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[bookmark: _Toc224769616]Section 1: Main Report 
[bookmark: _Toc224769617]1. Introduction to the report
The report will critically analyse the retail business in India and specifically the operations of Walmart as a major multinational company. The retail market in India is one of the most active and dynamic markets in the world due to the rapid urbanisation and increase in disposable incomes as well as the shift in consumer behaviour (Kumar, 2023).  
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[bookmark: _Toc224765689]Figure 1: Walmart Brand Logo 
(Source: Walmart, 2026)
The aim of the report is to interpret and thereby understand the structure of the stated industry as well as competitiveness and strategic dynamics which allowed to assess the global position of India through the Porters diamond model. In addition, the report evaluates the key aspects such as political, economic, and legal forces that can affect Walmart performance in India and critically analyses the strategic challenge and opportunity issues that can drive its success in a complex international business setting. 
[bookmark: _Toc224769618]2. Industry and Country Overview 
[bookmark: _Toc224769619]2.1 Industry Overview: Retail Industry in India 
The Indian retail business is one of the most vital and fastest growing industries in the Indian economy because of the high local demand in the country and demographic strengths (Kumar, 2023). It is to be noted that India is the third-largest retail market in the world, and the industry has seen a continuous growth due to the increase in disposable income, urbanisation and increasing middle-class with different consumption trends (Bain & Company, 2025). It also focuses and particularly reflects long-term strategic landscape because the industry is valued at more than USD 1 to 1.4 trillion, and it is expected to grow by a long margin in the next one decade (Kenresearch.com, 2026). 
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[bookmark: _Toc224765690]Figure 2: Retail Industry ranking of India 
(Source: Bain & Company, 2025)
The unique feature of the Indian retail environment is the dual nature of it as there is a large unorganised market, which are the traditional kirana stores, and a rapidly developing organised retail and e-commerce landscape (Jindal and Kapoor, 2024). Although the traditional retail still represents a significant portion, the growth of online platforms and the online or modern form of retail is transforming the level of competition. Notably, the industry has a significant proportion of approximately more than 10% of the GDP and provides about 8% of the labour force and thus presents a vital contribution to the economic growth of India (Deloitte, 2025). Such a dynamic structure is an evolving market that draws not only domestic corporations but also foreign competitors such as Walmart which are trying to take advantage of the high growth potential of the retail industry in India. 
[bookmark: _Toc224769620]2.2 Size, Scope, and Economic Importance of the Industry
Retail business in India is huge in magnitude and scale, and it is growing fast, which explains its role as a core part of the Indian economy. Today, the industry has an approximate valuation of USD 1.1 to 1.4 trillion, as already noted and its growth is expected to be much higher as consumer demand and digital transformation will push the industry to USD 2 trillion by 2030 (Kenresearch.com, 2026). Such an index makes India one of the biggest retail markets in the world and one of the main targets of foreign and local investments. 
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[bookmark: _Toc224765691]Figure 3: Retail market Size in India
(Source: Statista and India Brand Equity Foundation, 2025)
In terms of economic contribution, the retail sector contributes more than 10% to the GDP of India and provides approximately 8% of the country's workforce, which is why it has among the largest employers after agriculture (Ibef, 2026). It is also vital because it contributes to a large number of dependent industries, such as logistics, manufacturing, agriculture, and e-commerce ecosystems.  
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[bookmark: _Toc224765692]Figure 4: Category wise Breakup of Retail Market in India 
(Source: Ibef, 2026)
The scope of the industry is very diverse, which encompasses both traditional kirana shops, retail chain stores that are well-organised and e-commerce platforms that are considerably growing fast (Saxena, 2025). This expanded base of operation makes it even more resilient and strategic to the overall development of India since the sector is not only contributing to consumption-led growth, but also the shift to a more formalised and globally linked and integrated economy. 
[bookmark: _Toc224769621]2.3 Key Firms and Competitive Positioning 
The structure is that of the Indian retail business sector is that of a highly competitive and fragmented industry with a combination of both the dominating domestic conglomerates as well as the aggressive entrants in the multinational business. The big domestic competitors stand to be Reliance Retail, Avenue Supermarts (DMart), Tata Group (Trent), and Aditya Birla Retail, whereas the major multinationals are Amazon India (Kenresearch.com, 2026). 
Local or domestic companies, especially Reliance Retail, hold an overpowering and dominant position, since they have a broad physical store base, product portfolio, as well as comprehensive integration throughout supply chains. Reliance Retail leads in revenue and scale operating on an omnichannel system of offline stores and any digital infrastructure like JioMart (Datainsightsmarket.com, 2026). Conversely, on the other hand, DMart uses a cost-leadership approach, being operational-efficient and offerings low prices, which has high appeal to the Indian price-sensitive mass market (PILLAI, 2023). Such companies focus more on the high-volume sales and penetration of the tier 2 and 3 cities strengthening their competitive edge in the domestic market (Gospatic.com, 2024).  
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[bookmark: _Toc224765693]Figure 5: Retail Store Launches – Tier-2 Cities 
(Source: Gospatic.com, 2024)
Differentiated strategies, however, are used by multinational companies. In this context, Amazon India focuses on technical abilities, logistical effectiveness, and a marketplace business model in order to grow at a very fast pace and also aims at tiny merchants with the help of platform-based growth (Reuters, 2026). Belonging to the fast-evolving markets of quick commerce and online grocery, Walmart, by acquiring Flipkart, concentrates on the success in e-commerce and digital transformation (Economic Times, 2026). 
Such a landscape produces a two-tiered competitive framework with offline and value-based retail that is controlled by domestic companies, but multinational companies control online and technology-based divisions (Nangia and Yadav, 2024). In a consequent manner, competition is becoming highly focused on the omnichannel integration, supply chain effectiveness, and pricing strategies. The company that manages to achieve scale, technology, and localisation are in a better position to get a share in the changing market of India retailing.  
[bookmark: _Toc224769622]3. Porter’s Diamond Model: Global Competitiveness of India’s Retail Industry 
The Porter’s Diamond Model has been used to discuss the global competitiveness of the retail business in India using the national conditions as factors that determine the performance of firms and their strategic advantage. The framework assesses the condition of factors, the condition of the demand, the related and supporting industries, and the firm rivalry to determine the strengths and constraints (Lehene, Jaradat and Nistor, 2024). 
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[bookmark: _Toc224765694]Figure 6: Porter’s Diamond Model
(Source: Lehene, Jaradat and Nistor, 2024)
The application allows critical evaluation of the impact that the domestic environment in India has on establishing the competitive power of the retail companies within the local and international marketplaces. The retail sector in India is quite competitive with the scale and demographic advantage, driven by demand (Mohammed et al., 2025). Its capacity to attain complete global competitiveness is however limited by structural inefficiencies, complexity of regulations and sensitivity to prices. 
	Determinant
	Analysis of India’s Retail Industry
	Impact on Global Competitiveness

