foreign Investment Regulation
ALDI’s investment would be assessed under New Zealand’s overseas-investment regime, in particular where land or sensitive assets are involved. As a result, the legal environment is more relevant to ALDI’s site-acquisition strategy than to normal retail trading. Recent reforms aim to make foreign investment quicker and more predictable, while screening sensitive transactions (Land Information NZ, 2023). The compliance costs created are not a significant structural impediment. Research on international business indicates that predictable institutions can reduce multinational investors' uncertainty. 
2.4.2 Competition Law 
New Zealand’s competition framework is particularly relevant because ALDI would enter a concentrated grocery market. n the third quarter of the 2024/25 fiscal year, the Commerce Commission received 91 concerns under the Commerce Act, and 122 concerns in the fourth quarter, indicating continued enforcement action. (Commerce Commission, 2026) The significance of market-power controls in NZ competition law is highlighted by academic research. The regulatory setting may thus benefit ALDI by restricting certain anti-competitive practices yet adherence to competition rules and supplier obligations will add to managerial complexity.
2.4.3 Food Regulation 
ALDI must comply and register with New Zealand’s Food Act, along with verification and risk-based food-safety procedures. In 2025, New Zealand executed 57 recalls of consumer-level foods worth recalling, including 20 recalls of imported foods. This highlights the need for import-control systems for an internationally sourced retailer (Ministry for Primary Industries, 2026). Paperwork and cost have also been identified as significant issues in New Zealand food-safety management schemes. As a result, ALDI would need strong supplier audits and recall capabilities. 
2.4.4 Employment Law 
Employment regulation affects ALDI’s ability to preserve its low-cost staffing model. As of 1 April 2026, adult minimum wage was NZ$23.95 per hour, starting-out and training rates were NZ$19.16 (Employment New Zealand, 2025) Employers need to also provide lawful employment agreements and meet statutory employment rights. Overall, ALDI’s low-cost store operations and every day low staffing would stay key for control Sensitivity of the legal framework is not a big deal, but labour compliance may suffer from the cost advantage made possible through the highly lean staffing.
2.4.5 Consumer Protection 
Consumer protection creates substantial obligations for ALDI’s pricing and promotional practices. The Fair-Trading Act prohibits misleading prices, promotions and product claims (Consumer Protection, 2024). For ALDI, accurate pricing per shelf and promotions as price representation are important. ALDI’s competitive proposition is fundamentally dependent on prices being clear.
2.4.6 Environmental Regulation 
Environmental regulations have rising impacts on ALDI’s decisions relating to packaging and waste management. In 2025, New Zealand introduced its Waste Minimisation (Plastic and Related Products) Amendment Regulations. There is also a new proposal to update legislation on waste and litter management (Ministry for Cities, Environment, Regions & Transport, 2025). According to Goodman-Smith et al. (2020), a study of academic literature estimated that New Zealand retail food waste is about 13 kg per capita per annum. Further, they estimate that about 3 kg of that waste is sent to landfill. ALDI would require an efficient packaging and waste systems.
[bookmark: _Toc237294299]2.5 Integrated Market Attractiveness 
	Dimension
	Major opportunity
	Major risk
	Implication for ALDI

	Political
	Government reforms support grocery competition.
	Regulation and supplier access may remain challenging.
	Favourable with conditions; maintain strong compliance.

	Economic
	GDP growth and cost pressures support demand for low prices.
	3.4% inflation and 5.4% unemployment may increase operating and distribution costs (OECD, 2026).
	Moderately favourable; control costs carefully.

	Legal
	Established competition, food safety and investment frameworks.
	Compliance may increase entry costs and delay expansion.
	Manageable; use local legal and compliance expertise.