	Factor Conditions
	India benefits from a large, young, and cost-effective labour force, which supports labour-intensive retail operations (Sarma and Nath, 2025). The country also has improving infrastructure, including logistics, digital connectivity, and supply chain networks. However, productivity levels remain relatively low compared to developed markets, and infrastructural inefficiencies persist in rural areas. 
	These conditions provide a cost advantage for large-scale retail operations and enable price competitiveness (Chattoraj and Ullah, 2023). However, inefficiencies limit operational excellence and constrain India’s ability to compete with highly efficient global retail markets.

	Demand Conditions
	India has a vast and diverse consumer base driven by a growing middle class, urbanisation, and rising disposable incomes (Kumar, 2023). Consumer demand is large-scale but highly price-sensitive, with strong preference for value-based products. At the same time, demand is evolving toward organised retail and e-commerce formats (Economic Times, 2026).
	Strong domestic demand creates economies of scale and attracts global retailers. However, price sensitivity limits premiumisation, restricting the ability of firms to fully replicate high-margin global business models (Gonen, Tavor and Spiegel, 2024). 

	Related and Supporting Industries
	India has a rapidly developing ecosystem of supporting industries, including logistics, IT services, digital payments, and e-commerce platforms (Ibef, 2026). The growth of internet penetration and mobile usage has strengthened online retail infrastructure. However, supply chains remain fragmented, particularly in traditional retail.
	The presence of strong IT and digital ecosystems enhances innovation and supports e-commerce growth, increasing global competitiveness (Thakur, 2024). Yet inefficiencies in traditional supply chains reduce overall industry efficiency and integration.