The P/E/L evaluation shows New Zealand is attractive enough for ALDI to consider entry into the market, but not yet suitable for nationwide launch. There is a strong opportunity for government action to enhance competition by structural concentration， particularly in groceries. The most powerful constraint is economic and operational with ALDI’s model relying on scale, while the relatively small and geographically dispersed New Zealand market could raise distribution costs. The OECD (2026) forecasted the GDP growth to be 1.4% in 2026 along with 3.4% inflation and 5.4% unemployment indicating a recovering economy at a cost.
A suitable gradual market entry strategy would be the one starting with major urban centres where density may sustain store clustering and facilitate efficient distribution. The core low-cost model of ALDI would be preserved while determining the sufficiency of purchasing volume, supplier access and consumer demand is achievable. As a result, the market could be labelled as somewhere between moderately and strongly attractive given that scale and logistics risk management works.
[bookmark: _Toc237294300]2.6 Dunning's OLI Paradigm 
2.6.1 Ownership Advantages – O
ALDI has a powerful ownership advantage because it is capable of private label development, centralising purchasing and creating standardised stores. The Australian business of the company offers relevant in-region experience for New Zealand, thereby reducing some market-learning costs. Dunning’s eclectic paradigm argues that firm-specific advantages must be transferable internationally to overcome the liabilities of foreignness. Studies further recognize ownership advantages as dynamic capabilities that evolve through international experiences. Thus, ALDI has highly transferability operational procedures and purchasing capability which relates to the fact that the geographic scale of New Zealand is likely to reduce some of its purchasing and logistical efficiencies.
2.6.2 Location Advantages – L
New Zealand boasts moderate to strong locational advantages. Grocery spending was NZ$27.4 billion for the year to June 2025, while food prices were around 3% above the OECD average. The three big supermarket firms hold approximately 82% of the national grocery-market share. This could create a barrier to competitive entry or a gap in the market for ALDI (Commerce Commission, 2025). Notably, the Commerce Commission announced in June 2026 that regulatory changes provided a sufficiently enabling environment for new grocery retailers. According to the OLI theory, location advantages stem from market characteristics and institutional conditions that cannot be replicated. As a result, New Zealand has attractive demand and institutional conditions, but its small and geographically dispersed market reduces the scale advantage.
2.6.3 Internalisation Advantages – I
Aldi has strong internalisation advantages since its competitive proposition depends on closely coordinating its purchasing, private-label sourcing, stock inventory, pricing and store operations. By keeping these activities in-house, companies can protect proprietary methods and ensure quality while preventing leaks of sensitive information. According to Dunning’s framework, internalisation by firms occurs when it is more efficient to undertake controlling activities internally rather than through the market or contractual arrangements. This is especially relevant to New Zealand in relation to wholesale competition. The Commerce Commission reports that the major supermarkets have an 82% market share, which gives them a strong influence over the access of suppliers. (Commerce Commission, 2025) A wholly owned operation would give greater control than licensing or franchising while a joint venture would dilute ALDI’s control of operations.
The OLI Assessment indicates strong Ownership, moderate-to-strong Location and strong Internalisation advantages. ALDI's ownership advantages are supported by transferable cost-management capabilities, private-label expertise and international experience. The ownership advantages of ALDI are supported by transferable cost management abilities, private label expertise, and international experience. New Zealand’s grocery market is worth NZ$27.4 billion, with high grocery spending and concentrated existing competitors, providing location advantages, while the current reforms will help further competition (New Zealand Gazette, 2025). The full-scale economies of ALDI are uncertain because of the size and areal spread of the market. As such, the OLI assessment supports formal entry consideration, but not immediate nationwide investment. Using a phased approach would enable ALDI to evaluate if its ownership advantages offer sufficient returns before making a large investment.
[bookmark: _Toc237294301]3. Entry Mode Strategy and Strategic Synthesis 
[bookmark: _Toc237294302]3.1 ALDI's Historical International Entry Modes 
Based on their internationalisation track record, ALDI has predominantly chosen a wholly owned model focused on greenfield expansion but makes occasional acquisitions when there is an existing network to provide faster access to scale. ALDI opened its first store in the UK in 1990 and, subsequently, developed a network of over 1,000 stores in the country, indicating long-term, organic expansion (rather than reliance on local franchise partners) (Searle, 2020). Likewise, Aldi Australia entered in 2001 with two Sydney stores with a range of 600 products provided by 174 business partners and shortly expanded its own operating network (Aldi Australia, 2025).
The United States offers a major exemption. ALDI made its way into America in 1976 primarily through a store network of its own yet has since blended organic expansion with acquisition (Meyersohn, 2019). It is expected that ALDI US would run nearly 2800 stores by 2026 and three additional distribution centres (Aldi US, 2026). ALDI is not afraid to use acquisition where it speeds up geographic coverage, as seen in the 2024 acquisition of around 400 Winn-Dixie and Harveys locations (Holpuch, 2023).
European expansion similarly shows long-term replication of the AHLF/Hofer format One instance is ALDI France, which opened its first store in 1988 and already has over 1,300 (Rompaey, 2023). The prevalent trend is one of high-control expansion through wholly owned operations and greenfield development, with acquisitions used selectively to accelerate market penetration. The similarity fits well with international entry-mode research that links greenfield investment to greater organisational control and retention of established routines. 
[bookmark: _Toc237294303]3.2 Critical Evaluation of ALDI's Historical Entry Approach 
The historical attitude of ALDI towards international expansion in high-control countries matches the characteristics of its discount business model. ALDI's 100% owned operations control purchasing, pricing, private-label sourcing, inventory and store operations to help preserve the standardised routines that drive its low-cost proposition. International entry research has shown that while greenfield investment allows for more control and firm-specific capability transfer, the best option really depends on host-country conditions (Alon and others 2020). Consequently, this approach gives ALDI a strong protection against customer execution inconsistency and a loss of operational know-how.
However, the same strategy has significant resource and market risks. Greenfield investment takes considerable capital and time for establishing stores, distribution infrastructure and supplier relationships (Chen, 2020). Though acquisition has the potential to provide speedy access to existing assets, it creates a challenge of integration and hampers the acquirer from efficiently implementing its operating model (Colman, 2020). Woolworths New Zealand, Foodstuffs North Island and Foodstuffs South Island account for 82% of the grocery market in New Zealand, resulting in considerable incumbent purchasing and supplier advantages (Johnston, 2026). Bhe June 2026 report from the Commerce Commission indicates that conditions are changing in a way that is more supportive of new grocery entrants. At last, ALDI’s high-control business model does not lose strategic appropriateness, but it should be applied in phases and concentrated geographically to manage New Zealand’s small scale and market entry uncertainty.
[bookmark: _Toc237294304]3.3 Alternative Entry Modes for New Zealand 
	Criterion
	Acquisition
	Joint Venture / Strategic Partnership
	Greenfield / Wholly Owned Entry