	Firm Strategy, Structure & Rivalry
	The Indian retail sector is highly competitive, with intense rivalry between domestic firms and multinational companies. Domestic firms focus on cost leadership and mass-market penetration, while global firms emphasise technology and scale (Majka, 2024). The market is fragmented, with a dominant unorganised sector alongside organised retail growth.
	High competition drives innovation, efficiency, and market expansion, strengthening competitiveness. However, fragmentation and regulatory complexity create structural challenges that limit consolidation and long-term strategic efficiency (Kumar, 2023).

	Government & Policy (Extended Factor)
	Government policies, including FDI regulations and retail reforms, have gradually opened the sector to foreign investment while maintaining restrictions in multi-brand retail (Chattoraj and Ullah, 2023). Regulatory frameworks remain complex and vary across states.  
	Policy support enhances investment attractiveness, but regulatory uncertainty and restrictions can discourage foreign firms and limit full-scale global integration (Mekala, 2024).


[bookmark: _Toc224765685]Table 1: Applying Porter’s Diamond Model
The use of the Porters Diamond Model indicates that the Indian retail sector has powerful structural competitive advantages especially in the market size, growth in demand and cost effectiveness. The existence of high and growing population of middle-class, coupled with low labour costs, offer here favourable demand and factor conditions which favour foreign direct investment, as well as economies of scale (Chattoraj and Ullah, 2023). Moreover, supporting industries, including logistics, agriculture, and digital platforms develop and improve the capabilities of the retail firms, as well as boost the overall competitiveness of the industry.
But a critique of it indicates that these benefits are skewed and limited by structural inefficiencies. An example of this is that the level of low productivity in comparison with international standards and disintegrated supply chains will restrict the efficiency of operations and the competitiveness of the industry in the international market (Kumar, 2023). Moreover, institutional barriers are also formed by regulatory complexity and partial liberalisation of FDI which diminishes the full potential of multinational participation (Mekala, 2024).
Noteworthy, although intensive competition within the national market leads to innovation and market growth, it also strengthens price-based rivalry, which disadvantages profitability and high-end market development (Gonen, Tavor and Spiegel, 2024). Thus, despite the high competitiveness of the retail industry in India with the high level of demand, the global competitiveness of this industry depends conditional on the enhancement of infrastructures, clarity of regulations, and productivity. Unless these limitations are mitigated, long-term international competitiveness of the industry will continue to be limited to some extent even though the growth potential is huge.
[bookmark: _Toc224769623]4. MNC Analysis – Walmart in India 
[bookmark: _Toc224769624]4.1 Introduction to the Company 
Walmart is a multinational retail company that is among the largest in the world and conducts its operations in various international markets focusing on the cost leadership strategy and massive supply chain efficiency (Statista, 2026). Walmart in India has gotten a very specific strategic approach due to regulatory restrictions and market conditions (Hindustan Times, 2026). In 2018, it bought a 77% stake in Flipkart for approximately $16 billion, and in the process engaged in one of the largest global e-commerce transactions to create a strong foothold in the Indian market which is considered to be rapidly growing as a digital retail sector (Walmart, 2026).  
[image: Infographic: The World's Largest Retailers | Statista]
[bookmark: _Toc224765695]Figure 7: Walmart – Largest Retailer 
(Source: Statista, 2026)
Instead of entering standard brick-and-mortar retail business, Walmart has prioritised e-commerce and wholesale business, such as the formation of Flipkart Wholesale to provide small retailers and stores (Walmart, 2024). Such a dual approach is a response to the regulatory situation as well as the fragmented retail environment in India. Walmart is one of the situations that indicate that a multinational is facing institutional limitations, the level of competition and pressures for localisation in a new market. This segment evaluates critically some of the major environmental and strategic issues that have contributed towards the success of Walmart in India. 
[image: It's a deal: Walmart buys 77% stake in Flipkart for $16 billion | Business  News]
[bookmark: _Toc224765696]Figure 8: Investment by Walmart 
(Source: Hindustan Times, 2026)
[bookmark: _Toc224769625]4.2 Market Attractiveness Analysis (PESTEL)
The application of the framework of PESTLE has been done in this section to gain an understanding regarding the market attractiveness. 
	Factor
	Key Insights and Analysis
	Impact on Walmart’s Strategy

	Political
	India permits limited FDI in multi-brand retail (up to 51% with restrictions), while e-commerce operates under a marketplace model (PIB, 2025). Political resistance from small retailers remains strong.
	Walmart cannot operate freely in physical retail, so it has to use an indirect entry via Flipkart. Political pressure from local traders increases uncertainty and constrains expansion strategies. 

	Economic
	India is a high-growth consumer market with a rapidly expanding middle class, but it remains highly price-sensitive with income inequality. The e-commerce market reached $147 billion in 2024 with strong growth projections (GlobalData, 2026).
	While a large market size offers scale advantages, low purchasing power in many segments limits margins. Walmart must prioritise cost leadership and localisation rather than premium strategies.

	Social (Cultural)
	Consumers strongly prefer local kirana stores due to trust, convenience, and personalised service (Jindal and Kapoor, 2024). Shopping behaviour varies significantly across regions. 
	Cultural reliance on traditional retail slows the adoption of large-format retail. Walmart must integrate kirana partnerships and adapt to local consumption habits.

	Technological
	Rapid smartphone penetration and increasing digital adoption are driving e-commerce growth, particularly in tier-2 and tier-3 cities (IBEF, 2025).  
	Technology creates a major opportunity for Walmart via Flipkart. Digital platforms allow scalability and bypass physical retail restrictions.

	Legal / Regulatory
	Strict e-commerce rules prohibit foreign firms from owning inventory or selling directly; compliance scrutiny is increasing, with investigations into regulatory breaches (IBEF, 2025). 
	Legal constraints limit Walmart’s control over supply chains and pricing. Regulatory risks increase compliance costs and reduce strategic flexibility.

	Environmental
	Increasing focus on sustainability, logistics efficiency, and supply chain transparency in India’s retail sector (Kearney, 2026).
	Walmart must invest in sustainable sourcing and logistics, increasing operational costs but aligning with global standards.


[bookmark: _Toc224765686]Table 2: Applying PESTLE Analysis 
India helps to present a highly potential but constrained market of Walmart. On the one hand, a high rate of economic growth, huge consumer market, and fast digitalisation stand to be of great opportunities, especially in e-commerce (GlobalData, 2026). Along with this, the growth of the internet and the increase in online consumption allows Walmart to grow in an efficient way via Flipkart, strengthening the long-term growth opportunities of the market (IBEF, 2025). 
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[bookmark: _Toc224765697]Figure 9: Ecommerce Value in India 
(Source: GlobalData, 2026)
However, such an appeal is particularly moderated with a lot of institutional and structural impediments. The consideration of political and legal regulations, especially the restrictions on FDI and marketplace, have a fundamental influence on the Walmart business due to the inability to conduct direct retail business and limited control over inventory and prices (Chattoraj and Ullah, 2023). Furthermore, cultural inclinations towards traditional retailing channels and high price elasticity limit the efficiency of the conventional global methods of Walmart, which have to be highly localised (Jindal and Kapoor, 2024). 
In addition, heightened regulatory compliance exposure creates uncertainty that is detrimental to long-term investment decisions. Because of that, the retail market of India is conditionally attractive and not universal since its success requires strategic adaptation, regulatory alignment, and digital integration (Audretsch et al., 2024). The capacity of Walmart to utilise technology without facing with institutional constraints is the eventual determining factor of whether the market opportunities are more than its challenges. 
[bookmark: _Toc224769626]4.3 Key Success Factors for Walmart 
The ability of Walmart to match its global capabilities with the local market situation on a variety of key factors determines the success of Walmart in India. To start with, price competitiveness is a vital one in a very price-sensitive market. The classic low-cost model of Walmart needs to be adjusted to the income levels of locals, and effective sourcing and cost management is needed to compete with local competitors like Reliance and DMart (Pricing Insight, 2026; PILLAI, 2023). Second is supply chain efficiency which is a major differentiator. In the geographically diverse market, Walmart uses the logistics division of Flipkart, Ekart, to provide services in over 22,000 pin codes with last-mile connectivity and scalability (Financial Express, 2026). Effective logistics are essential towards keeping the prices down and their products delivered on time both in the urban and rural regions. 
Third, Walmart has based its strategy on local partnerships, especially with kirana stores and MSMEs. Via the Flipkart Wholesale, Walmart incorporates small retailers into its supply chain environment, facilitating a better market penetration by meeting regulatory limitations (Walmart, 2024). Fourth, it is important to be digitally enabled, and Walmart highly depends on the e-commerce platform owned by Flipkart to expand and reach the quickly growing online consumer market in India (Walmart, 2026). Lastly, regulatory compliance is also mandatory because of stringent FDI as well as e-commerce regulations, which influence the marketplace-based model of Walmart and restrict direct management of operations (Jaripiti Rajappa, 2022). All these have a combination that will ensure that Walmart can sustainably grow in India. 
	Key Success Factor
	Walmart (Flipkart)
	Amazon India
	Reliance Retail
	Comparative Evaluation