	Market access
	Immediate access to stores, customers and locations.
	Gradual access supported by a local partner.
	Requires ALDI to establish its own network.

	Speed
	High; existing assets accelerate entry.
	Medium; partner can reduce the learning period.
	Low initially; stores and infrastructure must be developed.

	Capital commitment
	High, particularly if a suitable retailer is acquired.
	Medium, because investment is shared.
	Very high, owing to stores, distribution and infrastructure.

	Control
	High, depending on transaction structure.
	Medium, with decisions shared with the partner.
	Very high, supporting ALDI’s standardised operating model.

	Local knowledge
	High, through existing employees and relationships.
	High, because the partner contributes market knowledge.
	Low initially, requiring local recruitment and supplier development.

	Supplier access
	Potentially immediate through existing relationships.
	Improved through partner networks.
	Must be developed independently. This matters because major supermarkets currently account for 82% of grocery sales, creating supplier-access barriers. 

	Risk
	High integration and valuation risk.
	Lower financial exposure but partner-conflict risk.
	High market and execution risk.

	Strategic fit
	Medium; inherited assets may not match ALDI’s format.
	Medium; shared control conflicts with ALDI’s internalisation advantage.
	Very high; ALDI can replicate its operating model from the outset.

	Overall assessment
	Attractive if an appropriate target becomes available.
	Useful for learning but weaker long-term control.
	Preferred option, implemented progressively.



[bookmark: _Toc237294305]3.5 Final Entry-Mode Recommendation 
OLI Framework
ALDI has strong Ownership advantages through its private-label expertise, purchasing capabilities, standardised store format and cost-control systems. 
Its Location advantages in New Zealand are moderate-to-strong, because regulatory reforms and market concentration create an identifiable opportunity for a discount competitor. However, geographical and scale constraints weaken the location proposition. 
ALDI also has strong Internalisation advantages, because retaining control protects procurement, pricing, private-label sourcing and operational knowledge.

PEL (Political, Economic, Legal)
New Zealand presents a moderately attractive but operationally challenging market.
Politically and legally, government reforms are intended to strengthen grocery competition, although the Commerce Commission’s June 2026 report indicates that reforms still require time to produce significant competitive improvements.
Economically, ALDI could exploit demand for value, but the concentrated grocery structure and relatively limited market scale create uncertainty over whether sufficient economies of scale can be achieved.











Entry Mode → Greenfield Expansion
Therefore, a phased greenfield expansion through a wholly owned subsidiary is recommended. Greenfield investment allows ALDI to reproduce its operating model without inheriting unsuitable assets, while wholly owned control protects the capabilities identified under OLI. 
Research demonstrates that greenfield, acquisition and joint-venture choices involve trade-offs between control, resource commitment, uncertainty and local assets rather than one universally superior mode. 
Given New Zealand’s uncertainty, ALDI should initially establish a limited urban store cluster, develop distribution and supplier capabilities, assess store productivity and then expand progressively. This approach provides the strongest alignment between PEL conditions, OLI advantages and entry-mode requirements.








3.6 Implementation Priorities Regulatory approval



Site selection



Supply-chain development


Local supplier relationships



Product adaptation


Recruitment



Pilot Stores


Performance monitoring
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Section 1: Conclusion
Overall, ALDI has a moderately attractive market in New Zealand. High concentration in grocery creates an opportunity for discount retail, while reforms allow new competition. Nonetheless, there are risks due to market size and logistics. To safeguard ALDI's competitive cost advantages and maintain control, a phased greenfield entry through a wholly owned subsidiary is favoured. 