	Price Competitiveness
	Strong focus on discounts and value pricing via Flipkart; targets mass-market consumers
	Competitive pricing but often focuses on service quality and premium segments
	Highly competitive pricing through JioMart and offline scale (PILLAI, 2023)
	Reliance leads due to deep integration and cost control; Walmart remains competitive but faces margin pressure

	Supply Chain Efficiency
	Strong logistics via Ekart; wide delivery reach across India (Financial Express, 2026)
	Highly advanced logistics network and fulfilment centres
	Extensive offline distribution network; strong last-mile reach 
	Amazon leads in logistics sophistication; Reliance dominates offline distribution; Walmart is competitive but not leading

	Local Partnerships
	Strong integration with kirana stores via Flipkart Wholesale (Saxena, 2025; Walmart, 2024)
	Expanding seller ecosystem with 1.1 million sellers (Financial Express, 2022) 
	Deep partnerships with local suppliers and retailers
	Reliance has strongest local integration; Walmart improving but still developing ecosystem

	Regulatory Compliance
	Strong adaptation via marketplace model (Flipkart)
	Similar compliance approach; experienced regulatory scrutiny
	Advantage as domestic firm with fewer FDI constraints (Jaripiti Rajappa, 2022)
	Reliance has clear advantage; Walmart and Amazon face structural regulatory limitations


[bookmark: _Toc224765687]Table 3: Evaluation of Walmart vs Competitors (Amazon, Reliance) in India

[bookmark: _Toc224769627]4.4 Entry Mode Strategy
Walmart Indian entry mode is FDI by acquisition (Flipkart), supplemented by wholesale B2B strategy of investment. Foer instance, it gained the most important step by acquiring a percentage of Flipkart at an approximate of 16 billion USD, thus, providing Walmart with direct entry into the rapidly expanding e-commerce sector and digital infrastructure of India and an existing customer base (Walmart, 2024). Simultaneously, at the same time, Walmart had also created a wholesale cash-and-carry business, eventually merging the Best Price business of Walmart India into Flipkart Wholesale to make its B2B offering more robust to kirana stores and small businesses (Hindustan Times, 2026). 
This form of entry, which is Acquisition, was more appropriate compared to going on a full-fledged foreign-owned multi-brand retail since the country still restricts foreign direct investment in multi-brand retail and foreign e-commerce companies on a marketplace model as opposed to a direct inventory-based retail (Swain, 2022). Consequently, Walmart has been able to bypass certain institutional barriers by entering through a platform-based approach through Flipkart and still develop scale in online retail. 
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[bookmark: _Toc224765698]Figure 10: Various Entry Modes 
(Source: Giles, 2022)
The benefits and advantages of this strategy are also thereby significant. The acquisition provided Walmart with fast entry into the market, local brand awareness, seller networks, logistics, and internet coverage which would have otherwise taken years to develop by organic means (Giles, 2022). It was also in concurrence with the digital consumption trend in India and allowed Walmart to supplement B2C e-commerce with B2B wholesale. The model however has its risks. The Walmart does not have as much direct operational control as in wholly owned retail format and marketplace limitations limit pricing and inventory control (Madisa, 2025). Moreover, the journey to long-term profitability of Flipkart is not easy in a market filled with stiff competition among its primary competitors and regulated by the government. 
[bookmark: _Toc224769628]4.5 Strategic Challenges 
Walmart stands to be faced with both structural as well as manageable problems or challenges, as regulatory restrictions and high competition are a source of long-term restraints, whereas logistics and delivery can be addressed with the help of a beneficial strategic investment. The difference is vital because the success of the Walmart relies in the ability and consideration to adapt to structural limitations and maximise the manipulable operational variables.
	Challenge
	Key Issues
	Impact on Walmart
	Nature of Challenge

	Intense Competition
	Strong rivalry from Amazon India and Reliance Retail. Reliance leverages offline dominance and Jio ecosystem, while Amazon invests heavily in logistics and technology (Datainsightsmarket.com, 2026).
	Reduces pricing power and margins; forces continuous investment in discounts, logistics, and innovation to retain market share (Chattoraj and Ullah, 2023).
	Structural – inherent to market dynamics and unlikely to diminish

	Regulatory Restrictions
	FDI limitations in multi-brand retail and strict e-commerce rules (marketplace model, no inventory ownership). Frequent policy changes create uncertainty (PIB, 2025). 
	Limits Walmart’s control over pricing, supply chain, and inventory; constrains its ability to fully implement its global retail model.
	Structural – policy-driven and long-term constraint

	Infrastructure Gaps
	Underdeveloped logistics in rural areas, fragmented supply chains, and inconsistent transport infrastructure (Kaiser and Barstow, 2022). 
	Increases operational costs and delivery times, affecting efficiency and customer satisfaction, particularly outside major cities.
	Partially Manageable – can be improved through investment, but not fully controlled

	Profitability Issues in E-commerce
	High customer acquisition costs, heavy discounting, and intense price wars limit profitability in India’s e-commerce sector (GlobalData, 2026). 
	Delays return on investment for Walmart’s Flipkart acquisition; pressures long-term financial sustainability.
	Structural – industry-wide issue, though can improve over time

	Last-Mile Delivery Complexity
	Geographic diversity, traffic congestion, and addressing challenges in tier-2/3 cities increase delivery complexity (Gospatic.com, 2024). 
	Raises logistics costs and operational complexity, requiring continuous investment in delivery networks and partnerships.
	Manageable – can be mitigated through logistics innovation and technology


[bookmark: _Toc224765688]Table 4: Strategic Challenges for Walmart
[bookmark: _Toc224769629]5. Conclusion to the report  
This report has critically examined the Indian retail business and assessed the strategic position of Walmart in this considerably rapidly growing market. It has been noted from the research that the country of India has a great growth potential since the demand environment is high, there is a high number of consumers, and more people are going digital. Nevertheless, the industry is structurally fragmented, price-sensitive, and regulated, both the domestic and international companies. 
The use of the Diamond Model by Porter reveals that as much as India has great demand-side strength, and increasingly effective network of supporting industries, its competitiveness is limited by infrastructural inefficiencies and institutional obstacles at the global competitiveness. In this regard, the entry mode of Walmart via acquisition of Flipkart is a strategically adaptive strategy that can meet the regulatory requirements and capitalize on the digital growth opportunities.
However, the analysis of the market appeal or the attractiveness which has been done by focusing on the application of strategic framework such as PESTLE along with the strategic issues helped to showcase that the success of Walmart is conditional, and thereby not certain. The high competition and regulatory constraints are structural factors constraining the flexibility of strategy and operational issues like the pressure in logistics and profitability necessitate constant investment. In a comprehensive manner, Walmart is in a good position to succeed in the long run provided it keeps on localising its strategy, enhancing digital capabilities and keeping in line with the regulatory and competition environment in India.