[bookmark: _Toc237294307]SECTION 2: REFLECTIVE ACCOUNT – GIBBS’ REFLECTIVE CYCLE
[bookmark: _Toc237294308]2.1 Description
For my assessment, I investigated the possible entry of ALDI into the New Zealand grocery market. I analyzed the assessment task first and broke it into different sections. Afterwards, I sourced information from academic journals, government websites, the New Zealand Commerce Commission and company sources. I employed several academic articles, government reports and company information among others. I especially focused on grocery competition, foreign investment, economic conditions, food regulation and labour costs. I subsequently arranged the information into political, economic, and legal factors. I employed Dunning’s OLI framework to analyse whether ALDI possessed sufficient ownership, location and internalisation advantages for entry into New Zealand. Ultimately, I evaluated the acquisition, joint venture and greenfield entry before suggesting phased greenfield investment. 
[bookmark: _Toc237294309]2.2 Feelings
At first, I found it hard as it needed lots of different information, from different sources. Also, I did not know how I can relate it international business theories. Gathering statistics was not sufficient; there was a need for assessment. I was worried about the volume of content perhaps making the report over-descriptive. As a result, I adjusted my strategy and made an effort to question every section. Just describing New Zealand’s economy wasn’t enough. I also thought about whether the economic environment would suit ALDI’s low-cost model. As my research progressed my confidence increased. The use of frameworks provided me with a clearer structure and helped me understand how external conditions helped determine entry decisions. One benefit of reflection is that it encourages learners to think about why an approach worked and how it might be improved.
[bookmark: _Toc237294310]2.3 Evaluation
The process involved the use of more credible and recent sources and this is a plus. Information from the government was useful for its competition rules and foreign investment requirement, and economic conditions in New Zealand. The use of academic journals helped understand the theories and arguments about international expansion. One strength was to compare different entry modes instead of picking one immediately. It seems to be advantageous as it may ensure faster access to stores and customers. Nonetheless, there could also be integration issues. A joint venture could provide local expertise but would diminish ALDI’s control. Even though it required higher resource commitment, greenfield investment led to greater control over ALDI's business model. Some information from my sources lacked consistency, presenting it as a weakness. Forecasts for the economy may change over time. This implied that I had to verify dates and prioritize recent sources. My research findings indicate that company sources work only to support other evidence, as they present the firm in a positive light.
[bookmark: _Toc237294311]2.4 Analysis
The key takeaway from this assessment for me was that entering an international market does not only hinge on how attractive that market is. Even if customers are eager, anti-competitive practices can make it hard to penetrate. The grocery market in New Zealand is concentrated, and consumers are facing higher living costs thanks to ALDI. This creates scope for discount supermarket.
Nevertheless, New Zealand also has some issues. It has quite a small population spread in various areas. As a result, distribution costs may surge, making it more difficult for ALDI to achieve the scale suitable for its low-cost business model. The low-cost business model also faces difficulty in achieving scale in distribution. Consequently, I learned that market analysis has to be connected to the strengths and weaknesses of the firm.
My understanding also improved through the OLI framework. ALDI enjoys well-developed ownership advantages including private label products, strong purchasing power, cost control and standard store format. New Zealand also provides some locational advantages due to the highly concentrated grocery market and competition increasing efforts by the government. Nonetheless, those advantages may not be sufficiently strong to warrant immediate large-scale expansion.
I learned that control is necessary when a company relies on special knowledge and business processes. ALDI connects purchasing, pricing, private-label products, and store operations. Engaging with a partner can help gain useful local knowledge, but it would dilute ALDI’s control. This explanation aided my understanding of why a wholly owned entry is optimal.
[bookmark: _Toc237294312]2.5 Conclusion
In general, the research process enhanced my international business decision making understanding. I learned that good analysis is more than fact collection. Information must be tied to theory, then used to back a clear business decision. I moreover learnt how to question the initial assumptions. Initially, it seemed like a no-brainer for ALDI to enter New Zealand as consumers would benefit from lower grocery prices. Further studies revealed that market size, logistics, supplier access, and competition could make entry more difficult. The process contributed towards improving my research skills. I started to be more careful to check when publication was written, to compare and cross-check where possible, and to use official information where I can. I also became more conscious of the distinction between evidence and interpretation. It is essential since reflective practice must identify what transpired, assay of it, and utilize the learning to enhance work in the future.
[bookmark: _Toc237294313]2.6 Action Plan
In future tasks, I would start the research process and coordinate a source plan before retrieving information. I would first identify the relevant theories and then look for evidence that directly attends to each part of the analysis. It would eliminate redundant information and make the concluding report more precise. I would also create a research table containing the source, date of publication, main finding, relevance and section in which it will be used. It will clarify sources makes checking them easier and reduces the risk of quoting outdated information. For future international business research, I would use further comparative evidence between the home and host countries. I would also analyze the company reports and independent sources separately before coming to a conclusion.
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