[bookmark: _Toc224769630]Section 2: Application of Kolb’s Reflective Cycle
The Reflective Cycle proposed by Kolb has been used in this section which stands to be an experiential learning framework having four particular stages and explaining how people learn by experience (Cheng et al., 2025). 
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[bookmark: _Toc224765699]Figure 11: Kolb’s Reflective Cycle
(Source: Cheng et al., 2025)
It entails focusing upon aspects such as concrete experience to reflective observation and abstract conceptualisation and finally active experimentation. The cycle further emphasises on constant learning because it transforms experience into knowledge that will guide future actions and decision-making. The reflection is as follows which is showcased among four stages: 
Concrete Experience 
This process of report development implied studying and working with a great variety of academic theories and real-life information to study the Walmart work in the Indian retail market. First, I faced the problem of locating the relevant and valid sources as the retail business is not only extensive but also rapidly changing. To collect information on the areas such as market size, competition, and regulations, it was necessary to go through a range of reports, articles, and databases. This was not only a process of gathering facts but also the interpretation of such facts in regard to the strategic position that Walmart has in India.  
Along with this, it was the first time of the application of the theoretical frameworks, including Porters Diamond Model and PESTEL analysis, to the real-life context. Although I had learned about these models in theory during my module learnings, applying them to analyse a real multinational business corporation underscored the fact that the international business worlds stand to be a complex matter. In general, this phase also demanded both theoretical and practical involvement, which made me go beyond the initial level of knowledge and put concepts into practice in an active and multifaceted market context.
Reflective Observation 
After taking such an experience into consideration, I realised that my initial approach to the process was too descriptive as I was more concentrated on the presentation of the information instead of the critical analysis of it. This factor led to the complication of the task to align with my academic requirements of the assignment which involved assessment and judgement. I discovered that data collection took a simple form of work, and the strategic implications of the data needed further thought and more organisation. Data reliability and consistency are the other two issues that I got to know about. The market size and the market growth had different figures given by various sources hence confusion on which information to take precedence. Such an aspect emphasised the need to be critical when judging sources as opposed to passing information the way it is.  
One more important reflection that I developed and realised was associated with the use of theoretical frameworks. In the initial stages, I was more likely to describe the models instead of using them and this restricted the level of analysis. However, with time, I realised that the importance of these frameworks is that they are capable of giving an understanding of a business problem that is in real life and not merely show an understanding of a theory. The process of reflection allowed me to see the significance of analytical thinking, source evaluation, and successful utilization of theoretical concepts in the international business analysis.
Abstract Conceptualisation
This experience helped me to grasp a better appreciation of the fact that theoretical frameworks can be employed as analytical instruments to explain complex business environments. I also recognised that the models as well as theoretical foundations of Porter’s Diamond and PESTEL work and show application best when implemented as a tool to assess the influence of external environment on the strategy of a firm. This is in line with the general international business theories that dwell on relevance of institutional and environmental aspects in determining multinational business.
The next thing I was able to study was that to analyse successfully, it is necessary to combine various perspectives, such as economic, political, along with legal and cultural ones. To illustrate, the theory is vital in explaining the approach which Walmart has adopted in India, which will not be comprehensible in the absence of regulatory constraint, as well as the local consumer behaviour. This went over the point that international business strategy is considerably and particularly situation specific. 
In addition to that, I realised that it is important to be critical when doing academic work. Instead of merely providing information, I will also try to challenge assumptions, contrasting one point of view with another and making informed conclusions. This has enhanced my skills to work with complex business issues and to create more organised and evidence-based arguments.
Active Experimentation 
Based on the insights acquired in this process of completing this research that I intend to be more organised and analytical in future academic work. These involve giving priority to critical assessment as opposed to description through constant association of theories to practical implications of business. My strategy of research will also be enhanced as I will choose more credible and recent sources and cross-reference data to achieve accuracy and consistency.  
Besides this, I will improve my skill in transferring theoretical models to practice by paying attention to their practicality. As an illustration, I will focus on the impact of each factor on the strategic decision-making process when applying models such as PESTEL or the Porters Diamond instead of highlighting their existence. This will assist in generating more insightful analysis of higher quality. 
Along with this, I will also work further on my skills in drawing concrete along with these justifiable conclusions especially when assessing the probability of a company succeeding in a given market. This will entail weighing the prospects and limitations equally. On the whole, I would implement these learning outcomes to my future assignments and career environments and make sure I enhance my analytical, research, and critical thinking abilities in a constant manner. 
Through this reflective process I developed my capacity to use theoretical frameworks for critical assessment of actual business cases. The research showed that structured thinking and trustworthy research methods together with ongoing education enable organisations to create successful international business plans which help to achieve better academic results.  
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